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[bookmark: _Toc297554772][bookmark: _Toc484596790]
INTRODUCTION	
For the provision of the ESTATES PROGRAMME CREATIVE CAMPAIGN.
[bookmark: _Toc297554773][bookmark: _Toc484596791][bookmark: _Toc296415805][bookmark: _Toc296415793]Background to requirement/OVERVIEW of requirement
[bookmark: _Toc297554774]As part of the DH 2020 Plan for Change, which was launched to colleagues in February 2016, the DH Estates team has been tasked with the redesign of Leeds and London DH properties to provide environments which enable colleagues to work in a better and more efficient way by incorporating flexible and smart working principles.
[bookmark: _Toc484596792]KEY MILESTONES
[bookmark: _Toc484596793]3.1	The programme has two key milestones which will have an immediate effect on colleagues:
[bookmark: _Toc484596794]	1. The relocation of all London based employees from Richmond House and Wellington House to 39 Victoria Street in September 2017;
[bookmark: _Toc484596795]2. The redesign of Quarry House in Leeds by March 2018. 
0. The Internal Communications team has already started implementing an extensive Estates Communications Strategy (see Annex A below) ahead of these milestones, which has been split into the below phases:


Completed - Phase 1 – January – March: 
Demonstrate to colleagues that the Workplace Task and Finish Group have listened to their feedback and provide final opportunities for colleagues to shape their future workspaces.
Phase 2 – April – June: 
Raise awareness of the Estates Programme; its key milestones and principles; and showcase the new building designs which have been build based on colleagues feedback.
Phase 3 - July – December:
Signpost London-based colleagues to information needed to support a successful move to 39VS and showcase the new building to all DH colleagues.  
Phase 4 – September onwards:
Review phase 2 and 3 activity to determine the best communication and engagement approach for the QH revamp / Continue to raise awareness of the Estates Programme by showcasing 39VS to demonstrate the wider benefits across the DH estate to all colleagues.
[bookmark: _Toc484596796]kEY PRICIPLE OF THE PROGRAMME
Since February 2016, when the Plan for Change was launched, we have been engaging with colleagues to understand their requirements and what they would like to see in their newly designed workspace. Taking this feedback into consideration, the Estates team has based its redesign plans around the concept of ‘Activity Based Workspaces’ which is defined as:
Organisation of the workplace into a range of shared spaces designed for different work activities. Colleagues choose the most appropriate work setting for the task they are currently undertaking. This goes beyond role based profiling into activity based profiling.

The ‘Activity Based Workspaces’ required in DH have been categorised into eight areas:
1. Formal Collaboration;
2. Informal Collaboration; 
3. Task Desks;
4. Quiet Desks;
5. Standing Desks; 
6. Project Tables;
7. Touchdown Tables; 
8. Social Space.
Additional information including images representative of the above areas can be found attached in Annex B (below):


[bookmark: _Toc484596797]scope of initial requirement
Internal communication and engagement channels and mechanisms have been in place since the launch of the plan in February 2016; however as we approach the first milestone of moving from our current London offices into 39 Victoria Street, we would like to make this campaign more visually appealing for our colleagues. 
We are looking for a creative agency to develop a creative concept which: 
1. [bookmark: _Toc484596798]Grabs colleagues’ attention and is memorable so they know that communications with the concept applied relate to the Estates Programme; 
2. [bookmark: _Toc484596799]Can be applied to key principles, such as ‘Activity Based Workspaces,’ to visually enable colleagues to clearly understand the concepts;
3. [bookmark: _Toc484596800]Is compatible with the channels outlined in the Estates Communications Strategy and new channels introduced in the new buildings (e.g. TV screens where content is driven by a content management system);
4. [bookmark: _Toc484596801]Fits with the current DH brand. (Please see below for brand guidelines).





   

[bookmark: _Toc484596802][bookmark: _Toc302637211]future requirements
[bookmark: _Toc484596803]6.1	Developing the theme is just the start. Our new environments will provide a number of opportunities for the brand to be applied, for which we don’t have in-house capability to deliver. Our ideas include:
· [bookmark: _Toc484596804]Digital mock ups showcasing new working spaces;
· [bookmark: _Toc484596805]Creation of building guide/brochure;
· [bookmark: _Toc484596806]Interactive floor maps for use on the intranet;
· [bookmark: _Toc484596807]Production of time lapse videos;
· [bookmark: _Toc484596808]Production official opening film; 
· Wall art;
· [bookmark: _Toc484596809]Printed / digital signage designs (including content management system templates);
· [bookmark: _Toc484596810]Opening day promotional materials, such as lanyards.

[bookmark: _Toc484596811]service levels and performance
The Contractor and the Authority will decide on appropriate levels of contract monitoring and management information following contract award.
[bookmark: _Toc484596812]Location
The location of the Services will be carried out at the London and Leeds Offices as detailed above.
[bookmark: _Toc484596813]BUDGET
We expect the total value of the contract to be a maximum of £40,000.
 Prices should be inclusive of expenses and exclusive of VAT.
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Securing your commitment 

DH - Leading the nation's health and care

In Our Plan for Change, launched in February 2016, we set out our aim to create a high quality, modern, adaptable working environment.

This pack outlines the planned approach for communications and engagement with regards to the Estates project which includes key milestones such as RH moving to 39VS and the Quarry House revamp.

The Estates Programme Board has:

agreed that the approach outlined in the pack is aligned with the wider Estates and IT plan and is approved for implementation; 

allocated budgets for activities which fall outside of regular channels (e.g. opening event and design of materials).

The DH2020 Programme Board is asked to note the plan and agree that it fits within the wider Plan for Change.

The Comms team will provide a project planner outlining key communications and engagement milestones and the actions required to achieve such milestones.  
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Business Objectives 

DH - Leading the nation's health and care

The current objectives of the Estates Programme are to create in each DH building a high quality, modern, adaptable working environment where:

•The provided accommodation supports smarter working as the norm and empowers staff and managers to choose to work in the most effective location, feel included, able to collaborate and whose wellbeing is supported

•Workspace  is allocated to activities rather than teams, with a range of different spaces that encourage collaboration and provides for confidential and private work too

• Co-location of the majority of London DH staff in a single building, replacing accommodation currently provided at Richmond House, Skipton House and Wellington House
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Insight 

DH - Leading the nation's health and care

The Leesman survey* told us that DH Staff are not content with their workspace: 

Leesman benchmark = 60.5  vs Department of Health: 51.3** 

Richmond House scored lowest 48.4 (followed by Skipton House 49.5, Quarry House 50.9 and Wellington 56.9)

DH Colleagues who volunteered as part of the Workplace TFG also told us:





















* Leesman survey is an industry standard tool which is used to provide a single consistent measure of the effectiveness of corporate workspaces * *response rate 425, 20% of staff



Leeds: 

Sceptical that we will see anything more than a lick of paint

Purse will be empty when it comes to Leeds

Feel like the poor relation

Consolidating onto one floor (2nd), reduced by a third, physically feeling smaller

London:  

Quietly excited about the prospect of a brand new building, and moving away from RH with it’s many faults

Scepticism that change is managed well. Still struggling with the hot desk term and what flexible workspace means

Chance for a fresh start. Though it seems a way off





Both:  

Cynical about the higher up the organisation (the more senior) the better view (39VS) you get! It’ll just be done to us

There is concern amongst part-timers, or those with parental responsibilities who start later in the day, that they won’t have access to seating with their teams, that they’ll miss out somehow
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Communications approach 

DH - Leading the nation's health and care

In December 2016 ExCo approved the 2017 Communications and Engagement Strategy which focuses on four key areas in line with the Civil Service Vision and which support Our Plan for Change communications and engagement opportunities as outlined last year:

effective leaders - creating a culture of highly visible and impactful leadership driven by the CS Leadership statement;

skilled people – building pride and celebrating the capability of our people;

a great place to work – a new culture and working environment for our people;

improved outcomes –  building pride in our work; demonstrating outcomes for citizens. 

