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€ EXTERNAL MESSAGES

Brand framework

- How we are experienced

€ INTERNAL VALUES VISUAL PRINCIPLES

- What we value - What we look like
- How we act - How we express ourselves



AVOVE

Logotype

Our logo is our most valuable visual asset. It has
been designed to communicate positivity, progress
and professionalism, to stand out in the sector
and to embody ‘moving life forward'.
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Primary
logotype

This is our main logo. We use it
where people know what we do
and where space is limited.

Logotype

AVOVE
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Logotype
+ strapline

The V' shapes in the logo point
down to a descriptor (for people
who don't know what we do)
and to our brand strapline.

Logotype

AVOVE

MOVING LIFE FORWARD

AVOVE

UTILITIES
MOVING LIFE FORWARD
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Logotype
application

Our logo can be positioned
horizontally and vertically for
different formats.

PLEASE NOTE:

Nothing should encroach the
safe area around the logo.

Logotype

PRIMARY - HORIZONTAL

- ANVOVE

LOGO SAFE AREA

SECONDARY - VERTICAL

AVOVE

This playful application accentuates the V' shapes
and places them in a forward motion’ position.

SAFE ZONE

SAFE ZONE

@
@

@/@)®

SAFE ZONE

SAFE ZONE
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Logotype
Sizing

Clarity and accessibility are key.

Logotype

AVOVE AVOVE

Minimum size :

Print - 15mm
Digital - 100 pixels

UTILITIES
MOVING LIFE FORWARD

Minimum size :

Print - 20mm
Digital - 160 pixels



AVOVE

Colour

Our colour palette represents the
elements on which utilities rely.

10
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Prl m ary AVOVE Water AVOVE Earth AVOVE Air
CO | our 9%;721 /19 9/C2'\£/|3/Y3K1 /0 1 g/l\gﬁ/o
palette

Web Web Web
#333366 #dbbfab #ebf2f5

PLEASE NOTE:

Only use tints of the four
primary colours when
creating infographics.

/0% tint /0% tint
40% tint 40% tint 40% tint 40% tint

10% tint 10% tint 10% tint 10% tint

10% Black 25% Black 50% Black 100% Black
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Colour

combinations AVOVE AN/OVE AVOVE

AVOVE AVOVE

PLEASE NOTE:

Avoid the example combinations below
when using colour.




Typography

We use two fonts that both
modem and human.

AVOVE
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HEADER FONT

Fonts woner - AaBbCcDdEeFfGgHhliJjKKLI
1234567890!@£%&+7

SUB HEADER FONT

Bellota Text is our main font EFEALLﬁgTATEXT AGBbCClDdlEeFngHhIIJJKI‘(LI

and we use Open Sans

for body copy. 1234567890!@£ % &+7

wevsns  AaBDCcDdEeFGgHNIijjKKL
1234567890 @£ %&+7
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Fonts g e ~Utilities that

usage move life forward

BELLOTA TEXT

TALIC Working together we can
improve life for everyone.

An example of our two fonts
working together.

Our full breadth community of design, build and maintenance experts

82‘?{'\%5'6\'\‘5 take a joined up approach to the differing needs of the utility lifecycle.
Understanding the business ambitions of our clients and the personal
needs of their customers. Bringing through the lessons learned from
years of experience. And adding value in every interaction.

Utilities that
move life forward




AVOVE

Imagery

Photography is a key part of our
visual identity, showing the
different ways that we move

life forward.

16



Brand Guidelines 2021

The four
pillars

Our photography focuses on four
areas, which can be combined
(for example positive impact +
fresh thinking).

PLEASE NOTE:

Imagery selected to show style and design intent
rather than specific people or content.

EXPERT

Imagery

17
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Expertise

Images should be...

- Authentic

- Engaged

- Focused on the job
- Modern

- Forward looking

- Unique viewpoints

Not this...

Unnatural
Cliche
Contrived

Imagery

18
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Relationships =

+*

Images should be...

- Collaborative

- Adaptable

- Authentic

- Supportive culture
- Forward focus

- Unique viewpoints

Not this...

Unnatural
Cliche
Contrived
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Fresh
thinking

Images should be...

- New thinking

- New viewpoints

- Forward looking

- Focused

- Progressive

- Advanced

- Tiny details to
bigger picture

Not this...

Unnatural
Cliche
Contrived

Imagery

20
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Positive
Impact

Images should be...

- Unique viewpoints

- Authentic

- Bigger picture

- Focus on elements
and materials

- Modern

- Long-term vision

Not this...

Unnatural
Cliche
Contrived

Imagery

21
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Imagery
- all pillars

PLEASE NOTE:

Imagery selected to show style and design intent
rather than specific people or content.




