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Radcliffe brand guidelines

Introduction

Welcome to the Radcliffe brand
guidelines. Inside you will find an
overview of who we are, what we
stand for and how we communicate.
It's a set of tools that will help us to
cut through and communicate to our
clients and users with focus, clarity,
confidence and creativity.
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1. Who are we?




1. Who are we?

Purpose

We bring medical
knowledge to life.

From great science writing and smart journal
editing, to engaging new formats that cut
through the noise. From relatable presenters
at the heart of the profession, to interactive
learning programmes that fit with your career...



1. Who are we?

Belief

We believe communication
is at the heart of healthcare.

A fundamental truth of clinical practice.

The clinicians’ emotional intelligence and
humanity plays a vital role in the quality of
healthcare they provide. This belief celebrates
our specialist expertise at Radcliffe;

science + art / Logic + a bit of magic.




1. Who are we?

What we do

We are RadC“ffe’ | We're here to bring cardiovascular knowledge,

k led net rk insight and innovation to life for clinicians
NOWIEAZGE NEIWO around the world, using our communications

for the cardiovascular and creative expertise, our platforms and

Community. connections across the community to help
transform theory into practice faster and
more effectively. Our work is driven by
three core principles...



1. Who are we?

Principles

Build on the
best science

Knowledge shared, saves lives.
And we know it all depends on the
quality of the insight, the accuracy
of observation and the rigour of
the research. We work with the
best faculties in the field and the
smartest innovators. Our strict
editorial code ensures that all the
knowledge we share is built on
the best science.

Hands-on with
our community

We are here to serve the knowledge
needs of working clinicians around
the world. We shape what we do to
fit their lives, we bring their voices
and lived experiences to the fore,
we make the knowledge they need
user- friendly and practical.

Bring fresh
thinking

Bringing insight and innovation to
life takes imagination and energy.
In our fast-changing world, where
sharing knowledge effectively
has never been more important,
we're on a mission to find new
ways of framing, new formats
and platforms, new styles and
structures, new ways to cut
through and inspire.



1. Who are we?

Personality
Smart Grounded Spirited
— Intelligent — Straightforward — Imaginative
— Thought-provoking — Straight-talking — Energetic
— Thoughtful — Human — Energy-giving

For more information about
our brand personality and how
to bring it to life, check out our
tone of voice guide.
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1. Who are we?

Brand story

We are Radcliffe, a knowledge We're here to bring cardiovascular

network for the Cardiovascular knowledge, insight and innovation

community. to life for clinicians around the
world, using our communications

and creative expertise, our
platforms and connections across
the community to help transform
theory into practice faster and

more effectively.
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We believe great communicatio
Is at the heart of great healthca

1
€.

Powerful research and ingeniou
innovation have always fuelled

S

progress in health but it's the way

that new ideas are shared that

ensures positive change happens
quickly and equitably. For us, this
Is always a blend of the medium
and the message — where, when
and how important knowledge is

communicated.



1. Who are we?

Promise to our users

We'll equip you with the latest
knowledge and skills you need,
to do the best for your patients.
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We promise that everything you get
from us — every piece of content we
put out there will aim to:

1. Fit into your life

2. Make a mark in your mind

3. Be shaped for the real world
4. Be easy to share

5. Come with evidence attached



1. Who are we?

Visual concept

Clinicians and medical
professionals are busy people.
The world they operate in is fast
moving and ever changing and
there's always new knowledge to
engage with. Keeping up to date
can be a matter of life or death.

In our visual concept we show
the world of knowledge and data
clinicians are faced with and what
we at Radcliffe do to help make

it more accessible and useful.
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That landscape of data can be like
a towering wall of white noise. Or
it can be made up of dispersed
insights that are hard to find. From
the vast sea of grey, we use our
creativity and expertise to connect
the right dots and bring the right
knowledge to life in the most
engaging, colourful and emotionally
intelligent ways.



We bring

medical
knowledge
to life.
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2. ldentity assets

r
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2. ldentity assets

Logo

Sophisticated, refined and
confidently brought to life, our
logo is a lead brand asset with
two key elements in the mix;
our brand name and the
iconic Radcliffe ‘R’.