Naturally the Estates project fits within ‘a great place to work’, however due to the complexity and size of the project we appreciate the synergies with the other three areas and we will continue to build messaging about this project in line with them and other Plan for Change deliverables.  

The strategic approach we have developed:

is based on insight gathered internally and externally; we listened to our colleagues feedback, gathered via workshops and surveys, and also to external organisations across all sectors to develop a unique approach;

our approach incorporates phasing to ensure we are delivering the right message to the right audience at the right time, taking into consideration other key deliverables in line with Our Plan for Change
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Key Messages

DH - Leading the nation's health and care

Our new workspaces will be:

flexible: they can be adapted easily as DH creates new requirements. Space that is flexible on a daily basis;

efficient: We need to maximise the use of every square metre in every building and will look at every detail of the design. 39VS is smaller than RH, we will have less space in QH, and we will choose how we use space carefully; 

varied: spaces to work collaboratively in a range of different ways (e.g. quiet work, informal / social space and space that enables creativity). Buildings that have a wide range of different activity-based workspaces that will enable DH to work differently in line with the DH 2020 vision;

effective: workspaces that support staff to operate more effectively, work across multiple sites and be responsive and fit for purpose. The correct balance of space in each building.

We will emphasise to staff that their involvement in the process is key and be honest about the drivers for change, what can be influenced and the limitations of what can be achieved. 
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Phase 1 (Jan – Feb)

DH - Leading the nation's health and care

Objective: Demonstrate to colleagues that the Workplace TFG has listened to their feedback and provide final opportunities for colleagues to shape their future workspaces

Communications Activity:

Email to all Workplace TFG Volunteers closing down the TFG and thanking them 

Intranet article reporting on the Workplace TFG and announcing closure  

Estates team to establish lead Workspace Reference Group and recruit champions  

Intranet opinion polls re furniture choices

Creation of demo spaces

Measurement: Readership of the intranet articles; attendance at workshops; participation in polls and surveys 

Key project milestones during this period:

Consolidation project - VE colleagues leave on 31 January, potentially leaving vacant areas of office 
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Phase 2 (Mar – Apr)

DH - Leading the nation's health and care

Objective: Raising awareness with DH staff and showcase the new environments which will be installed across DH buildings

Communications Activity:

SCS and Workplace Reference Group champions visit 39VS, during which they can film themselves and take pictures which can be used for intranet content 

Intranet article outlining high-level timelines for the project 

Visuals and mock-ups showcasing what the new environments will look like and principles behind changes via intranet and/or via mini showcase type events 

Measurement: Readership of intranet articles; viewing figures of video content, participation of SCS colleagues with communications, attendance at showcases and survey 

Key project milestones during this period:

21 March - 39VS floor plan approved

March – September  – Design planning for QH and drafting business case 

11 April – 39VS furniture order placed
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Phase 3 (May- Jul)

DH - Leading the nation's health and care

Objective: Signpost London-based colleagues to information needed to support the move to 39VS and showcase the new building to all DH staff 

Communications Activity:

39VS open days for all DH staff / QH design development workshops

Video content of spaces being built posted on the intranet (time lapse video TBC), supported with posters containing QR codes (TBC)

Estates team to engage with SCS re recruiting champions 

Briefing information to be provided to SCS via Leadership events, Manager’s Update and email (should then be cascaded to their teams)   

Intranet articles and guides outlining key information needed by relocated colleagues  

Intranet blogs from key stakeholders with 39VS development updates 

Supporting posters with key messages re ‘clean up’ 

Measurement: Attendance at open days, readership of intranet content and survey

Key project milestones during this period:

June – 39VS handed back to DH

July – 39VS consolidation and testing of equipment 

August – First colleagues move into 39VS
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DH - Leading the nation's health and care

Phase 3 (28 July) – Day 1 opening event 

Opening Event:

SoS to open the building with ribbon cutting (potential for celebratory decorations e.g. balloons)

Perm Sec to host all staff event: 

Include ‘Through the Keyhole’ type videos 

Building tours to be provided throughout the day by Workplace champions:

Includes treasure hunt where colleagues can find a token to win a prize 

Wall-art installed

Screens installed  

Intranet content including note from Perm Sec and 39VS interactive map 

Desk Drops:

39VS mini handbooks (including building information such as Fire Exits and key contacts)

Token gesture from ExCo (e.g. new lanyards for passes or key rings for locker keys)

Measurement:  Conduct a specific survey to assess the success of the move and engage via focus groups to gather learnings which can be applied to QH revamp  
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Phase 4 (Aug – Mar 2018)

DH - Leading the nation's health and care

Objective: Continue to raise awareness of the overall project by showcasing 39VS to demonstrate the wider benefits across the DH estate to all colleagues and highlight the coming changes in Leeds. 

Communications Activity:

Leeds specific plans to  be decided once evaluation of the 39VS move has been completed

Showcase 39VS by:

Continue open days – primary target non London-based colleagues

Blogs and video content for intranet from colleagues using new facilities 

Lessons learned exercise and creating plan for future improvements   

Key project milestones during this period:

September – February – QH building revamp 

March 2018 – QH revamp completed and colleague move into refurbished areas

Later 2018 – Repeat Leesman survey
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Our audiences

DH - Leading the nation's health and care

		Audience 		Think 		Feel		Do		How

		Leeds colleagues		That DH cares. Investment in the future.		Like they matter, equal footing. Positive about their environment.		Get involved, play a role and have a say.		Join the Workplace Reference Group (focus groups), read the blogs, digest the protocols and take action where needed.

		London Colleagues		A move out of RH was worth it.		Minimise pain. That change was well managed.		Get involved, play a role, have a say and follow instructions. 		Join the Workplace Reference Group (focus groups), read the blogs, digest the protocols and take action where needed.


		SCS		They were given all the support and material they needed. It was a positive experience for their teams.		Happy about their new environment. Positive, enthused, clear about the vision and type of organisation we want to be given the surroundings and tools supplied.		Stay corporate. Remember colleagues lead the programme and are not nameless faces. 		Be supportive. Attend their briefings, actively taking part. Make sure you know what you need to do and when. Stick to the script and mean it. 
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What is an Activity Based Workspace? 


