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Thelidentity isnotjustalogo. Itis

a design scheme composed of a
number of core elements that come
together to create a distinctive look
and feel that makes the Live Here, Love
Here brand instantly recognisable. The
following pages guide you through the
core elements. They willassist you in
designing and producing compelling
communications with a high degree

of creative flexibility.
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Introduction

Live H

About

abou

ere Love Here s
' creating pride.

' loving where

you live. About caring

for your surroundings,
feeling responsible for
the landscape around
you and creating a better
environment for our
communities.

LIVEHERE, LOVEHERE
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Principal Logo

The Live Here, Love Here logo is
simple and bold, utilising a symbol and
representing the main brand message
love where you live.

The typography is bold and friendly engaging our audience. Using the
Stag typeface with a few subtle tweaks, the result is unique to Tidy NI.

The stacked logo, positioned white, is the prefered method of use, but
there are a number of approved logo variants that are highlighted

in these guidelines. It isimportant to allow the logo to be flexible for
the range of applications that will be required. This combination can
be used for commercial, internal and powerpoint communications.
Whilst the logo is shown with a duo tone, in certain circumstances it will
be required to be a single colour, such as when reversed out on black
and when printed smaller on press. When space is tight, the printing and
manufacturing processes cause excessive cost or technical difficulties
and the split colours gets in the way of clarity of information, the logo
and/or copy take precedent.






Logo clearance
area and logo
sizing

Live Here,
Love Herelogo is
simple and bold.

Utilising a symbol represents the
main brand message love where
you live. The ‘heart’ should act

as a guide to measure the exclusion
zone around the logo, half the height
of the ‘heart’is the distance of clear
space that should remain around
thelogo at alltimes.

To demonstrate this we have shown
thelogos sized at the maximum
size recommended for placement
onan A4 layout, for example,
aletterhead or brochure cover.




Smaller Logo Versions

1. Minimum Size

To ensure legibility at minimum size we recommend that the logo
appearsin print no smaller than 30mm wide. This allows optimum
visibility for the logo at small but user friendly and managable size.

2. Extra-Minimum Size

There may be instances when there is a need to use the logo smaller
than its minimum size. This 25mm wide version would only be used
where optimum visibility is less of anissue.

3. Sponsorship/Partnership

For events, projects and initiatives Live Here, Love Here logo can be
reduced further with the horizontal version. In addition to the minimum
size logo guidelines, consideration should be given to the priority of the
logo. If Live Here Love Here is to be given equal priority in joint branding
or co-sponsorship, then the logo should be sized as shown, with it's
height equal to the height of the logos it is placed beside.

Al
Logo width: 1220mm
Margins: 30mm

A2
Logo width: 80mm
Margins: 20mm

A3
Logo width: 55mm
Margins: 15mm

A4
Logo width: 40mm
Margins: 10mm

A5/DL
Logo width: 40mm
Margins: 10mm



Approved Variants
Duo Colours Scheme

LIVE
HERE
LOVE

HERE C:56 Y:0 M:100 K:0 C:80 Y:35 M:80 K:30
Pantone 376C Pantone 7734C

LIVE
HERE
LOVE

HERE C:69 Y:0 M:14 K:0 C:92Y:55 M:29 K:13
Pantone 311C Pantone 634C

LIVE
HERE
LOVE

HERE C:0 Y:94 M:17 K:0 C:38 Y:100 M:27 K:27
Pantone 213C Pantone 235C

LIVE
HERE
LOVE

HERE C:58 Y:47 M:42 K:31 C:65Y:61 M:62K:74
Pantone Cool Gray 10C Pantone Black C




Incorrect
Usage

We would really like you

to use our brand, however
there are really some things
we prefer you not to do.
Below we have some really
bad examples which you
should definately stay away
from...Ifin doubt, just leave
ithow tis, we spent time
getting it just right!




