
Brand guidelines



Welcome
Please use these guidelines to build our brand 
in an engaging and stimulating way, ensuring 
consistency in the messages we communicate  
to the world.  
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Our brand is important to us and we put a great  
deal of emphasis on how it is used and applied. 

These guidelines have been put together to help  
those using the brand to understand and deliver  
it in a professional and effective way.

INTRODUCTION

Our guidelines



04

Contents
05   Brand proposition
06  Brand story - introduction
07   Brand story - summed up

19   Introduction
20 Website
21 Posters
22 Sign
23  Bag
24  Perfume bottle
25  Leaflet

16 Typographic style

17 Imagery

10  Master logo
11 Colour variations
12 Clear space
13 Recommended sizes
14   What not to do

08  Tone of voice
09 Example language

15 Core palette

18 The monogram

01 OUR BRAND

05 TYPOGRAPHY

03 LOGO

02 OUR BRAND LANGUAGE

PART 1 - KEY BRAND ELEMENTS PART 2 - BRAND APPLICATIONS

06 PHOTOGRAPHY

04 COLOUR PALETTE

07 BRAND PROPERTY



05

01 Our brand

Grounded in spa town heritage 
Work-life balance 
Work to live, not live to work 
Health, happiness and neighbourliness 
Hygieia as the Goddess of Health

Our brand is driven by a clear proposition:

Lack of congestion, painless commutes
Safe, family-friendly 
Outdoor life, access to countryside 
Walking, running, cycling 
Adventure activities

BRAND PROPOSITION

PART 1 - KEY BRAND ELEMENTS

Llandrindod Wellness
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INTRODUCING OUR BRAND STORY:
Places all over the world are competing with each other, each trying to 
boost its visitor numbers and economic prosperity. The role of a compelling 
place brand is increasingly recognised as an important ingredient of 
success. Every place is unique. Every place is different. The place brand we 
have developed for Llandrindod Wells celebrates what’s special about our 
town. It’s been designed to highlight our strengths as a place. More than 
just help ensure consistent and compelling communications, it is designed 
to influence behaviour, drive development strategies and inspire tangible 
initiatives, such as events.

Our place brand idea is ‘Llandrindod Wellness’. It’s grounded in our spa town 
heritage and recognises that natural health and wellness are increasingly 
important in today’s world. And, after all, our traditional town crest 
features Hygieia, the Goddess of Health. 

‘Llandrindod Wellness’ also reflects the quality of life that you can enjoy 
here. No congestion or pollution issues for us. We live well. We think we’ve 
got work-life balance about right. There’s a real sense of community and 
neighbourliness too. It’s safe and family-friendly, the perfect place to bring 
up a family. 

And all this means that Llandrindod Wells is a great place to visit for a 
healthy break. Whether it’s for a relaxing weekend to recuperate or for  
a more active holiday, walking or cycling in beautiful countryside.

01 Our brand
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01 Our brand
OUR BRAND STORY SUMMED UP:
Llandrindod sprung up because of the quality of our waters and the purity of our air.

A healthy break from the grime and smog of Britain’s Victorian cities.

Wellness is part of our DNA.

And natural health and wellbeing are more important than ever today.

In a 24/7, ‘always-on’ world, people need a tonic. 

And we believe a natural cure is a better alternative.

Welcome to Britain’s Natural Health Centre.

Here there is a view from every corner. Beautiful countryside and rolling hills.

Feeling better already?

And Llandrindod is a safe place, with all the space you need to bring up a family.

We weren’t surprised to be named the happiest place in Wales in a recent survey.

It’s all part of what we call Llandrindod Wellness.
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02  Our brand 
language

TONE OF VOICE
Our brand tone of voice has been written to reflect our healthy attitude  
and way of life. It’s very positive and upbeat, like us.

It will play as important a role as the visual identity and be instrumental  
in defining the Llandrindod Wells brand.

When writing copy, be concise. Use short, sharp sentences. Avoid jargon. 
Remember less is often more. Take a conversational approach. 

‘We’ - the spokespeople of Llandrindod Wells - talk directly to ‘you’ -  
the recipient of the message. 

Try and capture the feeling of what it’s like to be in Llandrindod Wells.  
Give the reader a sense of fun and vitality. Don’t be overly serious. 

Present the compelling truths and facts about Llandrindod Wells.  
We are confident about what our place has to offer. Make sure this  
shines through in our messaging and communications.
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02  Our brand 
language

EXAMPLE LANGUAGE

One of our
Local health

Centres

Life / Work 
Balanced

We live well

Wellness  
is part of our  

DNA
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Our logo is important. It represents the essence of Llandrindod Wells and 
is one of the most visible elements of our identity. It’s our signature across 
all communications. It is unique, bold and distinctive and unites us in 
everything we do.

MASTER LOGO

03 Our logo
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It is important that our logo is applied consistently wherever it appears. 
The logo may be used in its stone grey colour on light or white backgrounds 
or white out of dark backgrounds.

COLOUR VARIATIONS

03 Our logo
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To protect the clarity and visual integrity of our logo, it has an exclusion 
zone which is the width of one element of the logo mark as shown.
In addition, it must always appear legible on its background.

