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section 1:
brand story

Introduction
Mission and Vision
Our Culture

what is ju:mp?

Brand Personality
Core Values
-

JU:MP IS A pilot programme.

section 2:
tone of voice

Our Voice
Audiences

JU:MP is the Bradford Local Delivery Pilot, led
by Active Bradford. It is a four year, 4 million pilot
programme that aims to help children and families
in North Bradford to be more active, testing and
learning, developing our approach as we grow.

Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography

of children in this area
are not reaching their
daily requirements
of activity.

Photography
Illustrations
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Our focus is on improving the health and social
outcomes of children aged 5-14 and their
families. We take a whole systems approach
working with local communities and organisations
in a defined area of North Bradford, to increase
opportunities for children to be active. Supporting,
inspiring and providing initiatives and opportunities
that encourage children and families to Join Us.
Move. Play, to enjoy being active for life.

section 1:
brand story

Introduction
Mission and Vision
Our Culture

what we do

Brand Personality
Core Values
-

JU:MP is here to inspire, energise
and support our children, families
and communities to be active.

section 2:
tone of voice

Our Voice
Audiences
Touchpoints

JU:MP makes it easier, removes barriers,
motivates and creates opportunities that
empower and encourage our children, families and
communities to be active. JU:MP amplifies the
voice of parents, grandparents, children and the
community. JU:MP supports in bringing activity,
expression and movement in to everyday life.

Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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share ideas, events,
initiatives and
activities that excite,
inform and inspire.
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JU:MP will introduce ideas and encourage
people to make small changes that can have
a huge impact on the health and wellbeing of
our children and communities. It could be as
simple as school friends playing together and
being active, children going out for the day with
their parents or getting creative and active in
play with their siblings — each child’s experience
is different.

section 1:
brand story

Introduction
Mission and Vision
Our Culture

our mission

Brand Personality
Core Values
-

To bring together families, communities
and organisations in our area of North
Bradford, to create a healthier, happier and
more active place to grow up in.

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse

our vision

Partner Logos
section 4:
brand styling

A happy and healthy North Bradford
where children and families choose to
move and play every day!
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Photography
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section 1:
brand story

Introduction
Mission and Vision
Our Culture

our culture

Brand Personality
Core Values
-

The JU:MP community are
friendly, fun and playful!

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist

We are serious about play, having fun and
getting active.

section 3:
brand logo

Working together, becoming a part of the
movement is fun. We build support by being
inclusive and by sharing. We are connected.
We are a part of the community that we serve
and we understand the families, children and
communities that we support.

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

We all believe passionately in the work that we
do, our mission and our vision. We are driven
to empower our children and communities to
become more active because we work hard to
understand the benefits this will bring to all.

section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Our Culture
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

brand
personality
The JU:MP brand identity is
fun, friendly and energetic.
We connect with communities
and our brand reflects the
thoughts, ideas and impressions
of the children and families that
we support.
The brand is inspired by
children, their energy, their
love for the outdoors and their
creativity. Everything from the
typeface to the illustrations are
hand-drawn to bring a child-like
nostalgia to the brand - something
relatable for parents and
children alike, to create that
fun community feel.

Colour Palette
Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Our Culture
Brand Personality
Core Values

our core values

section 2:
tone of voice

Our Voice
Audiences

JU:MP is here to inspire, energise
and support our children, families
and communities to be active.

Touchpoints

Energised
JU:MP must deliver the energy to drive
participation and growth. Whenever we
communicate we do it with energy and
enthusiasm.

Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography

Inspired
JU:MP creates scenarios and
environments that inspire young people
and families to motivate each other.
Included
The programme is for everyone,
so everybody must feel included.
Collaboration and community are key
to delivering the spirit of the programme.
JU:MP embraces the sharing of
successes, stories and experiences.
We understand the communities
that we are supporting.

Illustrations
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Educated
To ensure a successful legacy, sharing
and learning together with our families,
communities and organisations is at the
heart of what we do. Every message,
every communication and everything
that we do is allowing people to reflect
on their behaviour and make positive
changes for their future.
Fun
Everything about this movement
should feel FUN! Fun is at the centre
of everything planned, communicated
and designed.

section 2

How we sound

Our brand isn’t just about how we look.
It’s important that what we say, and how
we say it, is clear and consistent across
everything we do.
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section 1:
brand story

Introduction
Mission and Vision
Target Audience

our voice

Brand Personality
Core Values
section 2:
tone of voice

Our brand pillars form the
key characteristics of our tone
of voice. We always sound:

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations

Inspiring
We help communities across North
Bradford drive new ideas and initiatives
to encourage a happier and healthier
lifestyle for our children. We use thoughtprovoking language such as ‘we are driven’,
‘we create opportunities’, ‘we empower
communities’ to inspire our audiences to
join us in our mission.

Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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Inclusive
We use words like ‘together’, ‘anyone
can’ and ‘community’ to communicate
our inclusivity. We don’t do things to
communities. We work in collaboration with
children, families, community groups and
local organisations to empower them to
make positive changes themselves.
/ brand guidelines _ version 1 _ 2019

Energetic
We are energetic by name and nature.
Everything we say and do is delivered
with passion and enthusiasm. Varying
sentence length, exclamation marks and
capitalising EXCITING or important words
helps communicate this!
Educated
As a social movement, we are educated
on the issue we are trying to solve and are
passionate about educating our audiences
on it too! We love to share knowledge,
co-create and collaborate – learning and
developing as we go. We can do this by
referring to our insight from children in
Bradford and including facts statistics or
quotes to add impact to our messages. E.g.’
‘Did you know. 77% of children in Bradford
are active for less than 1 hour a day.’

section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
-

our voice

section 2:
tone of voice

Our Voice

Sample text:

Audiences
Touchpoints

Children tell us they want to get out and
have fun but can struggle to know how
or where. We’re here to change this.

Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography

Fun
We are serious about having
FUN! Our language and tone
make our audiences feel
excited, inspired and ready
to Join Us: Move. Play. after
every interaction with us. Our
language is playful and positive
but never silly or immature.

Photography
Illustrations
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We empower children, families and
local communities across North
Bradford to embrace active play
by introducing small changes that
make a HUGE difference! This could
be anything from giving you the
knowledge, resources or tools you need
to set up a new sports team or after
school club, to improving local parks
and greenspaces.

section 1:
brand story

Introduction

01

Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences

our audiences
Although we should
always sound like us, our
tone and key message will
alter slightly depending on
who we are talking to.

Touchpoints
Copy Checklist

Parents and carers
When speaking to parents or carers, it’s
important that we communicate the small
things they can do to get their children
more active – and how JU:MP can help
them with that.
Key message:

-

Getting your child active doesn’t need to
be complicated or costly. JU:MP is here to
empower you to embrace small changes that
will make a huge difference to the health and
happiness of your child.

section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
-

Sample text:

section 4:
brand styling

Small changes make a HUGE difference!
That’s why we’re here to help you and your
children embrace active play together.

Colour Palette
Typography
Photography
Illustrations
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section 1:
brand story

Introduction

03

Mission and Vision
Target Audience
Brand Personality
Core Values

our audiences

section 2:
tone of voice

When speaking to community groups, we
should communicate the benefits of getting
children active and how they can join the
movement.

02

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning

Children
When speaking to children, we always sound
excited, enthused and fun! We use short,
sweet and easy to understand language to
communicate these feelings.

Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

Key message:
Join us, get moving and have fun!

section 4:
brand styling

Colour Palette
Typography
Photography

Sample text:
Join Us: Move. Play. JU:MP is here to help
you get moving and have FUN!

Illustrations
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Community groups
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Key message:
We’d like your group to join us to help get
children more active in North Bradford.

Sample text:
Hi, we’re JU:MP – a social movement
with big ideas. We’re here to help children,
families and local communities across
North Bradford to embrace active play.
Find out how you can join us here:
joinusmoveplay.org

section 1:
brand story

Introduction
Mission and Vision

04

Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Potential partners
[ or Potential investors / Key influencers ]

When communicating to potential partners,
investors or key influencers we should share our
successes and encourage them to support us.
Key message:
Help us shout louder about our vision and
mission and create new active opportunities for
our local communities.

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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Sample text:
JU:MP is a social movement that works
with families, communities and local
organisations in North Bradford to help
children be more active. We do this in lots
of different ways – from providing the
tools to set up a new sports team or after
school club, to improving local parks and
greenspaces. Find out how you can join
us here: joinusmoveplay.org
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

touchpoints
We use different channels of communication
depending on our audience and message. Here
are some examples of how we might sound.

