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We want to see a world where boring is banned!

Can you imagine that? A world where we don’t have to settle for stale and stodgy, where the tedious 
is taboo and boredom is soooo last year. No one deserves the dreary after all!

So, we’re on a mission to boot boring out the barn door through killer IC campaigns, daring design 
and sparkling digital innovation.

Everything we do starts with you because your audience are the most important people, right? 

We get the insight we need  
to understand what makes 
your crowd tick and what 
motivates them so we can 
create campaigns made  
just for them. 

We make the complex  
simple by surgically removing 
the BS and turn the mundane  
into the marvellous...

... and we zero in on the 
problem that needs solving, 
helping us to smash your 
targets through creative, 
bushy-tailed, and emotionally 
engaging comms.

We’ll challenge you along  
the way too... just don’t 
mention the ‘B’ word and  
we’ll get along just fine!



Our areas of expertise

Internal  
Comms 
& Change

EVP  
& Employer 
Brands

Design  
& Brands

Events  
& Exhibitions

Animation 
& Film

Digital 
Solutions

We’ll cut out the chaff,  
keep it simple and help you 
create and share engaging 
and impactful stories. It’s 
our insight, our ability to pair 
solution-providing campaign 
strategies and activations  
with cool, creative content 
that keeps clients coming 
back for more.

Come for the internal 
comms and stay for the EVP! 
So your internal brand is a 
little drab, and you’re not 
getting your fair share of the 
talent out there. We get it.  
Our Employee Value 
Propositions expert team  
can reinvigorate your 
employer brand, and make 
you dazzle for new recruits 
and existing teams alike. 

Bad design is soooo 2021. 
Because we get to know you 
before we even think about 
opening InDesign, we’re 
one step ahead. We’ll take 
your brief and turn it into 
something beautiful which 
just works across multiple 
channels and settings.  
It will hit your brief and maybe 
even take it to another level.

Virutal or face-to-face, we 
apply our banish boring 
mantra to the events and 
exhibitions we set up and 
run for our clients, too. We’re 
'people' people and love 
connecting people to people 
to get important messages 
across and embedded in an 
immersive and engaging way. 
It’s an approach that works, 
evidenced by how our clients 
keep coming back to us to tell 
their stories through events 
and team get-togethers.

Real-life videos, talking  
heads, interviews, animation, 
GIFs, minimations, 
rich pictures, scripting, 
storyboarding – whether 
it’s for internal or external 
audiences, we can bring  
your story to life through 
moving pictures. 

We transform your digital 
solutions and bust the 
complex by designing, 
developing, and delivering 
multi-platform solutions for 
web and mobile apps and 
online gamification.



Nick Cordell

Creative Director

He likes to think he’s an expert 
mountain biker, but Nick tends to 
spend more time in hospital after 
crashing than on the trails. No matter 
how incapacitated he is, he always 
comes up with design gold!

Adam Smith Rebecca Teague Beth Feeney

Head of Design Senior Designer Senior Designer

Adam splits his time at home 
between alphabetising his vinyl 
collection and tuning his telecaster. 
At work, you’ll find him weighing up 
the pros and cons of a 12-column 
fixed grid (rock 'n' roll, man!)

Becca's love and passion for animals 
matches her love of design. She is 
one of our creative design gurus, 
always ready to whip up something 
fab at a moment’s notice.

Travelling to countries far and wide, 
Beth loves living in the moment. 
She’ll create that ‘wow’ moment 
for you - be it a brand refresh or an 
annual report.

Sam Jones

Designer

Designer Sam is a big Everton FC 
fan. So when he’s not suffering 
watching his favourite team from 
the terraces, he’s in front of a Mac 
knocking up killer designs. That or 
out the back having a kickaround!

Meet a few of us...

We're a team of insight and IC gurus, 
creative sparks and digital wizards



Managed by a team who makes the projects 
flow and create content that inspires
Meet a few of the account management and content creators...

Paul Cohen

Design Director

Loves all things Christmas and 
would like to be employed by Father 
Christmas one day. Paul, or PC as 
he’s better known, creates beautiful, 
uncluttered and practical designs—a 
mere 1,785km from the North Pole!

Kerri Fullman Fran Gillard

Senior Account Executive Account Executive

Always up for a new experience, 
Kerri is constantly planning the next 
adventure. In between, she’s also 
planning and managing our many 
client accounts and adores making 
the complex simple.

Fran’s a bit of a ‘fanperson’, but 
she can’t decide between sci-fi or 
fantasy! While that debate continues, 
she manages everything digital, 
keeping the Surgery ’Matrix’ running.

Megan Hambly

Senior Account Executive

Typically buried somewhere in a 
bookshop reading the current  
best-seller. But when she's not,  
she’ll be digesting the latest client 
briefs and turning them into perfect 
project plans. 

James Blake

Senior Copywriter

Senior Copywriter James once 
went out with an apostrophe. But 
it was too possessive. Copywriting 
jokes rock! When he’s not writing, 
James will be playing the didge or 
swimming in the sea. Or both.



Our work



Surgery   |    NATS10332 Project BlueBird BrandFINAL RATIONALISED LOGOTYPE

IdeaInsight
It was agreed that no one wanted a physical 
bluebird to form part of the design. Instead it was 
agreed that a unique, dynamic, futuristic logotype 
with elements that represented AI shadowing 
and a hint at birds in flight was the way to go. 
The final mark is forward looking and progressive, 
has an air of authority, and hints at something 
developing/evolving.

We were asked to help create a brand for ‘Project 
Bluebird’, a joint collaboration and research 
programme between NATS, The Alan Turing 
Institute and Exeter University. The aim of the 
project is to explore the use of AI and machine 
learning in Air Traffic Control. As the project isn’t 
owned by a particular partner, we needed to 
created an identity which will support the work 
but doesn’t focus on any one partner. 

Creating a soaring brand for AI in aviation
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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 veniam, 
quis nostrud exerci tation ullamcorper 

facilisis at vero eros et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, 

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 
veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat. Duis 
autem vel eum iriure dolor in hendrerit in vulputate velit 
esse molestie consequat, vel illum dolore eu feugiat nulla 
facilisis at vero eros et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet 
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duis dolore te feugait nulla facilis
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amet, consectetuer 
adipiscing elit, sed diam 
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euismod tincidunt ut 
laoreet dolore magna 
aliquam erat volutpat. 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
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26       LOREM IPSUM DOLOR SIT AMET

Facilisis at vero eros et accumsan et iusto odio
dignissim qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait nulla facilisi.

LOOK AND FEEL – EXAMPLE APPLICATION TO DOCUMENT PAGES
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LOREM IPSUM 
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Consectetuer adipiscing elit, sed diam 
nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat 
volutpat. Ut wisi enim ad minim veniam, 
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LOOK AND FEEL – EXAMPLE APPLICATION TO DOCUMENT COVERS ETC



We’re improving
the gas pipes in
your area

So you see Barry we need to 
replace 1,750,000km of metal 

pipes by 2032 to keep the 
network up to date and safe.

Right, 
better get 

started
on this
section

then boss!

           The year is 1874 and THE residents
of Avesbury Gardens are marvelling at 
new-fangled metal gas pipes going in.

             IT’s time for
some of those pipes
to be replaced!

A FEW DAYS LATER... FRIDAY EVENING.

whilst replacing the pipes in your street, we’ll 
try and keep disruption to a minimum and let 
everyone know what’s going on…

OH HENRY,
YOU’RE

SO WISE.

Yes, George saw A
post on facebook

about it too

It says here Cadent need to DO some
essential works and dig up the road
to replace the main gas pipe Steve

We can keep you informed 
via WhatsApp, it’s the best 
way to get all the latest. We’re nearly there on this section. 

Looks like we’ll have to move
The meters at number 48 and 50.

Oh good,
I can GIVE 

CLIVE A
bath again!

That sounds really helpful.
MAUREEN AT number 52 is vulnerable. 

She might need extra help.

We'll make sure she has a heater 
and cooking facilities, plus ask

if she needs some groceries
delivered… good boy, Clive!

Well done; 
I’ll ASK the 

team to 
request the 
internal pipe 
work for 48 
& 50 and i'll 
update the 
whatsApp 

team and let 
them know 

we’ll have to 
turn their 
gas off on 

Friday

This letter is ABOUT Cadent 
asking us to give them a 

satisfaction score. 
What do you think?

Once a section is complete,
we’ll carry on REPLACING THE
MAIN further up the street

...and make sure the
road, Footpaths AND
DRIVEWAYS are all
FULLY repaired.

BUT THAT’S NOT ALL... LATER THAT WEEK.

Is everything 
working okay now?

Yes,
thank you.
and thankS
for taking 

extra
care with
Maureen.

Well they did KEEP US 
INFORMED AND up to date.

Ha ha, that sounds like a ten 
out ten score from Clive!

They really looked 
after Maureen too… 

what do you think Clive?

WOOF!
WOOF!

HI. I’ve come to turn your
gas back on and get your 

appliances up and
running, the work’s all done!

So madam, the work will last A FEW WEEKS, 
but we’ll only be outside your house for a 

few days. You might need to walk Clive
The other way for a bit.  Do you or anyone you 

know in the street need any extra support?

Look Cynthia, I’ll wager these
pipes will last for 150 years.

1874 NOW

As part of our ongoing commitment 
to upgrade the gas network in your 
area, we are replacing these pipes so 
you can continue to receive a reliable 
gas supply.

New material will need time to weather to match the old

ImpactIdeaInsight
The client absolutely loved the design, and 
have now come back to us to create a whole 
campaign and suite of assets using the style. 
We look forward to seeing how the cartoon story 
develops!

The lock up needed to included the four key 
elements of the transformation programme 
(People, Customer, Data, Technology), coming 
together to ‘make life better’. For the roadmap, 
we developed this comic strip style which will be 
used across a suite of assets. It's an easy way to 
communicate the messages, and it has longevity 
to be used far into the future. 