Town names

As part of the brand, a sub
brand exists. The brand
motivates individual towns
and communities, it does this
by iIncorporating their names
within the logo itself.

The last letter of the town name is used to measure
the clearance space from the logo type. It should sit
to the left hand side. The heart symbol below should
be used, reduced in size and should sit centred to the
towntype.

Utilising a symbol represents the main brand message
love where you live. Use the ‘heart’ from within the
logo symbol as a guide to measure the exclusion
zone around the logo. Half the height of the ‘heart’is
the distance of clear space that should remain around
thelogo at alltimes.




Secondary
type feature.

A secondary type feature has been
developed to be used on advertising
and other promotional materials.

It should be used for titles within advertising and online. The use of
this feature will give the information substance and impact. When
used the copy should be well thought out and should be no longer
than five lines in length

1. When used on Solid Colours
The type within this feature should be cut from the solid shape
revealing the colour.

2. When used onIlmages
The type should be kept in colour preferably white, however when this is
not possible a brand colour can be used.

3. Only use Brand Split Colours
Within the brand, our colours have complimentry colours, these canbe
found onP14. These are the colours tobe used for secondary type feature.

reland

orthemrm

When used, back up
information can be
placed withinthe logo
Information could include
the website and and other
relevant information. When
including website, place
beneath all text.

liveherelovehere.com
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Typography
Introduction

Stag 180pt

Stag .
Our brandis made up
Stag 8ot of two great typefaces.

Stag Is used for information

Stag that we think deserves a little
72pt

extraompf! [t is at the heart
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of the identity and is the
Stag o0p! foundation for all branding.
Sl:ag o 30|Id, furj, Qistinqtive ahd
egible, itis avallable in a
Stag - variety of weights to express
Stag o both conversational and
Stag 16pt factual qualities.

Stag 12pt

LIVEHERE, LOVEHERE LIVEHERE, LOVEHERE
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Within the brand only Stag
black is used. It is used to
give Impact and capivate

our audience. For body
copy and other text you
can use your secondary
font Haas Grot.

LIVEHERE, LOVEHERE LIVEHERE, LOVEHERE



Haas Grot Disp (35pt XThin)

ABCDEFGHIUKLMNOPQRSTUVWXY/Z
abcdefghikimnoparstuvwxyz
12345678901@#3%"&*()
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghikimnopagrstuvwxyz
1234567890!@#$%"&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghiklmnoparstuvwxyz
1234567890!@#%$%"&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcaefghikimnopqgrstuvwxyz
1234567890!@#%$%"&*()

Haas Grot Disp (35pt Bold)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890!@#$%"&*()

Typography

Stag works great when
you need to get your point
across but not so great for
the little things. For this you
have Haas Grot at your
disposal. Use this for body
copy and quotes like this.
When online Font weight
100 Helvitica Neue isa
great substitute.




Tone of voice

We like to be conversational,

part of the community.
Live Here Love Here Is
about engaging local
communities into helping
make a change, The
language should be
supportive, thankful and
encouraging. It should not
be negative or enforcing.

In 2012 councll officials
removed 2 tonnes of litter
dumped at the side of the
road, so please help us keep
it tiay

| ast year 2000 local people
pledged to keep thelir roads
tter freel




Imagery

When using landscape
photography the Images

should be dramatic and
INSpIring reminding us how
beautiful our wee country
S, INSPIriNg us to keep It tidy.
Promotional shots should
pe casual fly on the wall

of activity.




Jim

Jim as been developed as
part of the brand to engage
the younger audience and
to create a community
following. ‘Stick it inthe

bin Jim'. He Is a cheeky
trend setter and should

be clothed in fashionable
clothes for a male of
around 25 years old.
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For further
information.

For further information on the
Live Here, Love Here brand
please contact us.

Email: info@liveherelovehere.org
Phone 02890736925

Post Bridge House
2 Paulett Avenue
Belfast, Co. Antrim
BT27 1HB

Web liveherelovehere.org