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

press release
Sample text:
JU:MP is focused on improving the health
and wellbeing of children aged 5-14 and their
families in North Bradford, through physical
activity. The social movement funded by The
National Lottery and backed by Sport England,
helps to increase opportunities for children
to be active by offering funding support and
making improvements to local greenspaces.

-

social media

section 4:
brand styling

Sample text:
Not long now! Fun, free, activities for
children this Thursday, 29 August at West Park,
Girlington. Come rain or shine, we’ll be there!️
Find out more here: joinusmoveplay.

Colour Palette
Typography
Photography
Illustrations
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events
Sample text:
You’re invited…
To Join Us: Move. Play. at Peel Park!
Thursday 29 August, 12-3pm.
Find out more at: joinusmoveplay.org
website
Sample text:
Children tell us they want to get out and have
fun but can struggle to know how or where.
We’re here to change this.
We empower children, families and local
communities across North Bradford to embrace
active play by introducing small changes
that make a HUGE difference! This could be
anything from giving you the tools you need
to set up a new sports team or after school
club, to improving local parks and greenspaces.
If you have an idea but need help getting
it off the ground, a JU:MP award could
be for you! Find out more here.

section 1:
brand story

Introduction
Mission and Vision

copy checklist

Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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We refer to ourselves as JU:MP. JU:MP
should always be capitalised and include
a colon between the U and M.

Always write times as am and pm. E.g. 12pm or
12-3pm, instead of 3:00pm, 3.00pm or 15:00.
Always write dates in full, e.g. Saturday 23 June.
Don’t shorten days of the week or use ‘23rd’

JU:MP stands for Join Us: Move. Play.
This is the purpose of our social movement.
It can be used as a tagline or call to action
in our communications, but never as the
name of our brand.

Prices should be written as £4, rather than
£4.00, £4.50p etc.

When using the phrase ‘Join Us: Move. Play.’
there should always be a colon after ‘Us’
and full stops after ‘Move’ and ‘Play’.

Write numbers as characters rather than words
– even in body copy!

Website addresses should be written as
joinusmoveplay.org without the ‘www.’.

JU:MP is a social movement, not a company,
charity or organisation.

Words can be capitalised to add emphasis or
excitement, e.g. FUN or PLAY but don’t overdo it
– we’d hate to sound shouty.

Use a mixture of short and longer sentences
to keep our audiences engaged. Always
make sure our language is simple, clear and
concise – especially if we’re talking to children!

Ampersands and other symbols can be used
in titles but not body copy, unless we’re on
social media. Emojis are also a great way of
expressing fun and excitement!

Exclamation marks can be used to
communicate energy and fun, but don’t
overuse them.

Avoid shortening words or using acronyms.
English won’t be everyone’s first language,
so we need to make sure we’re always
communicating clearly.
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice

Logo variations
The brand logo can be displayed in three
ways whilst still holding the same style and
meaning, these are shown here (acronym,
landscape and stacked).

landscape

Touchpoints
Copy Checklist

section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations

please note

These have been created to reflect
child like behaviour, therefore do not
change the layout of how these letters
and words are displayed, they are to
be used as shown. If you are unsure
on which logo to use please contact:

Because this shows
the programme name
in full, it is used for
call to action purposes
or as a tagline for
presentations.

nicola.marklew@bthft.nhs.uk

Logo Misuse

stacked

Partner Logos

To be used in narrow
spaces when the
above logo can not
be displayed, as this
allows the logo to be as
prominent as possible.

section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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This is the primary
version and should be
used in most instances,
as this demonstrates the
name of the programme.

These three versions allow flexibility within
the brand to showcase the full and shortened
name of JU:MP. Having this option allows us
to bring that fun and excitement to life in any
way that you may see it.

Audiences

-

acronym
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences

Size and positioning
In order to maintain our brand visibility and
keep legibility to a maximum, it is important
that our logo is used in a consistent way
and displayed at a size that is visible to each
member of our audience.

acronym

landscape

Minimum size
30mm width

Minimum size
40mm width

stacked

Positioning

Minimum size
30mm width

The logo can be positioned top left, in
the middle or to the right, and the same
rules apply if positioned at the bottom.