The CEC (Customer Experience Centre) were 
going through a transformation programme; all 
about improving how employees feel at work and 
the way they work together. We were asked to 
create a lock up and roadmap to give the team 
an identity, and map out the progress the team 
has made, where they are now and where they 
want to be in the future.

Creating a fun way to show Cadent customer care in action
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ImpactIdeaInsight
This new creative direction has allowed the 
organisation to communicate, promote and 
stand out clearer than before with an instantly 
recognisable mark now helping people to 
understand what they do and how they do it.

We needed something simple and impactful so 
looked at creating a mark incorporating aviation 
sustainability. We chose the right colour pallet 
chosen to compliment the look and feel, using 
green and yellow to represent the environment 
and blue as a reference to the sky and 
sustainability. The mark cleverly uses planes to 
form the stem of the leaf, which branches out  
in a forward motion.

The Sustainable Aviation brand and output 
needed a refresh. It wasn’t keeping up with the 
constant challenges climate change poses and it 
wasn’t supporting the forward thinking and future 
focused work the strategy partners were doing.

Sustainable Aviation takes flight!

Nunito Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

The logo is available as positive 
colour, positive black and 
negative in both with and 
without straplines.

The logo mark is used 
separately for use as a 
social media avatar.

The main logo with strapline 
shown here with the 
recommended exclusion zone.

The corporate font is Nunito 
which is designed by Google. 
It is available in a variety of 
weights, a few shown here 
for example.

Positive colour no strapline

Negative no strapline

Positive black no strapline

Pantone 2925 C
Print - C85 M21 Y0 K0
Screen - R0 G156 B222
Web - #009CDE

Pantone 3405 C
Print - C88 M0 Y68 K0
Screen - R0 G175 B102
Web - #00AF66

Pantone 220 C
Print - C5 M100 Y25 K24
Screen - R165 G0 B80
Web - #A50050

Pantone 7694 C
Print - C100 M57 Y9 K52
Screen - R1 G66 B106
Web - #01426A

Pantone 7729 C
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UK LEADERSHIP  

IN SUSTAINABLE 

AVIATION

A MANIFESTO FOR

We are committed to delivering a cleaner future 
for our industry. Our goal is to reduce net CO2 
emissions by 50% by 2050 while 
accommodating a doubling of demand and 
play our part, alongside national and local 
government, in improving air quality around 
airports.

We are committed to limiting and, where 
possible, reducing the impact of aircraft noise. 
Our Noise Road-Map outlines measures that will 
ensure noise from UK aviation will not increase 
despite a near doubling in �ights over the next 
40 years.

We are committed to delivering a sustainable 
future for aviation by working together to drive 
innovation and ensuring we make a positive 
contribution to both the UK and global society 
and economy.

News feed What we’re saying

Our Members

Fey facts
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Our mission

18 Jan 2018

Sustainable Aviation @SustAviation
UK aviation can deliver the Clean 
Growth Strategy without the need for 
artificial limits. goo.gl/g9k7Rc

Sustainable Aviation is a long term strategy which sets out the collective approach of UK aviation to tackling 
the challenge of ensuring a cleaner, quieter, smarter future for our industry.

Cleaner Quieter Smarter

ENSURING A 
SUSTAINABLE FUTURE 
FOR OUR INDUSTRY.
Learn more

UK aviation can deliver the Clean growth 
strategy without the need for arti�cial 
limits

Responding to the Committee on Climate Change’s 
assessment of the Government’s Clean Growth Strategy, 
Chair of Sustainable Aviation…

Read more > 

View all news >

View all tweets >

Tweets by @SustAviation

Sustainable Aviation @SustAviation
Sustainable Aviation Chair Ian Jopson 
says we have decoupled passenger 
growth from emissions and noise 
goo.gl/g9k7Rc

UK aviation can deliver the…
Responding to the Committee…
sustainableaviation.co.uk

UK aviation disconnecting rate of 
growth in �ying from growth of CO2 and 
noise

Sustainable Aviation – the coalition of UK airlines, airports, 
aerospace manufacturers and the air tra�c service provider 
– has…

Read more > 

The global aviation 
industry produces 
around 2% of all 
human-induced CO2 
emissions

Aviation is 
responsible for 12% 
of CO2 emissions from 
all transport sources, 
compared to 74% 
from road transport12%2%

120,000
The number of people employed by 
Sustainable Aviation members, up 
by 2000 since 2014

https://www.sustainableaviation.co.uk/

Our mission

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 veniam.

Quieter

Smarter

UK aviation can deliver the 
Clean growth strategy without 
the need for arti�cial limits

Read more > 

View all news >

Our Members

UK aviation disconnecting rate 
of growth in �ying from growth 
of CO2 and noise

Read more > 
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What we’re 
saying

18 Jan 2018

Sustainable Aviation @SustAviation
UK aviation can deliver the Clean 
Growth Strategy without the need for 
artificial limits. goo.gl/g9k7Rc

View all tweets >

Tweets by @SustAviation

Sustainable Aviation @SustAviation
Sustainable Aviation Chair Ian Jopson 
says we have decoupled passenger 
growth from emissions and noise 
goo.gl/g9k7Rc

UK aviation can deliver the…
Responding to the Committee…
sustainableaviation.co.uk

News feed

ENSURING 
A STABLE 
FUTURE FOR 
OUR INDUSTRY.
Learn more

Cleaner

DECARBONISATION ROAD-MAP: A PATH TO NET ZERO
A plan to decarbonise UK aviation

sustainableaviation.co.uk

NET ZERO 
CARBON 
ROAD-MAP 
TECHNICAL REPORT

SUSTAINABLE AVIATION

Enabling delivery of a UK-led zero carbon aviation revolution



ImpactIdeaInsight
A business transformed. Customer Powerhouse 
comms and our cut-through visual campaign has 
made it an internal brand people know about.

Words and pictures. It all started with a narrative 
explaining the new approach and the what, why 
and how. And, of course, some fabulous offline 
and online creative content to bring the Customer 
Powerhouse solution to life.

Some big, big changes were afoot at Bayer, 
fundamentally affecting how they do business 
with their customers across the globe.

Powering up Bayer's radical new customer comms plans

https://vimeo.com/manage/videos/361136347


a guided tour...

my day

quick and simple access to your tasks and calendar

for when you don’t have time to read an article straight away

saved for latermy news

personalised news based on what part of Bauer you work for

Bauer information

access to all the company information you could possibly need!

the important updates relevant to everybody at Bauer

group news my sites

personalised based on your user profile

search for and ‘pin’ the tools you need so you have them all in one place

my tools

ImpactIdeaInsight
The new platform launched successfully and  
we recieved this lovely message from the client:  
"The toolkit and assets were really well received 
by our global comms network yesterday,  
so thank you for all the work so far!"

We developed a character-led approach with 
"Bee" walking employees through the new 
intranet. We produced an animation, several GIFs, 
infographics, email and intranet headers, plus a 
toolkit, to give Bee some real buzz!

Bauer asked for our help to make their new 
global intranet launch go with a bang. It was 
all about creating awareness, excitement and 
educating people on what to expect from the 
new platform.

Getting Bauer buzzing about their intranet

7

Support the Global 

communications mini 

campaign via your own 

channels usin
g the assets 

provided in this toolkit.

in a nutshell, we need you to…

your communications role

Feedback to us if you need 

any additional assets or 

communications support.

https://vimeo.com/manage/videos/814921191/c66d50ae5c


TestimonialIdeaInsight
“The launch of the new FX Trading Platform has 
been a big success with many in the industry 
commenting positively on the brand and design. 
A big thanks to the whole Surgery team for 
pulling this together and making it a genuine 
fun experience on the way. As this was stage 
one of many, I can’t wait to see what the future 
developments will look like”.

Graham MacGregor  
CEO

Let’s be honest, it’s a fairly prescriptive brief to 
create a logo for ‘blue’ ‘X’ but by embracing 
the obvious, and pushing the boundaries of 
expectation, we delivered something with 
meaning and impact. Brand, straplines, copy and 
a one pager website were turned around within 
weeks and launched with great success.

BlueX is an FX workflow Execution Management 
System (EMS) designed by traders for traders 
and utilising data, analytics and Ai to assist critical 
trading decisions. BlueX is a disrupter in the FX 
sector, so the brand needed to stand out and 
draw attention.

Executing excellence for the BlueX brand

BlueX BRAND AND VISUAL IDENTITY GUIDELINES 2023

The Strapline

Where possible, we use the 
BlueX Strapline – FX, EXECUTION, 
EXCELLENCE. SMART, SIMPLE, 
PRECISE. 

Ensure there is enough space and it will 
appear at a legible size. There is no fixed 
position for the strapline, but it makes 
sense to keep it below or right of the 
BlueX logo so it reads logically.

To ensure that the strapline is always 
reproduced in the way it is intended it is 
important to use only the digital artwork 
provided.

BlueX BRAND AND VISUAL IDENTITY GUIDELINES 2023

Colour Palette 

Colour adds personality and promotes 
name and brand recognition. The 
BlueX colour palette is distinctive, 
approachable and conveys our brand’s 
excitement.

Precise colour breakdowns have  
been selected to ensure that the  
palette is reproduced consistently  
across all media.

Black

CMYK 91, 79, 62, 97

RGB 0, 0, 0

#000000

R=77 G=77 B=77 1

CMYK 63, 53, 51, 47

RGB 77, 77, 77

#4d4d4d

R=153 G=153 B=153 1

CMYK 41, 32, 33, 10

RGB 153, 153, 153

#999999

R=255 G=255 B=255

CMYK 0, 0, 0, 0

RGB 255, 255, 255

#ffffff

R=102 G=204 B=255

CMYK 55, 3, 0, 0

RGB 102, 204, 255

#66ccff

C=100 M=79 Y=32 K=21

CMYK 100, 79, 32, 21

RGB 19, 58, 102

#163a65

R=2 G=0 B=47 1

CMYK 100, 94, 44, 70

RGB 2, 0, 47

#02002f

Pantone®
282 U

Pantone®
294 U

Pantone®
297 U

WHITE

Pantone®
421 U

Pantone®
425 U

PROCESS
BLACK

Deepest Blue BC Blue Bright Blue White

Light Grey Dark Grey Process Black Pantone®
1234

BlueX BRAND AND VISUAL IDENTITY GUIDELINES 2023

Our BlueX Logo

There are two elements to the BlueX 
logo: the BLUE logotype and the X 
device. These elements have been 
created in a fixed relationship to one 
another and should never be separated 
or redrawn. 