Organisation of the workplace into a range of shared spaces designed for different work activities. Staff choose the 
most appropriate work setting for the task they are currently undertaking. This goes beyond role based profiling into 
activity based profiling. 


\ 


\ Formal 
Collaboration 


Task Desks 


Quiet Desks 


Definition 


Standing 
Desks 


Informal  
Collaboration 


Touchdown  
Table 


Social Space 


Project Table 


Individual Spaces Collaboration  Spaces 


Same physical 
space 







Quiet 


Task 


Anchor Point—
Workplace and 
Transformation 


Print 


Standing 


Example Floor split by ABWs 


Project/Touchdown 


Anchor Point—
Human Resources 


Informal   
Collaboration 


 The layout is designed 
to create flows around 
the building that     
minimise foot traffic in 
task/quiet areas 


 The Social Space is a 
large area of informal 
collaboration furniture 







Project Table — A open table space where staff can spread out papers and information to work  
together on projects and collaborative work over prolonged periods in a shared space 


Touchdown Table — A table where staff can ‘touchdown’ to do short bursts of work in between  
other activities with minimal time to get setup and working. 


Task Desks — Traditional desks with monitor, keyboard and mouse where staff can work for long peri-
ods of task based working such as document writing or other solo content creation. 


Standing Task Desks — Traditional desks with monitor, keyboard and mouse where staff work for  long 
periods of desk based working but designed to be used while standing to give staff the opportunity 
to vary their posture in the office. 


Quiet Task Desks — Traditional desks with monitor, keyboard and mouse where staff can work for  
long periods of desk based working that requires intense concentration with additional acoustic 
screening and features to create quiet spaces .  


Informal Collaboration/Workshop Space — A array of different furniture that supports staff in collabo-
rative meetings that do not require the privacy of a meeting room, the spaces will still have acoustic 
screening and offer some degree of privacy. Some of the spaces may have workshopping tools. 


Formal Meeting/Workshop Space — Traditional meeting rooms with meeting room tables, audio     
visual equipment and other equipment to support meetings and workshops 


ABW List 


Social Space — This space has an array of furniture to facilitate collaboration and a focal point in the 
building for both business and social conversations.  The space will also be convertible to a large 
briefing space for all staff ‘Town Hall’ events. 


Furniture Option:  
Orangebox 
Yawl Library Table and 
Ramsey Seats 


Furniture Option—
Flexiform Pico Back to 
Back Bench Desks 


Furniture Option—
Additions tables, raised  
Pico, Hench or S/S Jot 


Furniture Option—Cove 
ST20 or Pico with addition-
al screening 


Furniture Option—
Flexiform CWTCH, AftD 
and Cove 


Furniture Option—
Flexiform Additions Tables 
and X chairs 


Furniture Option— Obvio 
Flip Tables and Orange-
box 







ABW Images 


Formal Meeting Space Task Desks 


Touchdow
n and Project 


Table 


Inform
al Collaboration 


Standing Task D
esks 


Q
uiet Task D


esks 







Social Space 


 







Enclosed pod with whiteboard 
Purpose:  
 
Make and Model:  
Orangebox Cove 
(COL30) 
 
IT: N/A 


Open Collaboration Furniture 
Purpose:  
 
Make and 
Model:  
 
IT:  N/A 


Acoustic Media Sofa Pods 
Purpose: To absorb sound in the open plan 
and provide further infor-
mal meeting space 
Make and Model:  
Orangebox CWTCH  
media sofa 
 
IT: 40 inch LCD screen 


Large enclosed pod 
Purpose: To act as a larger informal meeting 
space 
 
Make and Model:  
Orangebox Away 
from Desk (AD87C) 
 
IT: N/A 


This space contains a variety of furnishings 
that will be designed to facilitate collabo-
ration and also create some quiet space 
within the office with strong sound absorp-
tion. This includes various enclosed soft fur-
nishings with features like built in in white 
boards. To build in write on space, digital 
display screens and whiteboards where 
possible. Power sockets to be available to 
plug in portable equipment. 


Collaboration Zone 


Collaboration Space 







Collaboration Space 
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Applying the identity
Creating professional and engaging communications  
across a range of applications
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Copyright and  
open access


Copyright statement


The copyright statement should be included in  
all documents on the reverse of the title page.


The copyright statement supports the  
Government’s commitment to opening up  
access to information created and held by the 
public sector and enabling its free re-use.


Through an easy-to-use process, a new licensing  
arrangement for re-using Crown copyright material 
has been introduced. This is known as the Open 
Government Licence and replaces the former 
Click-Use Licence arrangements used for Crown 
copyright material. You must use the following  
statement on all Crown copyright publications.


Copy, paste and edit the template below.


© Crown copyright [insert year of publication] 


You may re-use this information (not including logos) 
free of charge in any format or medium, under the 
terms of the Open Government Licence. 


To view this licence, visit www.nationalarchives.
gov.uk/doc/open-government-licence/  
or write to the Information Policy Team,  
The National Archives, Kew, London TW9 4DU,  
or email: psi@nationalarchives.gsi.gov.uk. 


Any enquiries regarding this publication should be 
sent to us at [insert contact for department].


This publication is available for download at  
www.official-documents.gov.uk. 


AND/OR 


This document is also available from our website 
at www.gov.uk/insert as appropriate.


Applying the identity


Department of Health
Richmond House
79 Whitehall
London
SW1A 2NS
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Accessibility Accessibility statement
The 1995 Disability Discrimination Act (DDA) 
states that all our communications should be 
accessible to the widest possible audience, 
including people with disabilities. 


Consider the following guidelines for different 
groups that may want to read DH publications 
and communications.


Users with learning and reading difficulties
The text needs to be simplified a little, using 
more symbols and pictures. Use audiotapes 
and videos. Consult support groups and 
individuals.


Users with hearing loss
Use written information for your 
communications. Additionally, consider working 
with carers or British Sign Language (BSL) 
interpreters. You can find more information 
about developing communications for BSL 
users by contacting:


Action on Hearing Loss
19-23 Featherstone Street
London EC1Y 8SL
Tel: 020 7296 8000
Textphone: 020 7296 8001
Fax: 020 7296 8199
E-mail: informationline@rnid.org.uk


Users with visual impairment
Use large bold print, at least 14pt or larger.


Use audiotapes, electronic text, the internet 
or Braille. Do not use a lot of reversed-out 
text and make sure the contrast between text 
colour and background colour is easy to read.


For more information on producing in alternative 
formats contact:


The Public Policy Unit
Royal National Institute of Blind People (RNIB)
105 Judd St
London WC1H 9NE
Tel: 01733 375370 – The Public Policy Unit
General: 020 7388 1266


The Public Policy Unit can provide independent 
advice about options available for developing 
new communications.


Users whose first language is not English
Use translated text from a guaranteed 
source where appropriate, for example local 
Ethnic Minority Community Groups. Certain 
languages are often spoken and not read, so it 
is important to check this. Where appropriate, 
use other media, for example audiotapes, 
videos and interpreters.