Our name is set in lowercase letterforms with

clean, geometric proportions. The ‘R’ symbol ®
is made up of three separate 2D geometric r a d c I I ffe
shapes, brought together in colour to become

more than they were on their own.

15



2. ldentity assets

Logo
Primary version IO

radcliffe

°

radcliffe

Annual Report 2021

We bring medical

knowledge to life.

The vertically stacked version of the logo is our
primary logo. We can use the horizontal version

in select circumstances when the vertical logo
cannot be used.

16



2. ldentity assets

Logo
Clear space

To maintain its visual integrity, there X X
should always be plenty of clear space
surrounding the logo. The minimum

amount of clear space should be equal X

to half of the height of the Radcliffe

symbol (x).
X
" radcliffe
X

17



2. ldentity assets

Logo
Clear space

To maintain its visual integrity, there
should always be plenty of clear space
surrounding the logo. The minimum X X
amount of clear space should be equal
to half of the height of the Radcliffe

symbol (x). X

radcliffe

18



2. ldentity assets

Logo
Channel brand logos

Following the same principles as

the main Radcliffe logo, each of radcliffe radcliﬁe radcliffe

the ch | brands has it . .

uneiqcuealr;r;ea rands has its own Cardlology vascular med|ca.|
education

Clear space

To maintain its visual integrity,
there should always be plenty of
clear space surrounding the logo.
The minimum amount of clear
space should be equal to half of X X X X X
the height of the Radcliffe
symbol (x).

radcliffe radcliffe radcliffe
cardiology vascular medical
X X X X education
X
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2. ldentity assets

Logo X

Channel brand logos
radcliffe

cardiology

radcliffe
cardiology

Horizontal versions

The vertically stacked versions
of the channel brand logos are
our primary logos. We can use
the horizontal versions in select
circumstances when the vertical
logos cannot be used.

radcliffe radcliffe

Clear space

To maintain its visual integrity,
there should always be plenty of X X
clear space surrounding the logo.

The minimum amount of clear

space should be equal to half of

the height of the Radcliffe X

symbol (x). radcliffe
medical
education

radcliffe

medical
education
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2. ldentity assets

Logo
Black background use

All our logos work well on black
backgrounds, with the Radcliffe radcliffe
wordmark set in white.

radcliffe radcliffe radcliffe
cardiology vascular




2. ldentity assets

Logo
Black background use ®

radcliffe
cardiology

All our logos work well on black

backgrounds, with the Radcliffe

wordmark set in white.

Horizontal versions

The vertically stacked versions

of the channel brand logos are ‘

;)hur r[:rlr.narytlc:gos. .We gan ulse t radcl Iffe

e horizontal versions in selec o
circumstances when the vertical rad CI Iﬁe vasCu I ar

logos cannot be used.

radcliffe




2. ldentity assets

Logo
Single colour versions

In special circumstances, for
example when printing in full
colour is not possible, the
black-only single colour version
of the logo should be used.
The three shapes forming the
Radcliffe “R” make use of 40%,
60% and 80% black.

When displaying the logo on top
of flmed content, the white-only

single colour version of the ®

logo should be used. The three r a d c I I ffe
shapes forming the Radcliffe “R”

make use of 80%, 60% and 40%

transparency.
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2. ldentity assets

Logo
Single colour versions

Horizontal versions

The vertically stacked versions
of the channel brand logos are
our primary logos. We can use
the horizontal versions in select
circumstances when the vertical
logos cannot be used.

radcliffe

24




2. ldentity assets

Logo
Mono colour only versions

In demanding production
situations, for example when

stitching the logo on fabric

for branded merchandise, a
black-only or white-only version
of the logo can be used.

radcliffe

25




2. ldentity assets

Colour palette
Main colours

Our colour palette supports
the sophisticated, refined
and confident personality
of our brand.