There are several versions of the logo for 
use on different backgrounds and for 
digital and print reproduction. To ensure 
that the logo is always reproduced in the 
way it is intended it is important to use 
only the digital artwork provided.



Working with the Surgery for the first time 
was a real joy, the team's enthusiasm and 
commitment to our project was inspiring. 
With tight deadlines to meet and starting 
with only a few base concepts, they 
expertly navigated the project to a very 
successful conclusion.

Graham MacGregor    CEO



ImpactIdeaInsight
With 18,000+ downloads to date, the Skyway 
Code interactive online guide is a must-have 
for private pilots. As a national and international 
first, it’s held up as an example of best practice 
throughout the global aviation industry.

We worked alongside the CAA team to develop 
a short-form interactive PDF called the Skyway 
Code, much like the Highway Code. With clear 
design and well-presented information, it’s a 
simple way for pilots to see and react to vital  
CAA advice and guidance. 

The Civil Aviation Authority (CAA) is the UK’s 
aviation regulator. A vast amount of information 
and data is needed when private pilots train and 
attain their flying licences, all of which must be 
accessible once they are qualified. Our task was 
to create an easy-to-access way for them to see 
and use this information.

Broadening horizons with a Skyway Code for the CAA
LOSSIEMOUTH*

119.575

LEUCHARS
126.500

NEWCASTLE
124.380

TEESSIDE
118.855

LEEMING*
133.375

LINTON-ON-OUSE*
118.550

WARTON*
129.530

VALLEY*
125.225

SHAWBURY*
133.150

HUMBERSIDE
119.130

WADDINGTON
119.500

CONINGSBY*
119.200

MARHAM*
124.150

BRIZE NORTON
124.275

CARDIFF
119.150

EXETER
128.980 BOURNEMOUTH

119.480NEWQUAY
133.405

CULDROSE*
134.050

PLYMOUTH
MILITARY WEST*

121.250

PLYMOUTH
MILITARY EAST*

124.150

YEOVILTON*
127.350

BOSCOMBE
DOWN*
126.700

FARNBOROUGH
132.800

SOUTHEND
130.780FARNBOROUGH

NORWICH
119.355EAST MIDLANDS

134.180

125.250
123.225

Lower Airspace Radar Services
UK FIR – USEFUL COMMS INFO 

These units provide air traffic services to aircraft outside controlled airspace up to and including 
FL100. Hours of operation will vary and military units are normally only available during the week. For 
more details of air traffic services outside controlled airspace, see p.76. All services are subject to 
capacity. Full details are in ENR 1.6 of the AIP – search for ‘Lower Airspace Radar Service’ within the 
ENR 1.6 pages.

* - weekdays only

The Skyway Code  /  UK FIR – Useful comms info 11

CAA  /  CAP 1535  /  March 2021

UK FIR - Useful…

i

Key Regulations
Airspace

Aerodrom
e…

GA Risks
Em

ergencies
UK FIR - Useful…

Pre-flight check…
Pre-flight…

AERODROME OPERATIONS > PROCEDURES FOR ARRIVING TRAFFICArrival and departure procedures
Joining procedures

The most common and recommended type of 
join is the ‘overhead’, the advantage of which 
is that it allows you to observe the traffic circuit 
below without being in conflict with it. When  
turning downwind, watch for any traffic  
already on the downwind leg.

Overhead joins are sometimes precluded or 
varied by airspace or traffic constraints. You must 
check the local procedures for the aerodrome 
you are visiting.

2000ft

2000ft

1000ft

1000ft

1000ft

Joining
Circuit letdownCircuit
Departure

Joining phases

Extended 
centreline

Extended 
centreline

FINAL

DOWNWIND LEG

BASE 
LE

G

CROSSWIND LEG

Upwind threshold

Into-w
ind ru

nway

threshold

Live side

Dead side

2

Begin letdown on dead side if safe.If unable to ascertain runway in use continue circling around the overhead. 
When circuit direction is ascertained call “Overhead, joining for runway…”

Position to cross at (or within if no other activity) the upwind end of the runway at circuit height.Watch for aircraft taking off, as they could pose a hazard.

Watch for existing circuit traffic and adjust your path to sequence safely.

Maintain 2000ft above aerodrome height (or as specified by the aerodrome) and observe windsock and traffic. Keep aerodrome suitable distance on the left of  the aircraft.

If arriving from the other side of the aerodrome to that depicted, circle overhead so as to start from a similar position.

?Guidance

The Skyway Code  /  Aerodrome Operations 103

CAA  /  CAP 1535  /  March 2021

i
Key Regulations

Airspace
Aerodrom

e…
GA Risks

Em
ergencies

UK FIR - Useful…

Pre-flight check…

Pre-flight…

https://publicapps.caa.co.uk/docs/33/CAP1535S%20Skyway%20Code%20V3.pdf


Posters

–  Posters use short and simple titles  
and Call to Actions.

–  Notice full colour photography  
for public facing materials.

Public facing poster Industry facing poster

Posters

CAA  Visual Identity Guidelines  |  29Back to contents

Report – Information Spread

A4 document spread

– Using CAA pink/purple pair

–  Large block gradient to indicate section 
within larger section

–  Pull-out box, pie chart and bar chart 
used to show information in a clear and 
enticing way

–  Key text also used as pull-quotes to 
match colour pair and draw viewers 
attention to key points.

Report – Information Spread

CAA  Visual Identity Guidelines  |  26Back to contents

TestimonialIdeaInsight
“Working with an agency for nearly 30 years 
means you know each other's businesses inside 
out. This is the joy of working with Paul Cohen 
and the team. Their long-term knowledge allows 
for creating branding and marketing materials  
that are quick, efficient and affordable. One of  
the best agencies that I have worked with 
throughout my career.”

Jonathan Nicholson 
Assistant Director of Communications

Following a thorough communication audit, we 
developed the idea of a simple blue block, with 
a contour trail in the shape of a 'C'. Simple, 
instantly recognisable and easy to reproduce in 
any size. We also produced a comprehensive 
set of brand usage guidelines for print, digital, 
education, events and campaigns to ensure 
consistency.

The Civil Aviation Authority (CAA) is responsible 
for the regulation of the UK aviation industry. We 
were tasked with giving the CAA's corporate 
identity a makeover. It hadn't changed since the 
'70s and they were after a 'timeless' brand and 
visual language that spoke to their authority, 
integrity and standing in the aviation community.

A swoosh of authority

Colour Combinations

The CAA colour palette has been 
designed to work together in several 
combinations.

Always use a chosen primary pair as  
the main colours within a document  
but if a third colour is required, for 
graphs or tables etc, please choose 
the suggested third colour for that pair 
shown on the right.

you can also use CAA Dark Grey and 
CAA Light Grey as fourth and fifth 
colours, if needed, with any of the  
primary colour palette pairs.
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CAA Light Green
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A
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CAA Yellow
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CAA Red
 

CAA Light Blue

C
A

A
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 CAA Pink

 

CAA Light Blue

C
A

A
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 Grey 
CAA Teal  

CAA Dark Grey

Colour Combinations

CAA  Visual Identity Guidelines  |  14Back to contents

The CAA Swoosh

The CAA Swoosh is derived from the 
original swoosh within the CAA logo and 
represents the future of the CAA: it’s 
ambition, it’s thinking and dynamism. 

There are three versions of the swoosh 
that can be used in any design and with 
any crop (shown by a white keyline on 
the right) to provide flexibility for use 
with imagery and to keep the brand 
feeling dynamic and progressive. Using 
different crops of each of the overlays 
will keep the brand feeling fresh long  
into the future.

Each of the three overlays is used as a 
base with any of the coloured gradients 
shown on page 13 to form a completed 
CAA Swoosh. 

Never use a CAA Swoosh without  
a gradient overlay.

+ =

The CAA Swoosh

CAA  Visual Identity Guidelines  |  15Back to contents

Core Elements

Our brand’s visual identity system 
consists of five main elements: logo, 
colour, typography, imagery and our 
‘moving swoosh’.

Each element – and how to use it –  
is explained in detail throughout these 
guidelines. All the elements work 
together to create a powerful and 
consistent representation of our brand 
and its values. Aa

Linotype Univers

Core Elements

CAA  Visual Identity Guidelines  |  04Back to contents
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ImpactIdeaInsight
The CAA were delighted with the response to 
these leaflets, as were we. They reported a much 
higher download rate compared to previous 
versions, and have been well received by the  
GA community.

We created an overall look and feel to give the 
series some consistency and make them instantly 
recognisable. We wanted to adopt modern and 
bold colours with amplified graphics. Each leaflet 
has its own colour and rotates through the 26 
colours.

The CAA needed our help to update their old, 
outdated leafelts with fresh new copy and a 
modern, clean look and feel. They had to be 
accessible and easy to understand for new and 
existing GA pilots.

Breathing new life into CAA’s Safety Sense series

DITCHING - SURVIVING A DITCHING

The natural buoyancy of the uninflated raft may 
make it hard to manoeuvre out of the aircraft. Keep 
hold of it by the cord, but do not inflate the raft 
immediately – doing so before being prepared will 
result in it blowing away. 
Once inflated, currents and wind will immediately 
try to move the raft away from you and may invert 
it. If practical, the person with the raft should hold 
onto the aircraft when inflating it, so as not to be 
dragged away. 