Please note that all publications produced 
through the Publishing Team are available upon 
request in different formats.


Applying the identity


Department of Health
Richmond House
79 Whitehall
London
SW1A 2NS
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Stationery Templates
We have produced a range of business 
templates for you to use. These can be found 
here: http://www.delphi.dh.gsi.gov.uk/delphi/
BusinessSupport/Reprographicsandstationery/
Letterheads/index.htm


Pre-prepared letterheads, minutes and 
agendas can also be found in Word.


To order business cards, please complete a 
business card template and send to Williams 
Lea at dhclientservices@williamslea.com


Business cards can no longer be paid for 
with the GPC card so you must raise a BMS 
purchase order to cover the cost.


To order compliment slips, please complete the 
compliment slips template and the Williams Lea 
form and send both to Williams Lea. You must 
raise a BMS purchase order to cover the cost.


Further information and forms can be found in 
the printing, stationery and reprographic pages 
on Delphi.


Applying the identity


Service/Team
First Address Line
Second Address Line
Town City Postcode


T XXX XXXX XXXX
E name.surname
@dh.gsi.gov.uk


www.gov.uk/dh


First Name Surname
Job Title
M XXXXX XXX XXX


Service/team 
First Address Line
Second Address Line 
Town/city Postcode	


T +44 (0)20 7000 1234 
F +44 (0)20 7000 1234


www.cabinetoffice.gov.uk


Author’s name
Position/title


D +44 (0)20 7000 1234
E employee.email@urlname.gov.uk


Recipient’s name
Position, company
Street name
Town
County/Country
Postcode


11 November 2011


Dear Recipient


Use this line to title your letter in Helvetica or Arial Bold (if required)


Ensure that you take care to lay your letter out as shown here. The letter style is to type in 10-12pt Arial 
regular, with 12-14pt line spacing, aligned left and unjustified.


The left-hand side of the letter should align with the first letter of the department/organisation name at the 
head of the paper. The left-hand margin is 30mm; the right-hand margin is 16mm.


Yours sincerely
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Presentations PowerPoint
It is important that we are consistent across 
all materials, including our presentations. 
PowerPoint templates have been developed 
for you to use for your presentations. 


When creating slides, use minimal text, adding 
colour and imagery to engage the audience. 
Text should always be aligned left, including 
headings.


An example of a title slide is shown below. 
PowerPoint templates are available from 
http://www.delphi.dh.gsi.gov.uk/delphi/ 
BusinessSupport/Publishing/Brandingand 
styleguides/Publishingtemplates/ 
DELPHI_100016725 


Internal colour printing resources are available 
from Reprographics.


Applying the identity


set at 44pt Arial
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Email signature In order to ensure consistency in all our  
communications, we have developed an  
email signature template. All staff should use 
this template to create their personal email  
signature. This will ensure a more unified  
image of the department. 


The template can be found on Delphi.


Applying the identity


James G Jones
Senior Communications Adviser, Strategy Team 
Department of Health, Richmond House, 79 Whitehall SW1 2NS 
E: james.jones@dh.gsi.gov.uk  M: 07777 123 456  T: 020 7276 0000
Follow us on Twitter@DHgovuk
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Exhibition and 
media stands


Pop up and pull up stands
At press conferences and policy launches, it 
is important that our banners are clear and 
concise in order to have maximum impact. 


The style illustrated below is taken from our 
reports and brochures, following exactly 


the same design principles of layout, colour 
and photography.


Always make sure that the title and key 
messages are within the top two-thirds of 
the banner, as messages at eye level are 
easier to read.


Applying the identity
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Contacts and  
artwork


For further information, please contact the DH Identity Helpline on 
020 7972 1501 or email dh.identity@dh.gsi.gov.uk


The helpline is open from 9.00am to 5.00pm, Monday to Friday.


Alternatively, you can contact a member of the branding team in the 
External Relations Directorate, who will be able to assist with any 
branding queries you may have and provide you with the correct artwork. 
Contact details can be found in the branding pages on Delphi.


All artwork and assets © HM Government






image4.emf
Annex C -  Chapter_1_DH_identity_guidelines_April_2013.pdf


Annex C - Chapter_1_DH_identity_guidelines_April_2013.pdf


Department of Health
identity guidelines
Leading the nation’s health and care


March 2013
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Introduction The Department of Health helps people live better for longer. We lead, 
shape and fund health and care in England, making sure people have the 
support, care and treatment they need, with the compassion, respect 
and dignity they deserve. 


A uniform branding strategy is being implemented across all government 
departments, with each adopting the widely recognised Royal Crest logo 
using their own unique brand colour. 


The change of logo makes it clearer to the public who we are and who 
we are accountable to, while providing government organisations with 
a consistent, unified and cost-effective approach to the creation of 
identities and branding. 


The new DH logo not only communicates the values and principles of 
the department, but those of the HM Government. It is therefore vital 
that we use and apply the logo correctly and consistently in all our 
communications. 


These guidelines outline how to adopt the new identity system correctly 
and how it should be applied in order to ensure consistency. 


For further help and advice, please contact the DH identity Helpline on 
020 7972 1501 or email dh.identity@dh.gsi.gov.uk


Identity guidelines
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HM Government The Department of Health is part of the larger HM Government family  
of ministerial departments. This relationship is reflected throughout  
government by placing the Royal Coat of Arms (or department- 
specific crests) at the heart of all department identities.


Identity guidelines
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Using the Royal  
Coat of Arms


The government identity system places  
the Royal Coat of Arms at the heart of  
HM Government’s visual identity. 


The Queen is Head of State, and the United 
Kingdom is governed by Her Majesty’s  
Government in the name of the Queen.  
The Royal Coat of Arms is personal to the 
Queen and, because of the constitutional  
relationship between the Sovereign and  
government, central government departments 
and their executive agencies and arm’s-length 
bodies (ALBs) are permitted to use the approved 
versions of the  Royal Coat of Arms.


They must, however, adhere to the principles 
specified by the College of Arms: 


• �The Royal Coat of Arms should not be 
used in isolation. It should always be used  
in conjunction with the department or  
organisation name.   


• �HM Government identities using the Royal 
Coat of Arms must adhere to the superior  
rule. The superior rule ensures that identities  
using the Royal Coat of Arms have  
prominence and authority. To achieve this, 
identities must be placed at the top of any 
communications, adhering to the exclusion  
zone illustrated on page 8. In certain cases  
it may not be possible to adhere to the  
superior rule, for example online or when  
co-branding, in which case the identity must 
have equal prominence to that of its partners.


• �The Royal Coat of Arms should be  
reproduced in black only, for consistency.  
In specific instances it is possible to  
reproduce the Royal Coat of Arms in a  
single colour, however, it should never be  
a metallic colour (silver, etc), as such colours 
have a Royal association.


• �The Royal Coat of Arms should not be  
used as a watermark or overprinted.


• �The official versions of the Royal Coat of  
Arms are not to be altered, distorted or  
modified in any way. 


• �Care should be taken to ensure that the Royal 
Coat of Arms within a department’s/ 
organisation’s visual identity is given 
due respect.