Please note that CMYK values are
estimates only and may need updating
based on print colour tests.
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Radcliffe Magenta

RGB 24565110
HEX F5406E
Pantone 191 C
CMYK085350

Radcliffe Mid Purple

RGB 18035115
HEX B52473
Pantone 6/5C
CMYK 30100150

Radcliffe Dark Purple

RGB 11535110
HEX 73246E
Pantone 255 C
CMYK 551000 20

Radcliffe Light Grey

RGB 200 200 200
HEX C/C7C7

Pantone Cool Gray 3 C
CMYK 00030

Radcliffe Dark Grey

RGB 85 85 85
HEX 545454

Pantone Cool Gray 11 C
CMYK0O0O075

White

RGB 255 255 255
HEX FFFFFF
Pantone White
CMYKO0O0O0O

Black

RGB0OOO

HEX 000000
Pantone Black C
CMYKO0O0O0100




2. ldentity assets

Colour palette
Channel brand colours

Following the same principles as the
main Radcliffe palette, each of the
channel brands has its own unique
colour palette.

Please note that CMYK values are

estimates only and may need updating
based on print colour tests.
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Radcliffe Cardiology
Turquoise

RGB 55190170
HEX 38BFAB

Pantone 7465 C
CMYK650400

Radcliffe Cardiology
Mid Green

RGB 75145 100
HEX 4A9163
Pantone 7730 C
CMYK 70070 20

Radcliffe Cardiology
Dark Green

RGB 40 110 80
HEX 296E4F
Pantone 555 C
CMYK 75065 50

Radcliffe Vascular
Orange

RGB 2551550
HEX FFOCOO0
Pantone 2013 C
CMYK 0401000

Radcliffe Vascular
Ochre

RGB 220 1050
HEX DB6900
Pantone 2019 C
CMYK0651000

Radcliffe Vascular
Sienna

RGB 17540 45
HEX BO292E
Pantone 1805 C
CMYK 09575 30

Radcliffe ME
Light Blue

RGB 0 155 235
HEX 009CEB
Pantone 2925 C
CMYK 752000

Radcliffe ME
Mid Blue

RGB 80 95 200
HEX 4F5EC7
Pantone 2125 C
CMYK 806500

Radcliffe ME
Dark Blue

RGB 7535170
HEX 4A24AB
Pantone 2098 C
CMYK909500




2. ldentity assets

Typography
Primary font family

The Roboto family can deliver our
messages efficiently across almost

all platforms, thanks to its confident,
deliberate design. The extensive range
of widths provides plenty of options
for any situation.
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Roboto

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijkimn

opqgrstuvwxyz
1234567890

Roboto Thin
Roboto Thin Italic
Roboto Light
Roboto Light Italic
Roboto Reqgular
Roboto Italic
Roboto Medium
Roboto Medium Italic
Roboto Bold
Roboto Bold Italic
Roboto Black
Roboto Black Italic



2. Identity assets

Typography
Secondary font family

Whenever Roboto cannot be used (e.qg. A : I Arial Regular
emails, presentations that need to be rl a : .

sent to clients), the Arial system font Arial ltalic
should be used instead. Arial Bold

ABCDEFGHIJKLMN  Arial Bold italic
OPQRSTUVWXYZ
abcdefghijkimn

opqrstuvwxyz
1234567390

29



2. ldentity assets

Visual language

Our visual language is drawn
directly from the logo. Grey
data comes to life in full colour
when it is brought together to
touch. Patterns, texture and
shapes are created. Some of
the touching shapes are flat
colour, and others house
words and imagery.

30

I‘radcliffe

5’

radcliffe
cardiology

Mr Rajamiyer Venkateswaran

Cardiology

Education is key to reducing D2B,
especially in the COVID-19 era.
Emergency medical services
staff require proper training and
the public must be aware of the

. need to seek prompt medical
Strategies to Reduce Door-to-balloon attention for signs or symptoms

ttenti
Time in the COVID-19 Era of a heart attack.




2. ldentity assets

Visual language

Based on colourful circles and O
squares which play both active I radcliffe
and supportive roles, our visual
language can be adapted to a
wide range of situations. e
radcliffe 3 e
medical |
education v Late stroke after TAVI

Dr Henrik Bjursten

mgoe
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2. ldentity assets

Portfolio architecture

Our portfolio architecture presents
Radcliffe to the world as one single,
unified organisation. The way we use

our logos matters, as well as which radcl iffe
ones we use, when and where.

The parent brand (logo and colour

palette) always leads. It is the

umbrella brand that represents

everything we are and do, including

our three key areas of expertise. We Areas of expertise Cardiology Vascular Medical Education
aim to build awareness, impact and

credibility by focusing on this core

manifestation of our business.