Check the manufacturer’s recommendations 
for securing the raft while boarding – tying it to 
someone’s belt or lifejacket harness is one option 

but if the aircraft is still afloat, it may be more 
effective to initially tie it to a wing strut or exterior 
handle. Most rafts have a tear patch at the cord 
attachment point that should break off to prevent 
the sinking aircraft dragging it down.
If the sea state allows, getting into the raft by 
standing on the wing or other part of the aircraft will 
normally be easier than from the water. Position 
the raft near to the aircraft and take account of the 
wind direction – you do not want the raft blowing 
towards you or the aircraft structure (which may 
damage it), but if you position it downwind it may 
blow away and be harder to enter.

 Vacating the aircraft

Inflating the life raft

With a high-wing aircraft, it may be necessary 
to wait until the cabin has filled with water 
before it is possible to open the doors – only 
wait for water to enter as a last resort though. 
If you cannot open the doors, open or kick out 
windows before you are underwater. Be aware 
of any panels designed to be pushed out in an 
emergency. Keeping you seatbelt fastened after 
the initial impact may allow you to apply more 
force to open the doors and windows.The shock of cold water may adversely affect 

everyone’s actions. Therefore, a pre-flight 

passenger briefing which emphasises interior 
reference points and the agreed order in which 
to vacate the aircraft is vital. Do not inflate 
lifejackets inside the aircraft, inflate them as 
soon as you are outside. 
Consider leaving the master switch and the 
anti-collision beacon or strobes on. If the aircraft 
floats for a while or sinks in shallow water, the 
lights may continue operating and provide some 
light and indication of your position. Exit the 
aircraft as swiftly as possible, remembering to 
take the raft and ditching bag if carried. 

CAA  /  July 2022

13
Safety Sense  /  21  /  Ditching

COMMON ISSUES

 

Threat  
/ Error Device Position: 

Where is the best place for it to be when in use?

Why an 
issue?

The device position can affect many things. Can it be seen or reached? Does the 
charging lead reach or potentially foul the controls? Will it get a good signal/view of 
the sky from its position? Is it likely to fall on the floor/down the back of the seat?

Potential 
Outcome
Examples

The device could become unusable if the positioning is wrong or may cause flight 
control issues should it or any equipment associated with it interfere with the 
controls. Does it obscure your view/ability to lookout? Could it become a loose 
article? 

Mitigation Spend some time on the ground positioning the device to ensure the issues 
mentioned are avoided. Use a robust mount to avoid it moving once airborne.  
Find a location that works both with and without passengers. Is the charging lead 
long enough or possibly too long such that it catches on things?

CAA  /  November 2021

11Safety Sense  /  29  /  VFR Moving Map Devices
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FIS

ImpactIdeaInsight
In our usual way, we made the complex simple, 
and delivered a graphical depiction of this very 
sophisticated system that is easy for its audience 
to comprehend. 

We were tasked with explaining the initiatives to 
the General Aviation community on a one-page 
infographic. The result showed how FIS and 
TIS-B services' digitisation of flight and traffic 
information would enhance and begin to replace 
the manual transmission of information.

The CAA were modernising the UK's lower 
airspace to deliver greater SAFETY for the many 
forms of aircraft using it. Whilst retaining the 
'freedom to roam', they needed to encourage 
users to be electronically conspicuous, and 
to take advantage of the enhanced Flight 
Information Service (FIS) and a simplified air traffic 
service.

Explaining the CAA’s airspace modernisation strategy
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ENHANCED USE OF FLIGHT  
INTENT DATA

The voluntary submission of flight intent 
data for flights in the lower airspace 
will be processed and shared to and by 
appropriate service providers.

KEY BENEFITS: Route validation of 
Visual Flight Rules (VFR) plans will enable 
the proper dissemination of the flight 
intent data. Service providers will be 
required to receive and act upon shared 
flight data. Facilitate easier access to 
controlled airspace. The association of 
flight intention data with surveillance 
data via callsign will improve traffic 
management and coordination.

FLIGHT INFORMATION SERVICE – BROADCAST (FIS-B)

As part of digitised FIS, FIS-B will be a wide area broadcast of data products transmitted 
for the use of any air system within range of the broadcast. The data will include 
forecast meteorological products as well as near real-time airspace notifications. The 
broadcast will use internationally recognised formats and operate within the aviation 
spectrum, ensuring the widest possible range of reception equipment possibilities and 
will be free at the point of use.

KEY BENEFITS: Enhancement of in-flight situational awareness. The automatic update 
of airborne systems. An additional safety net supporting airspace switching and sharing.

MODERNISED  
LOWER AIRSPACE  
IN THE UK
The concepts set out here represent some key building blocks 
needed to deliver modern, future-ready airspace which can be 
used and enjoyed by everyone. 
Our mission is to enable an airspace which delivers a SAFE, 
interoperable environment for all users, today and in the future.  
It’s about retaining the ‘freedom to roam’ by encouraging users to be 
electronically conspicuous, and to take advantage of enhanced flight 
information services and a simplified air traffic service.

TRAFFIC INFORMATION SERVICE – BROADCAST (TIS-B)

Digital traffic information will normally be derived by direct reception of cooperative air 
systems. However; TIS-B will be deployed as a localised service which will rebroadcast 
a unified surveillance picture of multiple emission types for the benefit of all airspace 
users. 

SIMPLIFYING AND DIGITISING UK FLIGHT INFORMATION SERVICES

The current UK Flight Information Services (Basic, Traffic & Deconfliction) will be 
replaced by a single International Civil Aviation Organization (ICAO) specified Flight 
Information Service (FIS) supported by surveillance data to enhance traffic information. 
Fractionalised Lower Airspace Radar Services will be replaced by a unified FIS service 
ensuring the seamless sharing of flight data between Flight Information Region sectors 
and other service providers.

KEY BENEFITS: Enhanced in-flight situational awareness. Digital traffic information is 
not limited by the availability or workload of manual delivery.

KEY BENEFITS: A simplified, internationally recognisable service routinely enhanced 
with surveillance-based traffic information. Digitisation of flight and traffic information will 
enhance and begin to replace the manual transmission of information. 
NB.While compliance with ICAO requirements means separation services cannot be provided in Class G airspace, deconfliction 
advice can still be delivered as part of a FIS. As today, service providers seeking to deliver separation services to Instrument Flight 
Rules (IFR) operations will have to apply for an appropriate airspace classification via an Airspace Change Proposal.

RADIO MANDATORY ZONES (RMZ)

Operators of unlicensed airfields 
supporting intense and/or complex 
operations will be able to choose to 
deploy a Radio Mandatory Zone around 
their airfield to generate a collaborative 
environment as a safety mitigation.

KEY BENEFITS: Enable the 
announcement of intentions without 
necessarily requiring interaction with a 
person on the ground. The participation 
of all air systems will improve situational 
awareness and, in turn, safety.

ENHANCED AIRSPACE SHARING 

The total or partial exclusion of air 
users from volumes of airspace will 
be minimised by switching of airspace 
volumes according to demand.

KEY BENEFITS: Enhanced integration of 
airspace users. Safe routine switching on 
and off of airspace volumes.

TRANSPONDER MANDATORY ZONES 
(TMZs)

Integration rather than segregation will 
increasingly be achieved using TMZs, 
within which all airspace users will 
transmit their position. Entry to TMZs 
may require different, affordable forms 
of cooperative surveillance other than a 
transponder, according to their application.

KEY BENEFITS: All air systems are 
detectable and transmitting to a required 
specification. Retaining the greatest 
possible freedom for airspace users.

ELECTRONIC OBSTRUCTION 
BEACONS

As part of digital FIS provision, 
ground-based obstruction beacons 
will electronically mark temporary 
obstructions in the airspace.

KEY BENEFITS: Electronic safety net to 
warn about switchable activities such as 
glider winch launching and hang glider 
launching sites. Replaces the need for 
individual electronic conspicuity on air 
systems operating in close proximity.

OUR VISION: 

In our modernised 
lower airspace, aircraft 
and other airspace 
users will choose 
to be electronically 
conspicuous, to safely 
integrate with other 
users and benefit from 
new digital services.
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ENHANCED USE OF FLIGHT  
INTENT DATA

The voluntary submission of flight intent 
data for flights in the lower airspace 
will be processed and shared to and by 
appropriate service providers.

KEY BENEFITS: Route validation of 
Visual Flight Rules (VFR) plans will enable 
the proper dissemination of the flight 
intent data. Service providers will be 
required to receive and act upon shared 
flight data. Facilitate easier access to 
controlled airspace. The association of 
flight intention data with surveillance 
data via callsign will improve traffic 
management and coordination.

FLIGHT INFORMATION SERVICE – BROADCAST (FIS-B)

As part of digitised FIS, FIS-B will be a wide area broadcast of data products transmitted 
for the use of any air system within range of the broadcast. The data will include 
forecast meteorological products as well as near real-time airspace notifications. The 
broadcast will use internationally recognised formats and operate within the aviation 
spectrum, ensuring the widest possible range of reception equipment possibilities and 
will be free at the point of use.

KEY BENEFITS: Enhancement of in-flight situational awareness. The automatic update 
of airborne systems. An additional safety net supporting airspace switching and sharing.

MODERNISED  
LOWER AIRSPACE  
IN THE UK
The concepts set out here represent some key building blocks 
needed to deliver modern, future-ready airspace which can be 
used and enjoyed by everyone. 
Our mission is to enable an airspace which delivers a SAFE, 
interoperable environment for all users, today and in the future.  
It’s about retaining the ‘freedom to roam’ by encouraging users to be 
electronically conspicuous, and to take advantage of enhanced flight 
information services and a simplified air traffic service.

TRAFFIC INFORMATION SERVICE – BROADCAST (TIS-B)

Digital traffic information will normally be derived by direct reception of cooperative air 
systems. However; TIS-B will be deployed as a localised service which will rebroadcast 
a unified surveillance picture of multiple emission types for the benefit of all airspace 
users. 