We have specified minimum logo sizes for the
three variations of our logo, do NOT display
our logo any smaller than the sizes set out
below. If these rules aren’t met, this can affect
our brand and logo legibility, weakening how
our audience view our hand drawn style.

Touchpoints
Copy Checklist
section 3:
brand logo

please note

Size and Positioning

If you are unsure what size you
can display our logo on your
communications please contact:

Logo Spacing

nicola.marklew@bthft.nhs.uk

Logo Variations

Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations

21 / section 3

/ brand guidelines _ version 1 _ 2019

section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

Our Voice

logo spacing
In order to maintain our brand visibility and
keep legibility to a maximum, it is important
that our logo has a defined clearance area
surrounding it, this is to make sure no other
elements can interfere with how our logo is
seen and affect brand recognition.

clearance area
Once your logo is at the chosen
size, create an invisible rectangle
around the entire logo to ensure
spacing is accurate. Then make
sure the clearance area is the
size of two colons taken from
the logo at that scale.

Please respect and follow these rules
displayed here and help us champion our
brand visibility and values.

No text or imagery should be
placed within this clearance
area. Keep it clear.

Audiences
Touchpoints
Copy Checklist
please note
-

Logo Variations

The same rules apply for the other versions of our logo.

>

section 3:
brand logo

If you are unsure whether your
communications follow these rules
correctly, please contact:
nicola.marklew@bthft.nhs.uk

Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette

Remember: Always use the colon from the
logo you are using at that current time, this
ensures the correct scale and clearance area
is being displayed.

Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values

colour variations
To really highlight our brand values, maintain
our high energy, friendly approach and
passion for helping children get active, our
primary colourway for our logo is Set 1 from
our colour palette (see below).

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
-

Burnt
Orange

Warm
Orange

Sunshine
Yellow

Please use our colourways as instructed
within these guidelines, do not mix, add or
alter the colours in any way.

Logo Variations
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

01
When a light background
is being used, please
ensure this particular
colourway is used first.
ALWAYS keep as two
colour, do not alter the
colours in any way.

PRIMARY
COLOURWAY

section 3:
brand logo

Size and Positioning

PRIMARY
COLOURWAY

please note

Please use our colourways as
instructed within these guidelines.
Do NOT mix, add or alter the colours
in any way. A full logo suite has been
provided alongside our guidelines.

02
When used on a dark
background please
ensure this colourway
is used to maintain
maximum legibility.
ALWAYS keep as
displayed, do not alter
the colours in any way.

section 4:
brand styling

Colour Palette
Typography

Same rules apply to the stacked version of the logo

Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values

colour variations
secondary colourways
01

02

Using Sky Blue, Ocean Blue, Cloud White and Sunshine
Yellow creates this logo colourway. The colours MUST be
used in the exact way it is shown above.

Using Leaf Green, Forest Blue, Cloud White and Sunshine
Yellow creates this logo colourway. The colours MUST be
used in the exact way it is shown above.

Recommendation: This colourway would be perfect for the
summer season!

Recommendation: Use this colourway for the festive
season and bring emphasis to those christmas trees!
But it would also make a great spring combination.

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values

colour variations
secondary colourways
03

04

Using Purple Sunset, Purple Magic, Cloud White and
Sunshine Yellow creates this logo colourway. The colours
MUST be used in the exact way it is shown above.

Using Poppy Red, Berry Red, Cloud White and Sunshine
Yellow creates this logo colourway. The colours MUST be
used in the exact way it is shown above.

Recommendation: As the flowers bloom this colourway
would be perfect for any spring communications.

Recommendation: As the weather begins to change and
the children are playing in the fallen leaves, this colourway
would be great for the autumn season.

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette
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Photography
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values
section 2:
tone of voice

logo misuse
Incorrect use of the JU:MP logo comprises
its effectiveness. To ensure accurate,
consistent reproduction of the JU:MP logo,
never alter, add to, or attempt to recreate
it. Always use the approved digital artwork
available in the supporting assets folder.

Do not add anything to the logo

Do not distort the logo

Do not place the logo on patterns

Do not effect the colour legibility

Do not apply any effects to the logo

Do not contain the logo in a shape

Do not resize elements of the logo

Do not angle/rotate the logo

Here are a few examples of how NOT to
use the logo and what to avoid.