32



2. ldentity assets

Portfolio architecture

The channel brands are in support.
We use them in certain circumstances,
please see page 32 for more details.

radcliffe

Areas of expertise Cardiology Vascular Medical Education

Channel brands I‘ I r
radcliffe radcliffe radcliffe
cardiology medical

education

33



2. ldentity assets

Portfolio architecture

We always lead with the Radcliffe parent
brand (logo and colour palette).

When presenting our areas of expertise
as a portfolio, we represent them in
simple, written form using the brand font
and in the parent brand look and feel.

Do not use channel brand logos or

colours together or when the parent
logo can do the job.

34

radcliffe

Cardiology
Vascular

Medical Education



2. ldentity assets

Portfolio architecture

There are two exceptions to this rule:

— Use the relevant channel brand
logo when presenting content that
is specific to only one of our areas
of expertise — e.g. the Cardiology,
Vascular or Medical Education
sections of our website

— When we are representing our work

in a context that is specific to one o . .

of our areas of expertise — e.qg. at radc.l Iffe radcl Iﬁe radc.l Iffe

a Cardiology event where we are in ca rd|O|Ogy medical
competition with other Cardiology ed ucation

specialist providers
We never mix our logos or colour

palettes in the same piece of
communication or content platform.

35



2. ldentity assets

Imagery

We use three types of
supporting imagery to add
authentic human connection,
visual intrigue and expression
to our brand graphic world.

gettyimages \=

AFP Contributor.

1. Clinical stock
2. Our talent
3. Expressive imagery

36



Images need to be purchased

Imagery
1. Clinical stock

We can use selected stock imagery to add B -t R
clinical context or real-world human interest " | | '
to our communication. Stock photography is
a convenient and cost effective resource but
it is critical that we are discerning, focused
and sparing in how we use it.

o o\

A
.

i }/‘ I‘
- q\gei:tjrimages' 'S

We always focus on photography of _ |

clinicians at work in real, credible and ' y o - RN G "
relevant clinical and medical situations “ -
that our users would recognise. We never
use imagery featuring actors or stage,
cheesy set-ups. We avoid filters or graphic
treatments — we keep it honest, hopeful,
straightforward and real.

gettyimages
Bloomberg

Real-life, clinical situations our users would recognise

37



Images need to be purchased

2. ldentity assets

Imagery
2. Our talent

At the heart of our brand and our ability to bring
knowledge to life are the clinicians who work with
us to share their experiences and understanding
and our people who deliver day-in-day-out. We
use photography of our talent and team in our
communications to help emphasise the power of
the human connections that make great medicine
possible. We use photography of our talent in our
content / platform experience to help users find
what they're looking for.

Photography of our talent and team should
always be authentic and engaging, unfussy

and unstaged. We use images of them in their
working settings to give context and credibility.
Alternatively, we use simple portraiture against
neutral backgrounds to draw focus to their faces,
individuality and humanity. We avoid filters or
graphic treatments — we keep it honest, hopeful,
straightforward and real.

Our clinicians as humans

38



Images need to be purchased

Imagery
3. Expressive imagery

When we need to create some extra impact
— for document or journal covers, to illustrate
editorial content or for thought-leadership
communications —we can include expressive
imagery in our brand world. This kind of
imagery should be used confidently and
prominently in the communication.

In keeping with the brand positioning,

the expressive imagery should always

be sophisticated and thought-provoking,
illuminating or adding visual impact to

the subject matter in question rather than
simply being decorative. It should ideally be
commissioned artwork, by a professional
illustrator or graphic artist.

Sophisticated, thought-provoking, illuminating,
graphic art and illustration

39
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3.Using the assets

40



3. Using the assets

Grids
The Radcliffe grid

Made up with alternating
squares and circles, the
Radcliffe grid is the starting
point for all Radcliffe design
executions. It can be used to
create all sorts of patterns,
and hold many different
types of content.

41




3. Using the assets

Grids
The Radcliffe grid

Patterns and content
layouts are created by
expanding some of the
squares and circles on
the Radcliffe grid.