SIMPLIFYING AND DIGITISING UK FLIGHT INFORMATION SERVICES

The current UK Flight Information Services (Basic, Traffic & Deconfliction) will be 
replaced by a single International Civil Aviation Organization (ICAO) specified Flight 
Information Service (FIS) supported by surveillance data to enhance traffic information. 
Fractionalised Lower Airspace Radar Services will be replaced by a unified FIS service 
ensuring the seamless sharing of flight data between Flight Information Region sectors 
and other service providers.

KEY BENEFITS: Enhanced in-flight situational awareness. Digital traffic information is 
not limited by the availability or workload of manual delivery.

KEY BENEFITS: A simplified, internationally recognisable service routinely enhanced 
with surveillance-based traffic information. Digitisation of flight and traffic information will 
enhance and begin to replace the manual transmission of information. 
NB.While compliance with ICAO requirements means separation services cannot be provided in Class G airspace, deconfliction 
advice can still be delivered as part of a FIS. As today, service providers seeking to deliver separation services to Instrument Flight 
Rules (IFR) operations will have to apply for an appropriate airspace classification via an Airspace Change Proposal.

RADIO MANDATORY ZONES (RMZ)

Operators of unlicensed airfields 
supporting intense and/or complex 
operations will be able to choose to 
deploy a Radio Mandatory Zone around 
their airfield to generate a collaborative 
environment as a safety mitigation.

KEY BENEFITS: Enable the 
announcement of intentions without 
necessarily requiring interaction with a 
person on the ground. The participation 
of all air systems will improve situational 
awareness and, in turn, safety.

ENHANCED AIRSPACE SHARING 

The total or partial exclusion of air 
users from volumes of airspace will 
be minimised by switching of airspace 
volumes according to demand.

KEY BENEFITS: Enhanced integration of 
airspace users. Safe routine switching on 
and off of airspace volumes.

TRANSPONDER MANDATORY ZONES 
(TMZs)

Integration rather than segregation will 
increasingly be achieved using TMZs, 
within which all airspace users will 
transmit their position. Entry to TMZs 
may require different, affordable forms 
of cooperative surveillance other than a 
transponder, according to their application.

KEY BENEFITS: All air systems are 
detectable and transmitting to a required 
specification. Retaining the greatest 
possible freedom for airspace users.

ELECTRONIC OBSTRUCTION 
BEACONS

As part of digital FIS provision, 
ground-based obstruction beacons 
will electronically mark temporary 
obstructions in the airspace.

KEY BENEFITS: Electronic safety net to 
warn about switchable activities such as 
glider winch launching and hang glider 
launching sites. Replaces the need for 
individual electronic conspicuity on air 
systems operating in close proximity.

OUR VISION: 

In our modernised 
lower airspace, aircraft 
and other airspace 
users will choose 
to be electronically 
conspicuous, to safely 
integrate with other 
users and benefit from 
new digital services.

 
FIS

O
11

11
O

1O
   

  O
1O

11
1O

O
1O

O
1O

O
O

O
11

11
O

1O
11

O
1O

11
1O

O
1 

   
   

   
   

   
  1

11
O

1O
11

O
1O

11
1O

O
1O

O
1O

O
O

O
11

11
O

1O
11

O
1O

11
1

O
11

11
O

1O
11

O
1O

11
1O

O
1O

O
   

   
   

   
   

  O
1O

11
O

1O
11

1O
O

1O
O

1O
O

O
O

11
11

O
1O

11
O

1O
11

O
11

11
O

1O
11

O
1O

11
1O

O
   

   
  O

1O
O

O
O

11
11

O
1O

11
O

1O
11

1O
O

1O
O

1O
O

O
O

11
11

O
1O

11
O

1O
11

1O
O

1O
O

1O
O

O
O

11
11

O
1O

11
O

1O
11

1O
O

1O
O

1O
O

O

O
11

11
O

1O
11

O
1O

11
1O

O
1O

O
1O

O
O

O
11

11
O

1O
11

O
1O

11
1O

O

O
11

11
O

1O
11

O
1O

11
1O

O
1O

O
1O

O
O

O
11

11
O

1O
11

O

GABCD
C172
A030

GABCD
C172
A030

MODERNISED  
LOWER 
AIRSPACE  
IN THE UK



canso.org

ImpactIdeaInsight
The rollout has been a continuous process over 
the past three years, and the industry has been 
very receptive and positive to the changes. Today 
the organisation feels relevant, confident and is a 
leader in everything it does for the ATM industry.

Working with the CANSO teams, we developed a 
new brand look and feel around their positioning 
proposition, ‘Shaping Our Future Skies’. We also 
created a new membership website to give them 
a clear voice for the industry and a space where 
members can connect, share and learn.

CANSO is the global voice of the Air Traffic 
Management (ATM) industry. They connect the 
ATM industry to share knowledge, expertise and 
innovation. They needed us to modernise their 
brand and reposition them ahead of the significant 
changes and challenges the industry faced, around 
sustainability, autonomous flight and space.

A new future-ready brand for CANSO

CANSO | Brand Guidelines V1 | June 2021

The template for our Document Covers 
is set up in layers so it is simple to turn 
on, or hide elements to create uniform 
collateral. 

From the simplest cover (above) which 
has the minimum brand elements...

...to the more sophisticated cover where 
we may need to show the Programme, 
a long title, subheading, url as well as a 
photographic image. 

A4 Document covers

CANSO | Brand Guidelines V1 | June 2021

THE VISUAL IDENTITY SYSTEM
Our brand’s visual identity system consists of more than just the logo. It has other important core elements:  
our strapline, the font, Flightpaths, icons, colour palette and brand Imagery. 

Future Block

Brandmark Colour Palette

Typography Flightpaths Imagery

Twilight

R 56 G 236 B 157
#1e1a37

C 100 M 94 Y 0 K 78
Pantone 5255C

Rhodamine

R 225 G 0 B 163
#e100a3

C 5 M 92 Y 0 K 0
Pantone Rhod. RedC

Sunset

R 255 G 117 B 0
#�7500

C 0 M 58 Y 100 K 0
Pantone 2018C

White

R 255 G 2557 B 255
#���

C 0 M 0 Y 0 K 0

Green Zing

R 56 G 236 B 157
#38ec9d

PRINT SPECIAL ONLY
Pantone 7479C

Light Cloud

R 167 G 169 B 180
#a7a9b4

C 33 M 24 Y 20 K 2
Pantone Cool Grey 6 C

Grey storm

R 117 G 121 B 130
#757982

C 50 M 40 Y 34 K 17
Pantone Cool Grey 9 C

Cloud Base

R 117 G 117 B 203
#7575cb

C 61 M 55 Y 0 K 0
Pantone 272CFont

CANSO | Brand Guidelines V1 | June 2021

THE REGION BRANDMARKS 
We have a way of regionalising our brand. It consists of the Primary Brandmark, coupled with the region name in consistent 
typographic style.

CANSO_Regions_NEG_RGN.ai

https://vimeo.com/manage/videos/790013211/e2482a6fd0


ImpactIdeaInsight
Having a single look and feel, which unites all 
the individual businesses under Relx, who are 
about to embark on this change, has allowed us 
to clearly communicate what is going to happen, 
and how this is going to positively impact their 
day-to-day workings.

We wanted this brand to sit alongside the RELX 
brand, as well as the other companies that sit 
within the group. The logo is constructed of five 
parts, representing the five companies’ finance 
systems, coming together in one continuous 
circle. The final icon has the appearance of a 
camera lens aperture symbolising focus on detail.

The aim of the project was to develop an 
aspirational and transformative brand plus visual 
tools to help promote the RELX Finance System 
project across the groups finance teams. Within 
the scope of the project we also looked to 
develop the name and strapline.

Finance, done one way

View in a browser

WHAT IS ONE FINANCE PROJECT ABOUT?

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 veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat.

HEADING 
TO GO IN HERE

DEC XX, 2022

INTRODUCTION TO ONE FINANCE

PROJECT LAUNCH

WHAT HAVE WE DONE

We kicked off completed 
discovery phase where we 
have mapped current 
processes to the standard 
oracle fusion solution and 
identified gaps where 
additional configuration work 
will be required to meet RELX 
needs

PROJECT UPDATE

UPCOMING EVENTS

WHERE WE ARE 
AS A PROJECT

We are now in design phase, 
building a solution, discussing 
requirements and preparing 
for user acceptance tests

WHAT’S NEXT

UATs and training will happen 
across late spring and late 
summer with go live planned 
on XXX for RSG

TIMELINES

To include: what timelines (across 4 years, with RSg first – 
golive mid 2023, then other divisions.) Lorem ipsum dolor sit 
amet, consectetuer adipiscing elit, sed diam nonummy nibh 
euismod tincidunt ut laoreet dolore magna aliquam erat 
volutpat commodo consequat.

WHAT IS ORACLE FUSION

To include: why we need it (standardization, transparency, 
efficiency etc), for whom (all RELX group but in releases), 
lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. 

To include: The One Finance project kicked off with John Anna 
(RELX key project people – workstream leads)> Mention 
cooperation with Oracle and Accenture for implementation. 
Lorem ipsum dolor sit amet, consectetuer adipiscing elit.

John Anna | Job title

KICK OFF WITH JOHN

We know you are curious about new solution. We are planning 
Lunch&Learn session end of February / beginning of March. 
Please look out for invites.

February / March

LUNCH & LEARN SESSION

If you have any questions please let us know/go to Q&A (?)

Copyright © 2022 One Finance, All rights reserved.

Intro 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 veniam, quis nostrud exerci tation ullamcorper suscipit lobortis 

nisl ut aliquip ex ea commodo consequat.