Graphic elements

Our logo inspires a number of
distinctive design elements.

AVOVE
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The angle e tht

move life

S | i C e forward

Our 65° angle provides a dynamic
way to separate images and text.

£ 65°

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore

magna aliqua
Excepteur sint occaecat cupidatat non

proident, sunt in culpa qui officia
deserunt mollit anim id est laborum

AVOVE

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut
labore et dolore magna aliqua

Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris
nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor

in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat
cupidatat non proident, sunt in
culpa qui officia deserunt mollit

anim id est laborum.

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore

magna aliqua

Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia
deserunt molit anim id est laborum

Sed ut perspiciatis unde omnis
iste natus error sit voluptatem
accusantium doloremque laudan-
tium, totam rem aperiam, eaque
ipsa quae ab illo inventore veritatis
et quasi architecto beatae vitae
dicta sunt explicabo.

Nemo enim ipsam voluptatem quia
voluptas sit aspernatur aut odit aut
fugit, sed quia consequuntur magni
dolores eos qui ratione voluptatem

sequi nesciunt
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V-crop and
V-overlay

These two techniques enable us
to put our own unique stamp
on photography.

Rules

V-CROP

Combining the V and a cropped
image.

V-OVERLAY

—>>>| E

Placing an arrow at 65%
opacity on top of an image

25
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The AVOVE
arrow

Here are a few ways to use the
Avove arrow. We're sure there's
many more.

Rules 26

DIRECTIONAL CONNECTING LINES/POINTS

BULLET POINTS PUNCTUATING TYPOGRAPHY

Sub_ hpeader ) S‘lJJb header o U ti | i ti e S t h a t
move life
forward

Sub header Sub header




AVOVE

Applications

We've applied our brand
guidelines to some of the
most common formats.

27
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Social
profiles

For using across social platforms.

IMAGE

TEXT

Delieverables 28

LINKEDIN
FACEBOOK
E FORWARD 'MOVE LIFE FORWARD
TWITTER
OVE LIFE FORWARD LIFE FORWARD
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V-OVERLAY

Social -

; S
UTILITIES ae T'¥ .
MC%E LIFE FORWARD
g

banners
\

Combining imagery, graphic V-CROP
elements and our strapline.

UTILITIES THAT
MOVE LIFE FORWARD

PROGRESSIVE
ARROWS

UTILITIES THAT

MOVE LIFE FORWARD
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Social posts

The rule here is to be simple,
eye-catching and well-branded.

Deliverables 30

IMAGE

V-watermark

COPY

Utilities that Utilities that J Utilities that

move life move life move life
forward

forward ., forward

Progressive arrow Progressive arrow and image Angle slice
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Presentation
16:9

A range of slide designs
to bring presentations
to life.

FRONT COVERS
& CONTENTS

SECTION HEADERS
& CONTENT PAGES

Deliverables

Lorem ipsum
dolor sit amet

Section header

AVOVE

Section header

> Lorem

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua.

Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore
eu fugiat nulla pariatur.

\e)=

ipsum dolor

31

Contents

00 00 00

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit, sed
do eiusmod tempor
incididunt ut labore
et dolore.

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit.
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Website
elements

BUTTONS NORMAL STATE HOVER STATE

CALL TO ACTION CALL TO ACTION

CALL TO ACTION CALL TO ACTION

Using the angle slice and
progressive arrow to shape
our website elemenst,

IMAGE —
CAROUSEL Lorem ipsum \ — J Lorem ipsum
dolor sit amet N — , dolor sit amet
== 2 Here we domonstrate how we
apply the brand to a social post
through colour and use of
the progressive arow.
LINKS NORMAL STATE HOVER STATE

CALL TO ACTION > CALL TO ACTION >
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Printed

Using the angle slice and V-crop
to brand sales collateral.

Deliverables

33
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OUTRO

Animation . g wol
moves T

Arrovv beg/ns to move across screen leaving a tra// As Arrow leaves the screen it reveals the logotype

The progressive arrows can be used INTRO
to give a real feeling of ‘moving life .
forward’ to digital media - from MOVIHg

web and social to video content. | Llfe

Forward Forward

Multiple rows of progressive arrows move across.. To reveal the headline of the film. Arrows fade away.

v T

Animation is made of two movements. Firstly a logo moves vertically up, and V becomes a moving arrow. Lastly
a logo moves across horizantally into the midde, while the V's drops down as progreessive arrows to form logo.

ANIMATED
LOGO




A/O

E

Contact

If you would like more guidance
on how to use our visual identity,
as well as image and design
approval, please contact the
Communications Team.



