
and how to maintain the brand’s identity

a guide to…
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futura oblique
futura koyu

The Logo
It has been designed 
to recreate the 
coming together of 
communities to form 
a unity of convinent 
variety and life. It 
should only ever been 
seen as it is to the 
right. Never skewed, 
rotated, distorted, 
warped, inverted 
or have it’s colours 
changed. Before you 
place it directly over 
an image, you should 
ensure the image 
complients the logo. 
If it does not you must 
NOT fill in the empty 
space. If less printed 
less  than 10mm 
you should use the 
“smaller use” logo.

The Typography
Futura is the natural 
choice when it comes 
to any brand looking 
to build a timeless 
image. In it’s very 
design, it is timeless 
and this makes it 
the perfect font to 
instill strength and 
confidence within
the brand.
There is a very distinct 
characteristic to 
the logo, it’s free 
flowing and almost 
artistic shape. This 

The Colours
We have selected 
colours similar to that 
of the rainbow. The 
palette is bright, warm 
and powerful. Bright 
to imply positivity 
and powerful to 
reenforce a stability. 
The logo uses colours 
that overlap but you 
should NEVER use 
these colours in any 
designs. They are not 
significant enough. 
In any one design:
• The main colour 
should be either Blue 
or Green.
• Accent colours can 
only be red, purple
or orange.
• Yellow can only be 
used in minimal and 
rationed amounts, 
to compliment and 
support the accents.

All wording, titles and 
body text, should be 
in black. The logo 
should never been 
seen in anything but 
black. Do not invert 
the logo any reason.

Tagline
The tagline is a direct 
partner to the title and 
logo. It should always 
be perfectly lined up 
to the start and end of 
the title. This creates 
an indisputable

relationship. See 
below for a visual 
example of how it 
should be seen.

The Position
The logo should, 
where ever possible, 
be located to the 
right of a page. This 
emulates progression. 
It turns the page into 
a timeline and, with

is something that 
should definitely carry 
through to the type 
that accompanies it. 
For titles and headers, 
NEVER use capital 
letters. These are to 
directly accompany 
the logo and, 
therefore, the brand’s 
message. Capital 
letters are allowed for 
body text,  legibility is 
more important in
this situation.
All titles and headers 
should have their 
ascenders clipped 
back to the 
cap height. This is 
to help maintain a 
sense of obscurity, 
abstractness and 
helps to join all 
headers and titles
to the logo.

it’s placement being 
toward the right, 
you are seeing the 
brands position in the 
present and towards 
the future. This is of 
upmost importance to 
the brand’s message.
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Ashford is a town that, for centuries, 
has been the social hub that unites all 
it’s surrounding towns and villages. It 
was the single convenient location in 
which farmers would come to markets 
and today not a lot has changed. The 
Ashford re-brand serves to express these 
ideas and more. Everything about the 
re-brand should express the simple 
concept “Ashford Contains…”. This 
is a phrase that demonstrates variety, 
community and life, all within the reach 
of Ashford. This booklet will help you to 
better understand this idea better and to 
utilise the brand’s potential.

“Smaller Uses” Logo