ONE FINANCE BRAND GUIDELINES    |    DECEMBER 2022 / V1 6 02 COLOUR    |    

ORANGE
C0 M28 Y100 K0 
R255 G130 B0 
#FF8200

RED
C17 M98 Y80 K7 
R191 G31 B46 
#BF1F2E

DARK GREY
C69 M82 Y65 K92 
R26 G3 B0 
#1A0300

MID GREY
C0 M0 Y0 75 
R102 G102 B102 
#666666

WHITE
C0 M0 Y0 K0 
R255 G255 B255 
#FFFFFF

GRADIENT
Orange: R255 G130 B0 
Red: R191 G31 B46 
Dark Grey: R26 G3 B0

COLOUR PALETTE

The orange is the main colour of 
the One Finance brand. It’s used in 
the ‘one’ and should be used as a 
main highlight where possible.

The red is used in the gradient 
of the icon above the logo. It 
compliments the orange and can 
be used in graphs to accompany 
the orange.

Instead of black the One Finance 
brand uses a richer, warmer dark 
grey. This is used in the gradient 
and should be used for text and 
backgrounds.

The mid grey is used in the logo 
text and pairs well with the 
other colours. To be used as 
accompanying colour on graphs 
and similar.

White as well as the Dark Grey is 
the main background colours to 
be used to bring out the logo and 
graphics.

Mix of the One Finance Orange, 
Red and Dark Grey with the Red 
being positioned at location 66%. 
Used in the icon on the logo.

ONE FINANCE BRAND GUIDELINES    |    DECEMBER 2022 / V1 10 04 GRAPHICS    |    

GRAPHIC PATTERNS The aperture icon can be used in various crops and positions to 
make abstract graphics that can be used on presentations and 
promotional materials.

https://vimeo.com/manage/videos/790041078/157d34fe9b


Start a great tech career with us

We’re looking for 
brilliant minds.

ImpactIdeaInsight
Out of the 72 different post types using this 
design application, Elsevier received 2,100 
individual engagements across the posts.  
From this there was 2000 likes, 39 comments 
and 122 shares across social media.

We came up with this idea of using stock imagery 
to show different representations and animating 
them by adding in this wrapping vine to highlight 
the individual, pulling the focus to hiring the right 
new candidate. It also creates this sense of 
belonging and coming together.

Elsevier wanted to target different audiences for 
their upcoming roles that they had vacancies 
for. They wanted to make them relevant to these 
audiences by using images that represented 
them in them in the role.

Jobs for the here, now and everyone

Find out more here

Great 
communication skills? 
Let’s talk!

A place where you 
can be your true self

Purposeful work that 
makes a difference

Make your mark 
and build your 
career with us.

A place where
you can be you

Come and see what we’re about

Deliver content and 
help change the world.

A place where
you can be you

https://vimeo.com/manage/videos/790040908/99fdfeb687


We are

78

We are

weareequal.com

weareequal.com

IdeaInsight

Getting the right formula to drive the F= brand

8 / 26      |      F= Brand Guidelines      |      Version 1.0

Brand overview

Our Brand’s visual language is comprised of 

these core elements; Our Marks, our font and our 

colour palette. The following pages will explain 

how each of these elements  are used.
We are

Marks

Fonts

Colours

DIN Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

DIN Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyz 

1234567890

DIN CONDENSED REGULAR

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

F= Red Black White Lime Yellow Grey Gold

17 / 26      |      F= Brand Guidelines      |      Version 1.0

Our Marks: We are

Our ‘We are’ mark can be used as either a sign 

off, or a main headline within any corporate 

comms or advertising. Its use is discretionary, 

and should be limited to once or twice per 

communication. 

There is a landscape and portrait version.  

Never recreate your own. Same colour rules 

apply to the ‘We are’ mark as to The Signature  

- Red, White and Black.

We are

4 / 26      |      F= Brand Guidelines      |      Version 1.0

We are passionate about what we do and expect others working 

with us to also be passionate (about something that fits our 

business) - within our hiring policy, we will ensure all future 

employees are genuinely passionate and buy into the overall 

brand objectives of the business. To date, 100% of those working 

with us (as consultants) are 100% engaged with the vision and 

mission. Future brand partners (and their employees) will also all 

have to be passionate in addressing our shared vision.

We truly believe in an equal and fair approach - Salaries and 

benefits for the same positions will show no bias. All employees 

are the same.

We are open and embrace a two-way relationship with our 

followers and fans - This will be demonstrated via the language 

we use and the things we do. Examples include embracing 

visitors to our HQ (offering NASA style guided tours / a Mercedes 

World experience). Our online platforms will encourage two-way 

conversation, asking our fans for their thoughts and input.

We believe in people - Formula Equal founders have historically 

demonstrated success in mentoring and backing people. By 

remaining approachable, we will build a team made up of people 

wiling and happy to work together.

we are passionate

we are fair

we are believers

we are open

Our values

These top level statements will form the basis 

of our final set of values. We are still working on 

them...We turned off the Mac and took a different 
approach to the mark. Handing a paintbrush and 
a pot of ink to a young Engineering student, we 
asked her to just paint the word 'Equal' - however 
she wanted. From her first instinctive letter forms, 
and perhaps her subliminal interpretation of the 
letter 'E', making an = sign, we honed and built 
the logo you see here.    

F= was created to bring a radical, 50-50  
female/male team of drivers, engineers and crew 
to the almost exclusively male sport of Formula 1.
Our brief: "Create a brand that looks nothing  
like anything you've ever seen in F1. A mark  
that represents equality, excitement and  
passion for change."



Brand and Visual Identity Guidelines 2015 / Applying the brand successfully

ImpactIdeaInsight
Although B2B focused, consumer recognition is 
important to Hawk-Eye. Their name is already well 
known to sports fans worldwide, but their visual 
identity is less so. The new ID fits seamlessly in 
an environment rich with sports brand logos and 
appeared familiar and well received from launch.

We got to know the business inside out, and 
deep-dived into their requirements, wants 
and direction of the brand. The brand mark 
we created is based on the arcs formed by a 
bouncing ball, repurposing the distinctive shape 
of a soaring hawk and its connotations  
of accuracy and focus.

The Sony Group company provides ball-tracking 
technology used to officiate major sporting 
events, such as Wimbledon and the English 
Premier League. Now they work with more  
than 17 different sports around the world.  
We needed to create an exciting brand worthy 
of this dynamic company’s current position and 
growth plans.

Hawk-like focus to rebrand Hawk-eye

The brand in action

Getting it right

1.  Ensure correct brand 
colours.

2.  Keep it simple.

The key to merchandise is to keep it simple 
and stylish. Sophisticated prints on quality 
items, using our corporate colours. 

NOTE. Use the Hawk-Eye orange colour 
where you can control it i.e. in the print on the 
item. DO NOT EXPECT to be able to source 
branded items in our Orange - there is little 
chance without going to expensive lengths. 
However, virtually every product has a 
BLACK option available. And you can almost 
always specify a PANTONE for the print or 
embroidery etc.

Hawk-Eye Brand and Visual Identity Guidelines  |  31

Our brand’s visual identity system consists of 
six main elements: the logo, strapline, colour, 
typography, imagery and the Sony Company 
credit.

Each element – and how to use it –  
is explained in detail throughout these 
guidelines. All the elements work together 
to create a powerful and consistent 
representation of our brand and its values. Aa

Din Regular

PANTONE®

021

Hawk-Eye 
Orange

Core Elements

Hawk-Eye Brand and Visual Identity Guidelines  |  12

Publication title here
And subtitle here 

I N N O VAT I O N S

Publication title here 2015

The brand in action

Wherever possible, or logical, the Hawk-Eye 
logo should be positioned above any other 
text on a communication. It should always 
be the highest element on any page as 
this subliminally reinforces the company’s 
overseeing and authoritative values.

Elements of the Arc background can be used 
creatively to ‘frame’ action imagery, or on 
its own in layered colours and blends. It can 
bring Hawk-Eye personality to everything 
from black and white photography to ‘plain’ 
backgrounds with no imagery.

Publication subtitle

Publication title here 2015

Publication title here 2015

Hawk-Eye Brand and Visual Identity Guidelines  |  30



ImpactIdeaInsight
The prospectuses provide high impact 
statements that embody the school’s brand 
values alongside a dynamic diamond grid 
structure to bring their content to life. We were 
delighted to hear the school loved it so much 
they’re planning to use it across other school 
publications and communications!

We thought we could use the diamond shape from 
the school’s existing logo to create a recognisable 
design for them. Using their refreshed brand 
styling, we pushed their use of photography, font, 
and even their school uniform to create a fluid 
design built around overlays of typography and 
imagery.

Highfield & Brookham School needed to  
redesign their three school prospectuses  
and asked for our help and expertise to match 
their offline branding with the new website we'd 
previously created for them.

Achieving new highs with a school prospectus

Welcome

 Together  we
Keeping your child safe and ensuring they are happy at school 
is our biggest priority. We have no doubt that happy children 
learn best. As the world is ever changing your child needs to 
learn to adapt and change with it. It is not always possible to 
feel happy and it is important that your child understands this. 
It is about enjoying the sense of delight when they are feeling 
happy. And knowing its ok when they are not. 

We will help to equip your child with an emotional toolkit. 
To recognise how they feel. To talk about their emotions. To 
accept that is it ok to feel as they do. To develop wellbeing 
strategies that work for them.

We champion the power of conversation which is why we 
hold a weekly wellbeing walk. Together with our bespoke 
wellbeing curriculum your child will learn how to manage 
the peaks and troughs of emotions. Learning over time how 
to pre-empt times ahead that might be challenging and 
seeking support proactively. Our staff who are trained in 
Mental Health First Aid are experts in developing these skills 
to ensure your child is future proof.

I am proud to say that I have been  
part of and seen a lot of kindness.

care 9

at the heart of  
the school

One
wellbeing 

centre

Year 8 pupil

 Together  wenurture
Every child’s educational path is unique. But one thing they 
all have in common is that childhood is a blessing. It comes 
with a sense of wholesomeness and joyous innocence. From 
climbing trees and making daisy chains to running across a 
field and splashing in muddy puddles, we are here to protect 
that gift. Children here are allowed to be just that – children. 