CLEAR SPACE

03 Our logo
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The size of our logo is determined by the proportions of its setting.
The logo sizes shown apply as minimums for standard “A” paper  
sizes along with an absolute minimum for all uses.

RECOMMENDED SIZES

A3 page A4 page A5 page Minimum size

70-100mm
40-50mm 30-40mm 25mm

03 Our logo
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Our logo should always be used in a consistent fashion, so please do not 
alter our logo in any way as this will undermine our brand and its integrity. 
Here we have shown examples of what not to do with our logo.

WHAT NOT TO DO

03 Our logo



R: 0 | G: 0 | B: 0
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The primary colours in our palette reflect the natural 
elements of Llandrindod Wells. They are moss green 
and stone grey.

Both these colours work perfectly together. Other 
complementary colours can be introduced as long as 
they are within the range of earthy natural colours.  

CORE PALETTE

04 Colour
Our secondary colours are black and white and are 
mainly used for body copy. 

Please don’t introduce colours into the system which 
conflict with the range of colours we have chosen,  
as this will dilute the impact of our brand.

MOSS

BLACK

COOL GREY PEPPERMINT

BLUSH DANDELION

BARLEY SEPIA

CORNFLOWER PLUM

STONE

WHITE

C: 57 | M: 32 | Y: 98 | K: 18

C: 100  |  M: 100  |  Y: 100  |  K: 100

C: 0  |  M: 0  |  Y: 0  |  K: 30 C: 42  |  M: 1  |  Y: 57  |  K: 0

C: 0  |  M: 19  |  Y: 18  |  K: 28 C: 16  |  M: 23  |  Y: 67  |  K: 28

C: 0  |  M: 0  |  Y: 50  |  K: 38 C: 13  |  M: 30  |  Y: 45  |  K: 42

C: 42  |  M: 2  |  Y: 19  |  K: 0 C: 33  |  M: 54  |  Y: 0  |  K: 54

C: 55 | M: 43 | Y: 37 | K: 22

C: 0  |  M: 0  |  Y: 0  |  K: 0

R: 116 | G: 128 | B: 42R: 115 | G: 118 | B: 125

R: 198 | G: 175 | B: 165 R: 223 | G: 192 | B: 105
PANTONE 5035 U PANTONE 460 U

R: 198 | G: 198 | B: 198 R: 164 | G: 204 | B: 139
PANTONE 538 U PANTONE 358 U

R: 182 | G: 175 | B: 113 R: 153 | G: 128 | B: 102
PANTONE 5807 U PANTONE 7528 U

R: 157 | G: 210 | B: 213 R: 107 | G: 80 | B: 110
PANTONE 629 U PANTONE 2665 U

PANTONE 377 UPANTONE 7545 U

PANTONE BLACK--
R: 0 | G: 0 | B: 0
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A big part of our identity is defined by our strong, 
expressive typographic style. It creates a distinctive 
look and feel for all our communications. 

‘Have Heart One’ is the design font we use to make 
bold statements. You should use this for headlines 
on marketing communication materials. The 
secondary font family is ‘Brown’. It’s pure and simple 
and contrasts well with the expressive nature of 
‘Have Heart One’. ‘Brown Regular’ should be mainly 
used for sub-headings and its sister font ‘Brown 
Light’ used as body copy in general marketing 
communication materials.

05  Typography
Headline

Have Heart One
Sub-heading 

Brown Regular
Body 

Brown Light

USING TYPOGRAPHY



Imagery is one of the most recognisable elements of  
a brand, so it’s important that it’s chosen carefully. 

The imagery seen here has been selected because it 
represents Llandrindod Wells. It should always give the 
feeling of wellbeing. It should reflect the natural beauty 
of the place. Feature people who look healthy, active 
and content whenever possible, but in a natural, not 
contrived or posed way.   

IMAGERY

06 Photography

17
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07 Brand property
THE MONOGRAM
We use our brand property to give the brand an additional asset.  
This creates stand-out, but more importantly helps consumers easily 
recognise the brand. Here we are using the brand logo mark to create  
a distinct monogram. The monogram can be used to create texture and 
patterns. This can be seen on Page 23, where it has been applied to a bag.  
As a general rule, consider using the monogram in a repetitive fashion 
when the other brand elements, i.e. headline typography or imagery,  
are either not present or only in part present.



Brand applications
PART 2 - BRAND APPLICATIONS

We have developed a range of example brand 
applications in concept form (i.e. not final designs)  
to give some initial guidance on how the brand can  
be applied.
 
We recognise that this is by no means a definitive 
range of applications, but taken together with the 
guidelines on tone of voice, logo, colour palette, 
typography, photography and brand property, 
we hope they will inspire you to create effective,  
on-brand communications.
 

INTRODUCTION
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Brand applications
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WEBSITE
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POSTER

Brand applications
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POSTERS

Brand applications

One of our
Local health

Centres

Life / Work 
Balanced

We live well

Wellness  
is part of our  

DNA
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SIGN

Brand applications



24

BAG

Brand applications
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PERFUME BOTTLE

Brand applications
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LEAFLETS

Brand applications