Our Voice
Audiences
Touchpoints
Copy Checklist
please note
section 3:
brand logo

Logo Variations

If you are using the JU:MP logo
and unsure whether you are
using it correctly, please contact
nicola.marklew@bthft.nhs.uk

Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling
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Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Target Audience
Brand Personality
Core Values

partner logos
When creating communications that are
partnered with other organisations, it is
important that our logos are positioned
correctly to maintain the correct hierarchy of
importance and legibility for all parties.

section 2:
tone of voice

all logos together
Hierarchy
The JU:MP logo should always appear first followed
by Active Bradford and Sport England to the far right.

please note

Our Voice

If you are unsure how to use your logo
alongside JU:MP please contact:
nicola.marklew@bthft.nhs.uk

Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations

Positioning
On JU:MP internal communications always
place partner logos along the bottom. Position
either in the centre or on the right (see below).

Size and Clearance Area
Ensure all clearance areas are the same, this can be
calculated using the P from JU:MP, the ribbon from
Active Bradford or the hand from Sport England.

1.

Logo Misuse
Partner Logos
section 4:
brand styling

2.
Creating these equal clearance areas allows the
logos to align correctly and meet all required
guidelines on all communications.

Colour Palette
Typography
Photography
Illustrations
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section 1:
brand story

Introduction

partner logos

Mission and Vision
Target Audience
Brand Personality
Core Values
-

partner logos only

sport england logo

When ONLY partner logos are used place Active
Bradford on the left, using the ribbon device to
determine your clearance area to the right.

01
When these logos are postioned together, always place
the JU:MP logo on the left with a good clearance after
it - use the letter P as your guide (see below).

section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist

Positioning
section 3:
brand logo

On JU:MP internal communications always
place partner logos bottom right. See below.

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse

02

Partner Logos

If using the landscape version of the full JU:MP logo,
always place this on the left, using the letter M to
determine your clearance area at the right of it.

section 4:
brand styling
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Typography
Photography
Illustrations
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section 1:
brand story

Introduction
Mission and Vision
Our Culture
Brand Personality
Core Values
section 2:
tone of voice

Our Voice
Audiences
Touchpoints
Copy Checklist

colour palette
Children relate to nature, playtime and
friendship through different colours.
Colours can remind children of happy
memories they’ve had or encourage
them to make more. Our brand palette
was created based on those perceptions,
drawing on the opinions of the children
who helped co-create the look and feel of
the JU:MP brand.
Therefore to maintain our brand integrity,
a consistent use of the colour palette
across all forms of communication,
will reinforce brand cohension and help
convey our brand values.

warm orange

purple sunset

CMYK 1 / 69 / 71 / 0

CMYK 26 / 78 / 0 / 0

RGB

235 / 106 / 74

RGB

193 / 84 / 154

HEX

#EB6A4A

HEX

#C1549A

PANTONE 1645 C

PANTONE 246 C

PANTONE 165 U

PANTONE 246 U

sky blue

leaf green
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brand logo

Logo Variations
Size and Positioning
Logo Spacing

palette 1
JU:MP brights

Colour Variations

CMYK 63 / 2 / 0 / 0

CMYK 65 / 2 / 58 / 0

RGB

76 / 191 / 239

RGB

91 / 182 / 136

HEX

#4CBFEF

HEX

#5BB688

PANTONE 298 C

PANTONE 339 C

PANTONE 2985 U

PANTONE 338 U

Logo Misuse
Partner Logos

sunshine yellow

section 4:
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please note

Do NOT add extra colours to the
Brights palette. These have been
specifically selected to represent
the brand values.

Illustrations
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CMYK 2 / 10 / 80 / 0

CMYK 0 / 82 / 65 / 0

RGB

255 / 222 / 67

RGB

233 / 74 / 74

HEX

#FFDE43

HEX

#E94A4A

PANTONE 114 C

PANTONE 1787 C

PANTONE 107 U

PANTONE 032 U
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Our Voice

colour palette
To compliment our Brights palette and
bring those to life, a Darks palette was
created using similiar perceptions to the
outside, but carefully selected to maintain
consistency and brand legibility.
Note: The colours within our Darks palette
do not require Pantone references as the
contrast levels are high enough when used
alongside the Brights palette.