It is important that whatever it is that makes your child shine 
is sought out, brought to the fore and respected. Only by 
getting to know and understanding each other can we truly 
nurture your child’s journey. We are here to celebrate them.

Their story does not end with us. Highfield and Brookham 
is just the beginning of their exciting future ahead. We have 
close relationship with over 30 senior schools allowing us 
to find one that is the perfect fit for your child. Knowing 
they have flourished with us we want them to go onto 
somewhere where they can continue to spread their wings.

Highfield and Brookham gave us the 
wings to go and soar out into the world. 

For that we are eternally grateful.

18

different destination 
senior schools

30

Old Highfieldian

 Together we grow



THE ELEMENTS
OF VISUAL LANGUAGE 

BRAND GUIDELINES / VISUAL LANGUAGE

BLACK PANTONE®

877
WHITE PANTONE®

645

BLACK
PANTONE®
877 WHITE

PANTONE®
645

THE HPE TYPEFACE IS SWISS 721 (Available from www.myfonts.com) 
Most requirements can be satisfied by SWISS 721 Light and Bold. But Thin or Black cuts can be used 
sparingly. As can italic cuts of all weights also.
 
SWISS 721 Thin 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890
SWISS 721 Bold  

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890

 FILE: Carbon_fibre.tif

An integral part of the Human Performance 
Engineering brand is the ‘carbon fibre’ 
background. It hints at the F1 heritage and 
technically sophisticated materials employed 
throughout the HPE product ranges.

NOTE How it blends out to full colour black. 
TRY to keep the size consistent across pieces of 
print collateral. i.e. at 80% on front AND back of the 
same piece of print.

The Human Performance Engineering corporate 
colour palette is subdued and minimalist. Preferred 
colours are Black, White and Silver with the HPE 
Blue acting as occasional accent colour.

ImpactIdeaInsight
The brand, unchanged, has taken Nick from 
those initial few t-shirts to a global clothing 
company with stores in Hollywood and New York, 
and a celebrity following. Our original idea was 
so strong, it was clearly enough to build a global 
brand from!

Take the spirit and strength of Formula 1 drivers, 
and illustrate the connection between their 
performance and the power within you! The 
distinct mark and brand now graces the growing 
range of HPE clothing as well as physical and 
online stores.

When HPE founder Nick Harris, came to us for 
a new brand identity, he was alreading running a 
different business. At that time, he was training F1 
World Champs. The 'Motorman' logo we created 
for his merchandise prompted such a buzz in the 
paddock that it spawned an international active 
wear brand!

Believe the hpe! Creating a brand new clothing brand.



ImpactIdeaInsight
Since the brand has been applied to all existing 
channels, the IC team have received feedback 
from employees who love the vibrancy and 
consistency. Having ‘EMEA Comms’ as an 
identifier across all their channels has raised the 
profile of the IC team and made sure that their 
audiences can more easily recognise messages 
most relevant to them. 

Using the corporate style, we wanted to create
a standalone brand for all channels coming from 
the EMEA IC team. Our aim was to make sure 
that it felt fresh, strong and instantly recognisable.
The clever use of the angle from the Marriott font
creates a slice graphic that provides flexibility 
by housing various elements whether it’s 
photography or graphics. And the use of the 
secondary colour palette makes the content pop.

From an IC audit conducted by The Surgery, 
we knew that the communications experience 
for employees could feel overwhelming at times 
- it was a struggle to spot EMEA messages in 
amongst messages from many other sources. 
Employees wanted communication to feel more 
streamlined, less corporate and easier to find.

Making EMEA messages stand out

THE DIAGONAL SLASH

The visual language of 

the brand uses a diagonal 

slash taken from the M 

in Marriott. This angle is 

always consistent in the 

shape and is never flipped. 

The diagonal slash can be 

used on its own (a), to start 

and finish a shape (b), as a 

double extended shape that 

can work on either side (c) 

or a single angle on one side 

(d).

a\ c\ d\

b\

4     \   EMEA COMMS BRAND BOOK



AGILE

TRANSPARENT

CARE

www.xxxxxxxxxxxxxxxxxxxxxxx.com

Meet our customers - the people
or entities who pay us for the
products and services we provide.
Find out more about our Gas and Electricity
customers and what we’re doing to improve 
their experience on our app and website: 
nationalgridpurpose.com

Search for Bring Energy to Life on the App Store

Working together
to exceed our
customers’ expectations

VALUE

TRUST

Wokingham-atrium-BANNER-5500x1500mm_10%_AW-Print.pdf   1   04/07/2017   14:59

TRUST

AGILE

TRANSPARENT

CARE

Meet our customers - the 
people or entities who pay 
us for the products and 
services we provide.

Find out more about our Gas and Electricity 
customers and what we’re doing to improve 
their experience on our app and website: 
nationalgridpurpose.com

Search for Bring Energy to Life  
on the App Store

www.xxxxxxxxxxxxxxxxxxxxxxx.com

Mike Carter
Mike is an Interconnector customer.
Transmission Investment are 
building a 1,400 MW connection 
from Britain to France via Alderney; 
hence the name ‘France-Alderney-
Britain (FABLink). 

Konstantina Maniki
Konstantina is an Electricity 
Generator and Supplier, a Gas 
Connection customer and 
Shipper.
E.ON UK supplies electricity to 
over seven million customers and 
has 21 operational wind farms.

Geraint Hancock
Geraint is an Electricity Distribution 
Network Operator.
UK Power Networks distribute 
approximately 27% of the UK’s 
electricity, serving eight million 
homes and businesses in London, 
the South East and East of England.

Paul Hallas
Paul is an Electricity Generator 
and Supplier, a Gas Connection 
customer and Shipper.
Centrica formed in 1997 when 
British Gas separated into 
Centrica BG and Transco.

Simon Lord
Simon is an Electricity Generator 
and Supplier and a Gas 
Connection customer.
Engie is the world’s largest 
independent power producer.

Jillian Violaris
Jillian is a Distribution Network 
Operator which resides in the 
networks side of the  
ScottishPower business.

SP Energy Networks own and 
manage two of Great Britain’s 14 
electricity distribution networks.

Working together
to exceed our
customers’ expectations

VALUE

TRANSPARENT

Pillar_1050x2310_AW-Print.indd   1 03/07/2017   14:30

ImpactIdeaInsight
The internal campaign enlightened National Grid’s 
24,000-plus colleagues about their customers.  
At the same time, the digital app and website 
wildly exceeded all expectations and quickly 
became the basis of a new company-wide 
mobile-first intranet.

We worked with the team to create a 
transformation app and website under an  
internal sub-brand, ‘Bring Energy To Life’,  
which we felt would deliver the engagement  
and end goals required.

National Grid asked us to deliver a transformation 
programme and a customer-connected internal 
communications campaign. Company and 
staff engagement, with a focus on engineering 
invigoration, linked to an understanding of who 
their customers were, was the end goal.

Bringing energy to life

Simon Lord
Simon is an Electricity Generator 
and Supplier and a Gas 
Connection customer.

Engie is the world’s largest 
independent power producer.

Konstantina Maniki
Konstantina is an Electricity 
Generator and Supplier, a Gas 
Connection customer and Shipper.

E.ON UK supplies electricity to over 
seven million customers and has 
21 operational wind farms.      

Mike Carter
Mike is an Interconnector customer.

Transmission Investment are 
building a 1,400 MW connection 
from Britain to France via Alderney; 
hence the name ‘France-Alderney-
Britain (FABLink).

Jillian Violaris
Jillian is a Distribution Network 
Operator which resides in the 
networks side of the ScottishPower 
business.

SP Energy Networks own and 
manage two of Great Britain’s 14 
electricity distribution networks.

Oliver Heyhurst
Oliver is a Directly Connected 
Demand customer.

Network Rail own and manage 
20,000 miles of Great Britain’s rail 
network.

Geraint Hancock
Geraint is an Electricity Distribution 
Network Operator.

UK Power Networks distribute 
approximately 27% of the UK’s 
electricity, serving eight million 
homes and businesses in London, 
the South East and East of
England.

Kath Wall
Kath is an Electricity Generator and 
Supplier, a Gas Connection 
customer and Shipper.

EDF Energy produce 20% of Great 
Britain’s electricity, supplying to 5.5 
million customers.

TRUST

CARE

AGILE

TRANSPARENT

VALUE

Find out more about our Gas
and Electricity customers and 
what we’re doing to improve 
their experience on our app  and website: 
nationalgridpurpose.com

Search for 

Meet our customers -
the people or entities
who pay us for the
products and services
we provide.

Bring Energy to Life  
on the App Store

www.xxxxxxxxxxxxxxxxxxxxxxx.com

Working together
to exceed our
customers’ expectations
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TRUST

AGILE

TRANSPARENT

CARE

Meet our customers - the 
people or entities who pay 
us for the products and 
services we provide.

Find out more about our Gas and Electricity 
customers and what we’re doing to improve 
their experience on our app and website: 
nationalgridpurpose.com

Search for Bring Energy to Life  
on the App Store

www.xxxxxxxxxxxxxxxxxxxxxxx.com

Mike Carter
Mike is an Interconnector customer.
Transmission Investment are 
building a 1,400 MW connection 
from Britain to France via Alderney; 
hence the name ‘France-Alderney-
Britain (FABLink). 

Konstantina Maniki
Konstantina is an Electricity 
Generator and Supplier, a Gas 
Connection customer and 
Shipper.
E.ON UK supplies electricity to 
over seven million customers and 
has 21 operational wind farms.

Geraint Hancock
Geraint is an Electricity Distribution 
Network Operator.
UK Power Networks distribute 
approximately 27% of the UK’s 
electricity, serving eight million 
homes and businesses in London, 
the South East and East of England.

Paul Hallas
Paul is an Electricity Generator 
and Supplier, a Gas Connection 
customer and Shipper.
Centrica formed in 1997 when 
British Gas separated into 
Centrica BG and Transco.