• �All the Department’s arm’s length bodies 
using the single government identity, 
such as Public Health England (PHE), are 
using the Department of Health’s brand 
colour (Pantone: 3268C). This makes our 
relationship clearer to the public and signifies 
that they are accountable to the department.


Identity guidelines
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The identity The way in which the three elements (colour 
line, symbol and name) work in practice is  
illustrated below.


Figure A shows the portrait lock-up for use on 
traditional media, for example print, stationery 
and banners.


Figure B shows the landscape lock-up for  
use online only.


The configurations shown below must never be 
altered; always use the identity artwork provided.


The identity artwork is available from the  
branding team at dh.identity@dh.gsi.gov.uk
The Department’s unique brand colour  
reference is:
Pantone: 3268C


RGB: (R1 G209 B174)


CMYK: (C90 M0 Y57 K0)


A.


B.
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Identity artwork 
and minimum sizes  


To ensure consistent legibility and clarity of  
the identity including the Royal Coat of Arms,  
there are several versions of each identity.  
In each version, the symbol has been refined  
to enhance its usage with certain media or  
at its stated size.


Maximum and minimum sizes refer to the 
width or height of the Royal Coat of Arms, 
not the identity as a whole. 


The identity’s application will dictate which  
version of the artwork should be used:


A. �Detailed artwork in which the large version  
of the Royal Coat of Arms is used for media 
that need the highest standards of  
reproduction. Minimum width of 20mm.


B. �Small artwork in which the reduced version  
of the Royal Coat of Arms is used for small 
printed items such, as business cards or  
for larger digital use. Minimum width of  
5mm or 60 pixels.


C. �Digital artwork in which the simplified version 
of the Royal Coat of Arms is used online 
or with mobile devices. For use at 30 to 50 
pixels high. 


A.


B.


C.
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Identity exclusion zone For maximum impact, the identity should  
always be used prominently and legibly,  
as illustrated in ‘Placing the identity’ on  
page 9. The exclusion zone ensures  
that the identity is not compromised by  
other elements.


The exclusion zone is a distance equivalent  
to the width of the Royal Coat of Arms around  
the identity (x in the diagram below). This is  
the minimum clearance; whenever possible, 
leave more space around the identity than the 
exclusion zone.


x


x x


x


x
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Placing the identity For consistent application of the identity, place 
it in the top left of communications wherever 
possible, using the measurements below. The 
measurements have been set this way as they 
work best visually while also adhering to the 
‘superior rule’ and exclusion zone guidelines.


These placement rules apply to both landscape 
and portrait format communications. For 
documents with a spine, we recommend that 
you leave up to an extra 5mm of space to the 
left of the identity, to ensure that it is clear of 
the binding.


15mm 12mm


12mm


A4 Landscape (not to scale)


A4 Portrait (not to scale)


15mm
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Identity sizes The recommended usage sizes for common 
formats are illustrated below. The width of  
the Royal Coat of Arms is used as the  
reference point, as it is consistent across  
the HM Government family of identities.


All the formats illustrated use the small artwork.


A3


A4


17mm


11mm


10mmDL/A5


Identity elements






image5.emf
Annex C -  Chapter_2_Identity_elements_April_2013.pdf


Annex C - Chapter_2_Identity_elements_April_2013.pdf


Identity elements
The building blocks for consistent and  
effective communications
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Colour palette A classic and broad colour palette supports  
the identity. Our primary colour is PMS 3268C. 


When using the palette, it is recommended  
that two complementary colours are selected 
for use with the primary colour as the foundation 
for a design. This can be enhanced with the 
use of other colours or tints from the palette  
in graphics, charts, tables, graphs,  
illustrations and photography. 


Ensure that you use the most cost-effective  
production process for any printed items. 


Always use the correct Pantone® colour  
references or their CMYK, RGB or web  
hex equivalents shown below. CMYK, RGB  
and web hex breakdowns are taken from 
Adobe Photoshop (Pantone® solid coated).


Identity elements


PMS 152c


C7 M66 Y100 K1


R229 G114 B0


e57200


PMS 186c


C13 M100 Y90 K4


R204 G9 B47


cc092f


PMS 208c


C33 M97 Y57 K25


R139 G35 B70


8b2346


PMS 298c


C66 M8 Y3 K0


R52 G182 B228


34b6e4


PMS 336c


C99 M35 Y73 K25


R0 G102 B82


006652


PMS 361c


C77 M2 Y100 K0


R46 G177 B53


2eb135


PMS 124c


C7 M34 Y100 K0


R236 G172 B0


ecac00


PMS 252c


C27 M69 Y0 K0


R205 G102 B204


cd66cc


PMS 267c


C84 M99 Y0 K0


R81 G38 B152


512698


PMS Cool Grey  10c


C62 M53 Y50 K21


R97 G98 B101


616265


PMS 3268c


C90 M0 Y57 K0


R1 G209 B174


00ad93


PMS 300c


C100 M58 Y5 K0


R0 G99 B190


0063be
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Typeface The typeface is Helvetica Neue. Selected  
for accessibility, it provides a contemporary  
balance to the heraldic values of the Royal  
Coat of Arms, reflecting a progressive  
organisation steeped in a rich heritage.  
The Helvetica Neue family is flexible with  
a wide range of weights which is essential 
when creating large, text-heavy documents. 


Alignment
Type alignment should be ranged left.


Character settings
Kerning must be set to optical, tracking at 0pt.


Support typefaces
For all digitally produced applications, such as  
websites or PowerPoint presentations, use  
Arial if Helvetica Neue is not available.


Identity elements


* Key weights for most applications


Helvetica Neue 45 Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
12345678910 ()!@£$%&


Helvetica Neue 25 Ultra Light
Helvetica Neue 35 Thin
Helvetica Neue 45 Light*
Helvetica Neue 55 Roman*
Helvetica Neue 65 Medium*
Helvetica Neue 75 Bold*
Helvetica Neue 85 Heavy
Helvetica Neue 95 Black
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Typography Consistent application of our type style and  
hierarchy reinforces clarity and professionalism. 
Illustrated below are the most common  
type styles used.


Whenever possible keep to these style sheets 
to ensure that the identity is used consistently.


Title
Subtitle


A heading
B heading/introductory copy


C heading


Body copy


•	 Bullet point text should have a hanging 
indent, as shown here.


1.	 Numbered text should have a hanging  
indent whenever spacing permits.


Title for charts, graphs, figures or tables


Captions and source information 


1	 Footnotes


1.	 Document title set at 38/42pt  
Helvetica Neue 45 Light.


2.	 Document subtitle set at 22/26pt  
Helvetica Neue 45 Light.


3.	 A heading set at 25/27pt  
Helvetica Neue 45 Light.


4.	 B heading/introductory copy set at 16/19pt  
Helvetica Neue 45 Light.


5.	 C heading set at 12/14pt  
Helvetica Neue 65 Medium.


6.	 Body copy set at 12/14pt  
Helvetica Neue 45 Light.


7.	 Bullet points set at 12/14pt with a 7mm  
indent in Helvetica Neue 45 Light.


8.	 Numbered text set at 12/14pt with a 7mm 
indent in Helvetica Neue 45 Light.


9.	 Chart and graph titles set at 8/10pt  
Helvetica Neue 55 Roman.


10.	Captions and sorce information set at 8/10pt  
Helvetica Neue 55 Roman.


11.	 Footnotes set at 10/12pt  
Helvetica Neue 45 Light.


1.