burnt orange

purple magic

CMYK 45 / 92 / 78 / 72

CMYK 71 / 100 / 39 / 58

RGB

67 / 20 / 16

RGB

62 / 19 / 53

HEX

#431410

HEX

#3E1335

Audiences
Touchpoints
Copy Checklist
-

palette 2
JU:MP darks
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Logo Variations
Size and Positioning

ocean blue

forest green

CMYK 100 / 89 / 29 / 18

CMYK 89 / 47 / 89 / 59

RGB

37 / 49 / 101

RGB

18 / 61 / 35

HEX

#253165

HEX

#123D23

Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
-

please note

Do NOT add extra colours to the
Darks palette. These have been
specifically selected to represent
the brand values.

section 4:
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midnight blue

berry red

CMYK 95 / 98 / 43 / 60

CMYK 36 / 100 / 90 / 59

Colour Palette

RGB

34 / 22 / 51

RGB

94 / 19 / 15

Typography

HEX

#221633

HEX

#5E130F

Photography
Illustrations
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colour palette
Here we have outlined our colour
combinations which MUST be followed
and not altered in any way. They have been
specifically paired to compliment one
another and enhance brand visibility.
To maintain brand visibility use Set 6
sparingly. If you are considering using
Sunshine Yellow as a background colour
please refrain from using too much Cloud
White as this can affect the legibility
of your content. We recommend using
Midnight Blue as this will maximise a high
level of contrast and legibility.

set 1

set 2

set 3

Burnt
Orange

Warm
Orange

Sunshine
Yellow

Cloud
White

Berry
Red

Poppy
Red

Sunshine
Yellow

Cloud
White

Purple
Magic

Purple
Sunset

Sunshine
Yellow

Cloud
White

Ocean
Blue

Sky
Blue

Sunshine
Yellow

Cloud
White

Forest
Green

Leaf
Green

Sunshine
Yellow

Cloud
White

Sunshine
Yellow

Midnight
Blue

section 3:
brand logo

Logo Variations
Size and Positioning

combinations
JU:MP sets

set 4

Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
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Colour Palette
Typography

set 5
please note

Do NOT add colours to the sets
provided within these guidelines.
Do NOT mix sets together, only use
the combinations outlined here.

Photography
Illustrations
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set 6

Cloud
White
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typography
Children are creative, they like to draw, they
like to create their own adventure and they
have imaginations that make unique stories.
From this, we wanted to create a brand
font that was as fun and as playful as their
imaginations. Hand drawn, each letter
has been individually created so that no
character is the same. Together each letter
creates a bespoke font that oozes positive
energy and provides a sense of movement
and fluidity.
This bespoke font resonates with our
audiences for its childlike characteristics,
communicating our brand values in each
piece of communication we produce.
To be used for:
> Headings/titles
> Pulled out information or stats
> Key brand messages

Colour Variations

01

Logo Misuse

JU:MP handwritten

Partner Logos

I’m a bespoke, handcrafted font specifically created for the JU:MP brand.

section 4:
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Colour Palette
Typography
Photography
Illustrations
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please note

Being a bespoke font, this isn’t
an open source font and is only
available in vector and image
format (find this in the JU:MP
Fonts folder). For more information
on how to use this, please contact:
nicola.marklew@bthft.nhs.uk
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typography
Even though our bespoke font is fun,
energetic and playful, it isn’t suitable for
longer sentences or large reams of text.
So to strengthen our brand visibility, we
sourced a secondary font that would
compliment our bespoke version across all
of our communications.
It’s characteristics are similar but are more
structured and clear. Each letter is playful
and has that childlike appeal so it works
really well alongside JU:MP Handwritten.

Touchpoints
Copy Checklist
section 3:
brand logo

To be used for:
> Subheadings/smaller titles
> Pulled out information or stats
> Key brand messages
> Call to action

this is alvania.
a quirky, handmade
font chosen for
subheadings and
important bits within
the ju:mp branding.

Logo Variations
Size and Positioning

02

Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
brand styling

Colour Palette

please note

This font (Alvania.otf) is provided
in the Font folder which is supplied
alongside these brand guidelines.
It was originally created by Angélica
Cardona and the font can be
downloaded free from BeFonts:
befonts.com/alvania-typeface.html

Typography
Photography
Illustrations

34 / section 4

/ brand guidelines _ version 1 _ 2019

alvania - secondary font
I’m a friendly, fun and more accessible font chosen for subheadings.