42




3. Using the assets

Grids
The Radcliffe grid

Depending on the context, the Radcliffe
grid can be visible or hidden, For example,

the Radcliffe grid can be used to add
more detail on static layouts...

Mr Rajamiyer Venkateswaran
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3. Using the assets

Grids
The Radcliffe grid

..while on video layouts, it can be hidden,

to avoid distracting the viewer. When the grid
is hidden, only the expanded squares and
circles remain.

Mr Rajamiyer Venkateswaran
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3. Using the assets

Grids
The Radcliffe grid

On rare occasions, when the brand needs to
be very recessive, the Radcliffe grid and all
the expanded grey shapes can be removed,
leaving only the colour shapes and the
shapes which house words and imagery.

Mr Rajamiyer Venkateswaran

45



3. Using the assets

Grids
The square grid

Based on the Radcliffe grid, the
square grid is the backbone of
all Radcliffe layouts. For screen
layouts, the grid is made up of
32x18 squares. Square layouts
can use 18x18 square grids,
while other formats can use
cropped or adjusted versions,
depending on needs.

46




3. Using the assets

Grids
Adjusting the grids Radcliffe Cardiology

1/.0K Tweets

In specific situations (square or narrow

layouts, for example), using the entire

16x9 and Radcliffe grids might not be By /s
possible. In such cases, the grids should Va
be cropped vertically or horizontally to 178 :
fit the layout. Ideally, an odd number of ~wledae tc
rows or columns should be kept.

Radcliffe Cardiology
@radcliffeCARDIO

[ Broadcast creators & Interview makers £, CME ¢ Peer-reviewed journal
publisher. Content posted intended for HCPs.

© Bourne End, England &’ Joined May 2009

47 15.2K Following 15.5K Followers



3. Using the assets

Grids

Adjusting the grids

In specific situations (square or narrow
layouts, for example), using the entire
16x9 and Radcliffe grids might not be
possible. In such cases, the grids should

be cropped vertica
fit the layout. Ideal
rows or columns s

48

ly or horizontally to
y, an odd number of

hould be kept.

Cardiology

Education is key to reducing D2B,

especially in the COVID-19 era.
Emergency medical services
staff require proper training and
the public must be aware of the
need to seek prompt medical
attention for signs or symptoms
of a heart attack.




3. Using the assets

Grids
Adjusting the grids

i’ i
In specific situations (square or narrow radcliffe radcliffe
layouts, for example), using the entire partlicloy
16x9 and Radcliffe grids might not be
possible. In such cases, the grids should
be cropped vertically or horizontally to
fit the layout. Ideally, an odd number of Annual Report 2021
rows or columns should be kept.

e | . .
BEEEe .. B Lifelong learning
-..-.--.. . """_ for Cardiovascular
il i Wy

o, ~é} i Professionals
Yire
NNy

U

I
s ]
‘:‘

& 352 Dr Edna Richardson
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3. Using the assets

Logo use

For ease of use, the Radcliffe logos are

supplied as artwork that fits perfectly radc“ﬁe
the 16x9 and the Radcliffe grids.

The Radcliffe symbol should always fit
the grid eitherona 1:1, 2:1 or 4:1 scale.

Please note that alignments should
always be made based on the logo
itself, not on the file's artboard.

Please note the pink rectangles are
only used to highlight the logo artwork
proportions, they are not part of the

logo artwork itself. radcliffe radcliffe radcliffe
cardiology medical
education

50



3. Using the assets

Logo use
radcliffe
| cardiology

For ease of use, the Radcliffe logos are !

supplied as artwork that fits perfectly

the 16x9 and the Radcliffe grids.

The Radcliffe symbol should always fit

the grid eitherona 1:1, 2:1 or 4:1 scale.

PIIease EOte thdat t<';\Iign(rjnen’tts;]sr;ould radC= Iﬁe

always be made based on the logo »

itself, not on the file's artboard. radCI Iﬁe

Please note the pink rectangles are

only used to highlight the logo artwork

proportions, they are not part of the

logo artwork itself.
radcliffe
medical
education

o1



3. Using the assets

Creating patterns

The Radcliffe squares and circles
can be used to create almost an
infinite number of patterns. They can
be placed anywhere on the layout
using the Radcliffe grid.