2.


3.


4.


5.


6.


7.


8.


9.


10.


11.







Department of Health  15Identity elements


Writing and  
tone of voice


The Department of Health helps people live 
better for longer. We lead, shape and fund 
health and care in England, making sure 
people have the support, care and treatment 
they need, with the compassion, respect and 
dignity they deserve.


Our core identity is based on this position, and 
all communications produced should reflect the 
following communication principles:


Objective and honest We are non-discriminatory and always act impartially and with 
integrity – our communications need to consider all views and 
be accessible to all audiences.


Responsible Being accountable to the public means that communications 
need to be reliable and informed.


Efficient Our communications should always be relevant and provide 
good value-for-money.


Supporting and enabling We are about facilitating the delivery of improved health and 
well-being – our communications need to be encouraging and 
constructive.


Modern We wish to be seen as a modern organisation – all 
communications should be contemporary and fresh.







Department of Health  16


Writing and  
tone of voice Make every word count


At the Department of Health, how we write is 
just as important as what we write. So, make 
yourself clear. Keep your writing concise. And 
engage the reader’s interest. Here are a few 
tips to help you on your way:


•	� Less is more: short, clear sentences are 
more engaging. Be careful though; too many 
short sentences can be monotonous and 
patronising.


•	� Use active verbs: put the thing or person 
performing the action before the verb in  
a sentence. For example, a passive verb  
reads: ‘The decision was made.’ An active 
verb reads: ‘I decided.’ The active forces 
you to be specific and makes your  
sentences come alive.


•	� Keep it simple: use everyday words in favour 
of the complex or unfamiliar. Use ‘read’, not 
‘peruse’. And use ‘help’ instead of ‘assist’. 
Avoid jargon that only Department of Health 
employees would understand, especially 
acronyms.


•	� Make it personal: use ‘first person singular’ 
wherever possible. For example, “I have...” 
or “I look forward to talking to you”.


•	� Always: introduce an acronym after referring to 
the full name e.g. Department of Health (DH).


Specific terminology
To reflect the modern personality we’re aiming 
for, please:


•	� Refer to the Department of Health as an 
organisation, not a government department, 
unless absolutely necessary.


•	� Abbreviate the Department of Health to ‘DH’, 
not ‘DOH’ or ‘DoH’.


Identity elements
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Graphs, charts  
and tables


Styling graphs and charts
The presentation of facts, figures and graphical 
information should be in a clear, simple and 
(whenever possible) engaging way. Complex  
information should be presented in a format  
in which it can be easily understood.


The pie charts and bar chart below illustrate 
how circles or bars filled with tints from the  
colour palette express key information in a  
direct, concise and professional way.
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Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Lorem ipsum dolor et seum 36.3% 44.4% 24.6% 24% 25%


Eramus et tu duis materim 30.4% 28.6% 6.8% 9% 18%


Sic er deu auris orem dolor 22.5% 33.8% 33.8% 26% 30%


Erunt Deus corpus sanctis 18.3% 21.6% 26.3% 9% 27%


Presidius est brutus  18.9% 9.8% 35.4% 27% 15%
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Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Lorem ipsum dolor et seum 36.3% 44.4% 24.6% 24% 25%


Eramus et tu duis materim 30.4% 28.6% 6.8% 9% 18%


Sic er deu auris orem dolor 22.5% 33.8% 33.8% 26% 30%


Erunt Deus corpus sanctis 18.3% 21.6% 26.3% 9% 27%


Presidius est brutus  18.9% 9.8% 35.4% 27% 15%
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Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Lorem ipsum dolor et seum 36.3% 44.4% 24.6% 24% 25%


Eramus et tu duis materim 30.4% 28.6% 6.8% 9% 18%


Sic er deu auris orem dolor 22.5% 33.8% 33.8% 26% 30%


Erunt Deus corpus sanctis 18.3% 21.6% 26.3% 9% 27%


Presidius est brutus  18.9% 9.8% 35.4% 27% 15%
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Graphs, charts  
and tables


Designing graphs and charts
Always place the title of the graphic under a  
1pt key line at the base of the chart/graph.  
The title should be set at 8/10pt Helvetica Neue 
Medium, and all other information should be set 
at 8pt Helvetica Neue Light, Roman or Medium 
depending on its emphasis.


As illustrated by the flow chart, line graph and 
table below, all graphics should (whenever  
possible) be created using tints of one colour 
from the colour palette. 
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Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Lorem ipsum dolor et seum 36.3% 44.4% 24.6% 24% 25%


Eramus et tu duis materim 30.4% 28.6% 6.8% 9% 18%


Sic er deu auris orem dolor 22.5% 33.8% 33.8% 26% 30%


Erunt Deus corpus sanctis 18.3% 21.6% 26.3% 9% 27%


Presidius est brutus  18.9% 9.8% 35.4% 27% 15%
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Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Lorem ipsum dolor et seum 36.3% 44.4% 24.6% 24% 25%


Eramus et tu duis materim 30.4% 28.6% 6.8% 9% 18%


Sic er deu auris orem dolor 22.5% 33.8% 33.8% 26% 30%


Erunt Deus corpus sanctis 18.3% 21.6% 26.3% 9% 27%


Presidius est brutus  18.9% 9.8% 35.4% 27% 15%
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Photography Photography should always be selected carefully 
and illustrate the themes of the document.  
Images should reflect real life.


• �Avoid using shots that appear posed, clichéd 
or staged.


• �Reflect our diversity by showing people 
from a mix of ethnic backgrounds, abilities 
and ages, including a cross-section of  
health and social care workers.


• �Use images where the subject is clear and 
the background uncluttered.


• �Ensure that you have the licensing and rights  
for all photography used.


• �Photography must be of high resolution 
(300dpi minimum at actual size of use)  
for printed material.


• �Photography can be reproduced in full colour  
or duotone, using the lead colour from the  
document and black.


• �A wide selection of photographs and 
illustrations reflecting the DH communication 
principles and identity are available through 
the NHS Photo Library. This can be accessed 
online at www.nhs.uk/photolibrary or  
www.nhs.captureweb.co.uk
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DH curve Our new visual identity is using the curves from 
our previous identity to create a new fresh look. 
It can be applied in a number of different ways 
as illustrated over the next few pages.


However, the curve should only ever be applied 
on the top right and bottom left corners for 
consistency and emphasis.
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Curved corner When used alongside our logo, as illustrated 
below, the curved corners have been set so 
that the proportions are consistent regardless 
of the media. 
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Curved corner When used as a graphic or decorative device, 
the use and size of the curved corners can be 
more flexible, as shown below. But, please try 
to limit the use of the curved corners as a picture 
box to front covers, websites and homepages.