A B Cd efg h ijklm n
o p q rstu v w x yz
1 234 5 6789 0
?! " '- + = [] < >@& .
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typography
It’s important that across all of our
communications, specifically those that
include large amounts of content, that it is
easy to read, understand and digest, for all of
our different audiences. To achieve this, we
chose - Roboto Condensed, a friendly, curved
and clean sans serif font, that would be
perfect for long paragraphs of text or formal
documentation.
The font style is condensed to complement
the attributes of the other two fonts for
JU:MP, it’s easy to read and works well in
various weights. Please follow the guidelines
set out here for using this font.

section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse

Roboto Condensed is a universally
available font which can be
downloaded from Google Fonts:
https://fonts.google.com/
specimen/Roboto+Condensed

Typography
Photography
Illustrations

35 / section 4

03

roboto condensed - main copy font
I am a clean, crisp and legible font chosen for our main body of content.

-

Colour Palette

The font style is condensed to
complement the attributes of the other
two fonts for JU:MP, it’s easy to read
and works well in various weights.

please note

Partner Logos

section 4:
brand styling

Here comes a big chunk of text,
(sorry!) but it’s here to show you the
brand font chosen for long paragraphs
of text or supporting captions.
This is Roboto Condensed.

please note

To maximise legibility and ensure
our audience can engage with our
content, this font should be used
at a minimum size of 9points.
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typography
CORPORAtE ALTERnATIVE
When others interact with our brand it is
important we maintain brand visibility and
ensure all of our messages are cohesive and
can be easily identified as JU:MP.
To ensure this happens we have selected a
Microsoft font that complements the brand
fonts listed above. This is Arial Narrow.
This font has similar letter characteristics
as Roboto Condensed and works well as a
corporate alternative.
Arial Narrow is available on Microsoft Office
and is widely available to use across various
publications and communications.

section 3:
brand logo

Here comes a big chunk of text,
(sorry!) but it’s here to show you the
brand font chosen for long paragraphs
of text or supporting captions.
This is Arial Narrow.
The font style is condensed to
complement the attributes of the other
two fonts for JU:MP, it’s easy to read
and works well in various weights.

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

please note

To maximise legibility and ensure
our audience can engage with our
content, this font should be used
at a minimum size of 9points.

-

arial narrow - main copy font
I am a clean, crisp and legible font chosen for our main body of content.

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
123 45 6789 0
?!"'-+=[]<>@&.
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typography
After explaining the purpose of each font, we
wanted to show you how these work together
and what the hierarchy of choice should be.
All of the font characteristics are playful,
friendly and fun, helping to communicate
what we stand for and represent.
Please do not change these rules as these
have been created to ensure all of our brand
communications are consistent and legible.

Audiences
Touchpoints
Copy Checklist
section 3:
brand logo

Logo Variations
Size and Positioning
Logo Spacing
Colour Variations
Logo Misuse
Partner Logos

please note

Do NOT add, alter or change the
brand fonts, these have been
specifically created and chosen to
represent our brand values and work
to maintain a strong consistency
across our communications.
If you are unsure on when to use
each individual font, please contact:
nicola.marklew@bthft.nhs.uk

Here comes the third font, a smaller
but still condensed style, chosen for
long paragraphs of text, supporting
captions or general descriptions.
This is Roboto Condensed.
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this is alvania.
a quirky, handmade
font chosen for
subheadings.
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photography

Energised and Active
Children are captured playing games, having fun and moving in a way that makes them happy.

Our brand photography captures real-time
movement and inclusivity.
The images reflect our values, showing a
positive and uplifting energy, where children
are happy and having fun, whilst engaging in
active play.
Our photographs are always shot in a natural
way, capturing children in the moment as they
are engaged in active play. Capturing them in
this way allows us to see, in real-time action,
how children enjoy being active.
Photograph Categories
> Energised and Active
> Sport and Movement
> Family and Friendship

Logo Variations

Sport and Movement

Size and Positioning

Children are captured playing a sport, moving around and having fun.