Simon Lord
Simon is an Electricity Generator 
and Supplier and a Gas 
Connection customer.
Engie is the world’s largest 
independent power producer.

Jillian Violaris
Jillian is a Distribution Network 
Operator which resides in the 
networks side of the  
ScottishPower business.

SP Energy Networks own and 
manage two of Great Britain’s 14 
electricity distribution networks.

Working together
to exceed our
customers’ expectations

VALUE

TRANSPARENT
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https://vimeo.com/856702524/c598b6903f?share=copy


ImpactIdeaInsight
By extracting key highlights from the report for 
use on the NATS website, we could ensure 
readers were able to both deep dive into it and 
see headline facts and figures as needed. It’s 
something we know readers appreciate.

We worked with NATS to ensure the report was 
usable as one long document and that pages 
could be pulled out and used in isolation on their 
website. To do that, we identified key elements  
and highlights to bring the pages to life.

NATS trusted us again with their important 
Annual Report document. We always bring  
our design insight and expertise to bear,  
ensuring the document is easy to navigate,  
reads well and looks good.

Lift off... creating NATS' Annual Report
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Audit Committee report (continued)

Debt financing

On behalf of the board, the Committee continued to review NERL’s 
financing structure since the debt refinancing of June 2021. This 
included the decision to extend the terms by one year of both the £450m 
bridging bank facility and the £400m revolving credit facility (see note 18 
to the financial statements) pending the CAA’s decisions on the NR23 
price control and retrospective reconciliation, such that the latter is 
reflected in subsequent decisions enabling funds to be raised efficiently 
in the bank or debt capital markets.

Searidge Technologies Inc

The group purchased a controlling interest (which resulted in whole 
ownership) of Searidge in December 2021. The Committee reviewed 
management’s application of the acquisition method of accounting, 
including: the assessment of the fair value of identifiable assets acquired 
and liabilities assumed; the goodwill on acquisition; and the step 
acquisition and derecognition of the pre-existing interest in associate in 
accordance with accounting standards. The Committee also reviewed 
an independent assessment of the fair value at acquisition of intangible 
assets. The Committee was satisfied that the acquisition resulted in 
goodwill of £7.4m, intangible assets of £3.3m and a gain of £4.4m on 
derecognition of the interest in associate. The Searidge transaction is 
disclosed in note 34.

Other matters

Other matters considered by the Committee included the potential 
implications of climate change and the impact of the conflict in Ukraine.

During the year, the Committee reviewed the half-year financial 
statements for the period to 30 September 2021, issued to shareholders 
under the terms of the SPA.

b. Internal audit

The group’s internal audit department conducts a programme of work 
to review and examine the controls in place to mitigate NATS’ business 
risks, which encompasses internal financial control and risk management. 
In order to access the specialist skills required to perform assessments 
across the wide range of areas in which NATS operates, the internal audit 
function has been operated for some years as a co-source arrangement, 
primarily with PwC but with other providers if required. For the 2021/22 
financial year, internal audit was operated under a fully outsourced model 
provided by PwC. This approach will be subject to ongoing review and is 
being continued for the current financial year.

The results of internal audits and agreed actions are reported as 
appropriate to relevant directors, executives and managers and reported 
on regularly to the Committee. Internal Audit monitors the satisfactory 
completion of actions by management to address their findings and 
reports on this to the Committee to assist its oversight. The Committee 
oversees the performance of internal audit through the receipt of a 
report on its work presented to each Committee meeting and agrees 
the annual work plan in the context of the group’s audit and assurance 
universe. Work is continuing to develop the universe in supporting 
more broadly the assurance needs of the group across its business, 
leveraging the work of Risk Management and Internal Audit to provide 
an integrated approach. Through its process of regular review of Internal 
Audit’s work, the Committee is able to ensure that assurance resource is 
appropriately directed to meet specific needs, for example in response 
to exceptional circumstances. In particular, as regards the impact of the 
Covid pandemic, internal audit has reviewed certain of the measures 
undertaken by the company in response. The Committee also considers 
the ongoing independence of internal audit.

c. External audit

BDO LLP was re-appointed as external auditor on 9 July 2021. The 
Committee reviewed the performance and the continuing independence 
of BDO periodically during the year and at its June 2022 meeting and 
recommended to the Board that BDO be re-appointed. Accordingly, a 
resolution recommending their re-appointment will be considered by 
shareholders.

Reports from Board Committees
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A fair, fresh approach, for all.
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IdeaInsight

A fresh approach for Southern Co-op

COLOUR PALETTE - RATIONALE 

Colour adds personality and 
promotes brand recognition.

Southern Co-op’s colour palette 
is a combination of contemporary, 
sophisticated hues and fresh, bright 
accent colours, some of which have 
been part of our palette for a while 
now.

Solent Blue, as it’s known, is the 
primary corporate brand colour 
and underpins the visual language, 
forming a stable background for 
the exciting accent colours. It also 
creates the bridge between the 
familiar Legacy Green and Co-op 
Group Blue .

LEGACY GREEN SOLENT BLUE CO-OP
GROUP BLUE

PANTONE®
376 C

PANTONE®
2995 C

PANTONE®
315 C
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CORPORATE - EMPLOYER BRAND PALETTE 

This colour group has been 
compiled for use in employee 
materials to compliment the 
primary So Lime colour .

All the colours except So Aqua 
and So Rose are from the overall 
palette. These two colours are 
created especially for the Employee 
brand.
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SECONDARY PALETTE LOCAL FLAVOURS (*UNIQUE TO THIS SET) ELS  (*UNIQUE TO THIS SET) EMPLOYEE  (*UNIQUE TO THIS SET)

CO-OP
GROUP
BLUE

C 83
M 1
Y 0
K 0

R0  G169  B224

#00a9e0

Pantone™
2995 C

Employee Brand (*unique to this set)

HR BRAND L&D RECRUITMENT REWARD & 
PERFORMANCE

TRANSITIONING
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To rebrand in a way that would be understood 
and accepted by their shareholders, suppliers, 
and many members. We developed a new 
brand to work across external and internal 
applications. From induction videos and customer 
programmes, to store fascias and employee 
comms, as well as the design of their just-
launched ‘store of the future’ at Abbotswood.

The Southern Co-op is a large regional chain of 
supermarkets, funeral homes and burial grounds. 
Traditionally, they licensed their brand from the 
familiar Co-op Group. They'd decided to break 
free of group brand and develop their own 
identity when they contacted us. 



Our clients



Best 
Medium Agency

2023

Our awards

E.ON 
Heartbeat CRM Video

2018

Best New Event

CANSO  
Airspace World

2023

Award of Excellence

GBG All Employee 
Virtual Kick Off

2023

HS1 
‘What Good Looks Like’ App  

2019

Southern Co-op  
Annual Report 

2018

IC Consultancy 
of the Year

2022

CAA Dronesafe Brand,  
Website & Drone Code 

2018

CAA 
The Skyway Code

2018

easyJet  
Employee Pension Campaign

2018

Best Interactive Content

Cadent Gas' 
Challenge Campaign 

2021

The Surgery IC Director Carly Murray

Internal Communicator  
of the Year Finalist 

2024

Nestlé’s Ignite  
Leadership Programme

2019

National Grid Bring Energy 
To Life App & Web Platform

2018

Best Use of Storytelling

Cadent Gas' 
Challenge Campaign 

2021

Consultancy 
of the Year

2019

NATS Your Space Employee 
Engagement Programme

2017

easyJet 
Employee Pension Campaign 

2019

2023
IoICAwards 2023

IoICAwards

2017
IoICAwards2018

IoICAwards2018
IoICAwards



Bringing our friends, colleagues and clients 
together to talk all things IC. Our Barn to 
Boardroom (B2B) networking event was 
established way back in 2015 and is a chance 
for IC and engagement professionals to 
come together and share their challenges, 
experiences, ideas and frustrations.

We’re very lucky to work in a beautiful bit of 
the West Sussex countryside. Our location (in 
an old converted barn) gives everyone the time 
and space, and the freedom they need to think 
creatively.
 
At B2B we unearth new thought-provoking 
and down-to-earth real life stories from our 
speakers (the sort you won’t typically find 
on the speaker-circuit). We get five-star rave 
reviews every year, so don’t be shy, just ask for 
an invite.

It's so easy to neglect your own personal 
development, but events like this, with like-minded 
IC professionals are a great opportunity to learn, 
grow and focus on the things that really matter.
Claire Widd    Head of EMEA Internal Communications



EMPLOYER
BRANDS
THE PODCAST
WITH SPECIAL GUESTS FROM

Carly Simon (sorry Carly AND Simon), our 
IC Director and Employer Brand expert love 
to chat all things employer branding on their 
regular popular podcast. With insight and 
top tips from industry experts (alongside their 
interesting stories and embarrassing cock ups!) 
the KA podcast can help you build your own 
kick-arse employer brand. (Insert obligatory 
use of emoji here).

https://www.buzzsprout.com/1810379


Get in touch

Contact us Find us Follow us
t. 01428 707524
e. info@ineedsurgery.com
ineedsurgery.com

Surgery Design and Digital Ltd
Granary Barn, Orchard Park Farm, Lurgashall
Petworth, West Sussex, GU28 9EU

We can engage your people in an empathetic, exciting and different way.
We will work closely with you to develop ideas and smash your objectives.
We can’t wait to start working with you.

mailto:info%40needsurgery.com?subject=
http://ineedsurgery.com
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.linkedin.com/company/the-surgery-design-digital-ic/mycompany/
https://www.facebook.com/surgerysocial
https://www.instagram.com/surgerysocial/
https://vimeo.com/surgerydigital

	Video Button 3: 
	Video Button 6: 
	Video Button 42: 
	Video Button 18: 
	Video Button 30: 
	Video Button 29: 
	Video Button 33: 
	Button 7: 
	LinkedIn 1: 
	Twitter 1: 
	Insta 1: 
	Vimeo 1: 