‘�Highlight text  
or feature  
quote here’






image6.emf
Annex C -  Chapter_3_Publications_April_2013.pdf


Annex C - Chapter_3_Publications_April_2013.pdf


Publications
Designing clear and consistent communications 
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Online and  
social media


DH Digital Team
The DH brand applies to digital channels and 
communications used by, and created on behalf 
of, the Department of Health, including our 
content on GOV.UK, our blogs and social media.


For more information about creating new digital 
channels for the Department, please contact the 
digital team: http://digitalhealth.dh.gov.uk/about/


The digital team willl be able to provide advice 
about use of the brand in social media, including 
advice about optimising icons for use online.


A style guide has been created outlining the 
recommended style and tone of voice for all 
written content on GOV.UK. The style guide  
can be found here: 
https://www.gov.uk/designprinciples/styleguide


Applying the identity
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Documents Whenever possible, documents should be  
published digitally. This guidance is for both 
online and traditional publishing. 


Cover design
A simple design has been created for ease of  
use and cost-effective creation of documents,  
reports and papers. 


The key dimensions are specified below. 


All documents have a white border around 
them to allow for clear printing on office and 
home printers.


Applying the identity


12mm


15mm 10mm


10mm


10mm10mm
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Documents Cover typography
The structure of a document cover  
highlights content while retaining  
consistency. Recommended font sizes  
and weights are specified below. 


The key elements to each cover are: 


• the Department of Health identity


• the document title


• �the document subtitle, date/# tag or  
strapline if needed


• colour, image or graphic box.


The title can be placed over the colour  
box (A) or above it (B) if the box content  
hinders legibility.


Document title. 
38/42pt Helvetica 
Neue 45 Light 


Date or # tag set at 
12/14pt Helvetica 
Neue 45 Light 


A.


Applying the identity


B.
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Documents Templates
A range of new report templates have been 
developed for you to use when producing 
documents in-house. The templates and a 
‘how to’ guide can be found at: http://www.
delphi.dh.gsi.gov.uk/delphi/Newsandcomms/
Digitalaboutus/DHwebsitepublishing/
ElectronictemplatesDHwebsite/
DELPHI100016749


Applying the identity
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Documents Cover images
The use of photography, illustration or graphics 
can be introduced into the design layout to 
reinforce key themes or create impact, as 
illustrated below.


Applying the identity


Supporting hospitals to
become dementia-friendly
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Documents Layout grid
This grid provides an overall system for  
consistency while still allowing for flexibility.  
The majority of A4 documents will use two  
columns for body copy. 


The grid is divided into six columns for flexibility 
and ease of use when placing graphics, charts 
and photography in layouts.


Recommended grid dimensions and text  
hanging lines are specified below.


182mm


15mm


42mm


43mm


15mm 25mm


15mm


Applying the identity


A.


182mm


15mm


42mm


43mm


15mm 25mm


15mm


B.


Introducton text Vel idit quibus, offictum et doluptas samus debis 
atur? Periorem estint eaquatemqui nonsed que et quis re dipsaperum, 
aut qui cum faciet audic tem eum volupic aborro evellabo. Bea sunt 
fuga. Otatquiamus, omnimin cus nimet ullaborrum harumquibus rest 
alictempor audam essitatur?


Heading C
Si comnient reremolorem si officil moluptatius corro blabore ctempor porepelis aborest, non 
pligeni tiusanditat fugia non consed ulparia sum dicabo. Itatium ilis nis et et fugit hariataqui odi 
a sitatur sum illecestiae. Gitassita alis abo. Quia assimo blat pro voluptat tiusanditat.


Ant que peles am, con es molupta tectiae sequam rest, qui ut eaquias aut utem qui bernati 
issuntibeari am, quodissin rest, es nes diatia ditenecta voleseq uistiurerum qui cust, cus de 
nonsecto cus etur, si con et laborporero oditis ut prepe vit rerferunt et dolo to volessu ntibusa 
estibus nonserit quod et et, temporrum sitat pe voluption coraere paruntiis inus et eum 
voluptae vollicaborro earibusae laborio omnimusam que vene et quid moste se con provitia 
sum eum facimus torume cuptam ut expero con eat laborporero oditis ut prepe vit rerferunt.


At odipis rerum nonsed quis ulparum veruptas seque volupta doloreprent fugia quos qui odi 
reperi tem aut endeni ommoluptatem lamus, que solorum aut as earcius asperit liat reseque 
iumquo cus, sunto quatem estius iminctustrum incto cora volorae. Ost peruntent laborectium 
reptassum alibus alitatus rem nulpa qui ut inus sanimoluptur am ipsandi pidundame est lam 
vero es rem quiam vit ute odit officto tatur, necae.


Heading D
Enihit landenit, sit quam, ut minveli taecus poreper ionseque prae sinctias as con conserspere 
eum resequias sim ipis a aut peribea natur, eaquund itibear chicient quas vendae volorepro is 
dolore simagni idebita aut od et que laboria vitatur aut lam es as acculpa perem assedite pra 
dolupta et dis commolutem doluptur, volestint, culleni unt quamus, con peraerum ene consed 
eictatesto quibustotat ab int et latur?


Bit dolesti sint quam alitae. Totatqui as moditis vitatur aut lam es as acculpa perem assedite 
pra dolupta et dis commolutem doluptur, volestint, culleni unt quamus, vitatur aut lam es 
as acculpa perem assedite pra dolupta et dis commolutem eaquund itibear chicient quas 
vendae volorepro doluptur, volestint, culleni unt quamus, aut eliquiae perspis ut faccum abo, 
Bus, sed mos eveliquid ma veraepe libus.
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Documents Typographic layout and hierarchy
To help to organise the content effectively and 
consistently, we have a hierarchy of headings 
and subheadings, as shown here.


A heading – a chapter or section title; this is 
not required on every page but must work  
within the two column grid if used.


B heading/introductory copy – to highlight a  
starting paragraph. 


C heading – for primary subheadings in colour.


C heading – for subheadings in black.


Body copy – for the majority of content.


15mm


A heading.  
Chapter or section title. 
25/27pt Helvetica  
Neue 45 Light 


Running header. 
9/11pt Helvetica 
Neue 45 Light 


B heading.  
Introductory copy. 
16/19pt Helvetica 
Neue 45 Light 


C heading.  
Primary subheading. 
12/14pt Helvetica 
Neue 65 Medium 


C heading.  
Subheading. 
12/14pt Helvetica 
Neue 65 Medium 


Body copy. 
12/14pt Helvetica 
Neue 45 Light 


15mm 25mm


15mm


Applying the identity
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Documents Layout examples
The following examples show how to approach 
common layouts. White space is an important 
element of any layout, as it allows for ease of 
reading, while creating a clean and professional  
document. Body copy should be reproduced 
in black or dark grey. 


Headings, quotes or subheadings should be  
reproduced in a colour from the palette at 100%.   