Logo Spacing
Colour Variations
Logo Misuse
Partner Logos
section 4:
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Typography
Photography

please note

Do not add other photographs
of a similar nature to our brand
photography. These have been
captured specifically to represent
our values and are consistent
across all categories.
If you would like to use any of
our photographs please contact:
nicola.marklew@bthft.nhs.uk

Illustrations
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Family and Friendship
Children are having fun with their friends or family, showing happiness and a positive energy.
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please note

Do not add other photographs
of a similar nature to our brand
photography. These have been
captured specifically to represent
our values and are consistent
across all categories.
If you would like to use any of
our photographs please contact:
nicola.marklew@bthft.nhs.uk
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PhotographY
Checklist
To ensure our images reflect our values, we
follow a very simple checklist that allows us
to capture photographs in the correct way.
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please note

We commissed a professional
photographer to capture our
photographs and help us produce
a consistent style.
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What to capture

What nOT to capture

>C
 hildren that are happy, smiling and
enjoying themselves.

> Children that are sad or showing a
negative energy.

>C
 hildren having fun or playing with a small
group of friends.

> Children stood still or not taking part
in an activity or sport.

>C
 hildren engaging in activities or a sport,
showing postive energy and movement.

> Avoid too many people within one shot
and making the photo look busy.

> F ocus on a particular child or pair in a large
group to bring attention to their movement.

> Children in an unsafe environment or
with potential surrounding hazards.

>A
 balance of urban and rural backgrounds
to reflect different ways of living.

> Don’t get too close, capture movement
and emotions with a good depth of field.
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illustrations
The brand illustrations have all been created
by hand, drawn to reflect the drawing style of
a child and maintain consistency across the
look and feel of the brand.
Each illustration reflects the different
elements of active play and being outside,
this ranges from the sunshine, to football
and tennis. They are broken down into
themes which can be used alongside one
another to really convey a wide variety of
ways children can get active. These are:

01

inspired by nature

Sunshine

Clouds

Birds

Trees

Park scene

Stars

> Inspired by Nature
> Inspired by Sport
> Inspired by Active Play
> Inspired by Fun
> Inspired by Learning

Logo Variations

02

Size and Positioning

inspired by sport

Logo Spacing
Colour Variations
Logo Misuse

please note

Partner Logos

New illustrations are NOT to be
created for the brand, only use the
ones provided in the supporting
assets folder. If new illustrations
are required, please contact:

section 4:
brand styling

Cycling

Football

Golf/Putting

Cricket

nicola.marklew@bthft.nhs.uk
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Typography
Photography
Illustrations
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Tennis
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illustrations

03

> Inspired by Active Play

inspired by active play

These illustrations explore different activities
that children can do to get active. They range
from jumping in puddles, to flying a kite and
playing the classic game of hopscotch.
> Inspired by Fun

Puddle jump

Hopscotch

Marbles

Colouring pencils

Kite

These illustrations look at inspiring our
audiences through the idea of fun. Going
to festivals, having street parties, jumping
on the bouncy castle, or even making paper
planes, you can create your own fun with
friends or family.
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Logo Variations

04

Size and Positioning

please note

Logo Spacing

New illustrations are NOT to be
created for the brand, only use the
ones provided in the supporting
assets folder. If new illustrations
are required, please contact:

Colour Variations
Logo Misuse
Partner Logos
-

inspired by fun

nicola.marklew@bthft.nhs.uk
Sailing boat

Bunting

Paper planes

Bouncy castle

Balloons

Popcorn

section 4:
brand styling

Colour Palette
Typography
Photography
Illustrations

41 / section 4

/ brand guidelines _ version 1 _ 2019

section 1:
brand story

Introduction
Mission and Vision
Our Culture
Brand Personality
Core Values
section 2:
tone of voice

illustrations

05

> Inspired by Learning

inspired by learning

These illustrations look at inspiring our
audiences through education. Exploring the
barriers up close through a magnifying glass,
showing low activity levels using facts and
percentages and pointing out how we can
create change together.

Arrows

Magnifying glass

Clipboard

Tick

Exclamation mark

Percentage

Our Voice
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Copy Checklist
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please note

All brand illustrations should be
displayed in Cloud White, or a
colour selected from the Darks
Palette (see page 22).
When using a combination
of different colours together,
make sure you use the correct
combination by referring to the
colour sets outlined on page 23.

Partner Logos
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Illustrations
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> Extra illustrations
To help highlight particular information within brand
communications such as the website, there are extra illustrations
such as boxes that are drawn in the same style to maintain brand
consistency (see below).

thank you

We hope you found our brand guidelines useful.
If you have any questions, or need advice, please
contact: nicola.marklew@bthft.nhs.uk