The squares and circles should
always be scaled starting from their
Radcliffe grid size, up to 200%, 300%
or 400%. Larger sizes can be used
for animations.

Headline or title on one

Squares and circles should use
the Radcliffe or channel brand or two Iines
colours whenever they are touching.
Otherwise they should be set in
light grey (or dark grey on black
backgrounds).

52



3. Using the assets

Using the shapes

As a general rule, layouts should
always show at least three shapes,
both squares and circles, using all
three Radcliffe main colours, or the
channel brand colours.

Layouts can use any number of
squares and circles, but they should
never feel too busy.

Depending on the context, the

Radcliffe grid can be visible or Headline or title on one

hidden. For example, the Radcliffe
grid can be used to add more detail or two Iines
on static layouts, while on video
layouts, it can be hidden, to avoid
distracting the viewer.

93
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4. Applications
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4. Applications

Video content

EuroPCR 21:

Late stroke after TAVI

Dr Henrik Bjursten

Dr Jose Maria de la Torre Hernandez

Head of the Hemodynamics and Interventional Cardiology Department
of the Marques de Valdecilla University of Santander, Spain

These example stills show how the brand assets
can be used in video content.

o6



4. Applications

Video content

These example stills show how the brand assets
can be used in video content.
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Dr Harriette Van Spall Dr Douglas Mann



4. Applications

Social media

These example designs show how
the brand assets can be used on our
various social media platforms to
quickly and effectively create ownable
posts and visuals.

58

Cardiology

Education is key to reducing D2B,
especially in the COVID-19 era.
Emergency medical services
staff require proper training and
the public must be aware of the
need to seek prompt medical
attention for signs or symptoms
of a heart attack.




4. Applications

Print
Covers

i’ i
Adhering to the principles of our radcliffe radcliffe
flexible grid system, these example cardiology
covers show how confident use of our
visual language, colour palette and

typographic approach against a white

background with plenty of breathing Annual Report 2021
space can help us create clean, vibrant, |
ownable print communications that | ' B Lifelong learning
: : > for Cardiovascular
bring our content to life. | > S

Professionals

Dr Edna Richardson
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4. Applications

Print
Covers

i i°

ooooo

Adhering to the principles of our radcliffe radcliffe Lot VR A
. . medical
flexible grid system, these example education

covers show how confident use of our
visual language, colour palette and
typographic approach against a white
background with plenty of breathing
space can help us create clean, vibrant,
ownable print communications that
bring our content to life.

EuroPCR 21:

Research report

Late stroke after TAVI

Dr Henrik Bjursten
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4. Applications

Print

Sp

reads

These spacious layouts show
how easily the grid can flex to
accommodate spreads with more
content and body copy.

61

Research report

Training for emergency

medical services

Lorem ipsum dolor sit amet, consec-
tetuer adipiscing elit, sed diam nonum-
my nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat. Ut
wisi enim ad minim veniam, quis vincit
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 dignis-
sim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait
nulla facilisi ex duris gloria.

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 ex
duris gloria. Dipiscing 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 dignis-
sim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait
nulla facilisi.

Education is key to
reducing D2B, especially
in the COVID-19 era.
Emergency medical
services staff require
proper training and the
public must be aware of
the need to seek prompt
medical attention for
signs or symptoms of a
heart attack.

Cardiology

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 ex duris gloria. Dipiscing
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.




4. Applications

Stationery
Business cards

An example of the visual identity
applied to corporate stationery.

The design principles carefully follow
the brand guidelines using left-aligned
copy and logo placement, refined

use of the visual language and brand
colours complimented by confident use
of white space.

°

radcliffe

Liam O’Neill
Chief Operating Officer

liam.oneill@radcliffe-group.com
T: +44 162 895 0960
M: 07966 000 123

Unit F, 1st floor, Bourne End Business Park,
Cores End Road, Bourne End,

Buckinghamshire SL8 5AS, UK

radcliffe-group.com
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5. Contact us

For any queries about these brand
guidelines please contact:

Lizzy Comber
Marketing Director
Radcliffe Group

M: 07568 533320
E: lizzy.comber@radcliffe-group.com
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Thank you

radcliffe-group.com