A. Contents


B. Portrait, title and foreword


C. Text, pull-out copy, pie chart and boxed text


D. Plain divider page and chapter heading


Applying the identity


PMS 3005


C100 M39 Y0 K0


R0 G120 B201


#834cb1


PMS 2735


C95 M100 Y11 K2 


R34 G0 B144


#220090


PMS 2587


C62 M77 Y0 K0


R131 G76 B177


#0078c9


PMS 228


C44 M100 Y35 K20


R135 G1 B80


#870150


PMS 2617


C84 M100 Y23 K10 


R75 G17 B111


#4b116f


PMS 137


C0 M46 Y95 K0


R255 G162 B0


#ffa200


PMS 166


C2 M79 Y100 K0


R229 G83 B2


#e55302


PMS 378


C65 M44 Y100 K32


R84 G95 B25


#545f1d


PMS 348


C94 M18 Y90 K4


R0 G132 B68


#008444


PMS CG 10


C64 M54 Y47 K21


R97 G98 B101


#616265


PMS CG 3


C25 M19 Y19 K0


R202 G202 B200


#cacac8
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UK Growth 2010 to 2011 - %
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UK Growth 2010 to 2011 - %


North east


North west


South east


South west


Why sustainability is important for European countries


London


South east


North east


East midlands


West midlands


South west


North west


Scotland


Private Sector Growth 2009Public Sector Growth 2009


Flow Chart title


18%


10%


22%


50%


North east


North west


South east


South west


Public Sector Growth 2009


7%
7%


7%


29%


7% 7%
7%


29%


Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Meeting customer demands 36% 44% 24% 24% 25%


Regulatory compliance 30% 28% 6% 9% 18%


Environmental benefit 22% 33% 33% 26% 30%


Production/design efficency 18% 21% 26% 9% 27%


Competitiveness  18% 9% 35% 27% 15%


Predicted growth in manufacturing 2011


100%


80%


60%


40%


20%


Jan      Feb      Mar     Apr      May      Jun      Jul      Aug      Sept      Oct      Nov      Dec


A.


C.


B.


D.
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Documents Layout examples
The following layouts show the alternative 
higher hanging line for body copy in  
text-heavy documents.    


A. Pull-out quote set on a divider page


B. Full-page photography


C. �Boxed text, multiple photography and  
pull-out quote


D. Pull-out body copy, footnotes and bar chart


Applying the identity
PMS 3005


C100 M39 Y0 K0


R0 G120 B201


#834cb1


PMS 2735


C95 M100 Y11 K2 


R34 G0 B144


#220090


PMS 2587


C62 M77 Y0 K0


R131 G76 B177


#0078c9


PMS 228


C44 M100 Y35 K20


R135 G1 B80


#870150


PMS 2617


C84 M100 Y23 K10 


R75 G17 B111


#4b116f


PMS 137


C0 M46 Y95 K0


R255 G162 B0


#ffa200


PMS 166


C2 M79 Y100 K0


R229 G83 B2


#e55302


PMS 378


C65 M44 Y100 K32


R84 G95 B25


#545f1d


PMS 348


C94 M18 Y90 K4


R0 G132 B68


#008444


PMS CG 10


C64 M54 Y47 K21


R97 G98 B101


#616265


PMS CG 3


C25 M19 Y19 K0


R202 G202 B200


#cacac8
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North west


South east


South west


Why sustainability is important for European countries


London


South east


North east


East midlands


West midlands


South west


North west


Scotland


Private Sector Growth 2009Public Sector Growth 2009


Flow Chart title


18%


10%


22%


50%


North east


North west


South east


South west


Public Sector Growth 2009


7%
7%


7%


29%


7% 7%
7%


29%


Heading
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Proin in pharetra leo. 
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien mattis 
auctor vitae vitae justo.  


Second
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. Maecenas sagittis 
sapien eget sapien.


Third
Maecenas sagittis sapien 
eget sapien mattis auctor 
vitae vitae justo. Nam 
sapien nulla.


First
Vivamus a euismod purus. 
Donec tortor quam, semper 
sed viverra quis, consequat 
ut arcu. 


 UK  France  Germany  Sweden  Holland


Meeting customer demands 36% 44% 24% 24% 25%


Regulatory compliance 30% 28% 6% 9% 18%


Environmental benefit 22% 33% 33% 26% 30%


Production/design efficency 18% 21% 26% 9% 27%


Competitiveness  18% 9% 35% 27% 15%


Predicted growth in manufacturing 2011


100%


80%


60%


40%


20%


Jan      Feb      Mar     Apr      May      Jun      Jul      Aug      Sept      Oct      Nov      DecC. D.


A. B.
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Command Papers Production of Command Papers
When producing Command Papers, the first 
right-hand page must be to the specification  
(B and D) illustrated below. This should reflect 
the design of the front cover (A and C) in black  
and white, placing the Royal Coat of Arms in the 
top right corner while omitting the department 
identity. Please note, this is the only instance 
where the Royal Coat of Arms should be 
placed in the top right-hand corner. It must also 
include the document title, author’s title, date of 
publication, Command Paper number and price.


For further information on: 
• �Command Paper requirements
• �obtaining Command Paper numbers
• �guidance and support on producing and 


publishing Command, House of Commons 
and Un-numbered Act Papers, in addition 
to major policy documents and independent 
review reports, and;


• �copyright queries
E: official.publishing@nationalarchives.gsi.gov.uk
T: 020 8392 5218


Applying the identity


A.


B.


C.


D.
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Co-branding When co-branding with the NHS, the DH 
logo should be positioned in the top left-hand 
corner, with the NHS logo in the top right-
hand corner. Use the baseline of the DH logo 
to ensure the logos are aligned and of equal 
prominence. By always positioning the logos 
in this way, regardless of which organisation 


is leading on the publication, we can ensure 
consistency in all our joint communications.


If the NHS is leading on the publication, it 
should follow the NHS identity guidelines and 
visual style.


Applying the identity


15mm 15mm
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Co-branding When co-branding with one of our arm’s 
length bodies (ALBs), another government 
department or a non-departmental public body, 
the logos need to be applied as shown below.


If the DH is the lead, our logo should be placed 
in the top left-hand corner with the supportive 


logo immediately to the right of the DH identity 
(not forgetting the minimum exclusion zones).


Work produced by more than two government 
departments or agencies should always use the 
HM Government logo, as the Royal Coat of Arms 
must never appear more than twice on a page.


15mm


x x x
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Co-branding When co-branding with one external 
organisation, the DH logo should be placed in 
the top left-hand corner whenever possible. 
The external organisation’s logo should go in 
the top right-hand corner as shown below.


Use the baseline of the DH logo to ensure the 
logos are aligned and of equal prominence.


15mm 15mm
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Co-branding Work produced by more than two government 
departments or agencies should always use 
the HM Government logo, as the Royal Coat of 
Arms must never appear more than twice on a 
page. When using the HM Government identity, 
you should add a relationship statement to the 
bottom of the page outlining the organisations 
involved in the publication


However, when co-branding with a number of 
non-governmental organisations, the logos can 
be placed in a band on the bottom of the page, 
as shown below. Please observe the minimum 
sizes of each logo.


15mm 15mm15mm 15mm


Department of Health working with  
Department for Communities and Local Government and Public Health England 
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