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The Royal Society brand guidelines

The Royal Society has been established for
over 350 years. We are the national academy
for science in the UK and our Fellowship includes

some of the world’s most distinguished scientists.

Our mission is to promote science and its values,
to portray an energetic and forward-looking
Fellowship, that is ‘authoritative and expert’
whilst engaging and inspiring new audiences —
we have created a brand identity that will

enable us to do this.

Our brand is more than a logo. It’s all the things
that make us instantly recognisable. The following
pages guide you through the core elements of
our brand to help you to design and produce
compelling, engaging communications for

the Royal Society.

2 May 2016 v1.3

Introduction and contents

Our brand

Brand elements
Logo
Logo exclusion zone and minimum size

Printed material: square holding device
and grid system — introduction

Printed material: square holding device
and grid system — flexibility

Printed material: logo size and position
Our crest

Colour

Secondary colour palette

Typeface

Imagery

Royal Society Publishing

Our brand in action
Publications

Flyers

Graphs and pullouts

Trustee’s report

Website

Email template

Presentation template

Royal Society Publishing — journal covers

Royal Society Publishing — website

Contact



The Royal Society brand guidelines 2 May 2016 v1.3

Our brand
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Primary and secondary logo Bl‘and e|ementS

THE The elements shown here form
the basis of our brand identity.

ROYAL THE ROYAL SOCIETY The following pages give guidance
SOCIETY on how the grgng elegmen‘?s should

be used. We must protect the

elements of our brand identity
Primary colours Grid Typeface so that our communications look
Proxima Nova Light consistent, professional and reflect

Aa Bb CC our vision and values.
Aa Bb Cc
Aa Bb Cc
Aa Bb Cc

Secondary colours

Imagery

Please note that the photography used in our
brand guidelines is for illustrative purposes only.
The Royal Society does not have the correct image
rights to use these images in the public space.
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Stacked logo

THE

ROYAL
SOCIETY

Single line logo

THE ROYAL SOCIETY
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Logo

We have two versions of our
logo. The primary logo is the
stacked version and should be
used wherever possible to build
recognition of our brand.

The secondary single line version
of our logo should primarily be used
in the digital environment or when
space is restricted or visibility of the
logo is compromised.

For monotone print the logo is
available in black and white.

The logo has been uniquely crafted.
Never change or recreate it, always
use the original artwork files.

To request the logo, please send an
email to design@royalsociety.org

The following pages explain how to
protect and use our logo properly.
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Stacked logo exclusion zone Stacked logo minimum size

ROYAL
SOCIETY

LT —
bl X 20mm

Single line logo exclusion zone Single line logo minimum size

Y2 X

THE ROYAL SOCIETY

Y2 X | i
40mm
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Logo exclusion zone
and minimum size

The exclusion zone is defined

by the width of “THE’ in the logo,
illustrated here with the value ‘X
Please try to keep other graphics
and logos outside this area.

The minimum size for the stacked
logo is 20mm or 75 pixels.

The minimum size for the single
line logo is 40mm or 150 pixels.

Please always use the original
artwork, see page b.
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Grid and logo position

THE

ROYAL

SOCIETY
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Printed material
Square holding device
and grid system —
introduction

A flexible grid system has been
developed for use across all our
printed material.

Our primary logo has a fixed
position in the bottom left corner.
This consistent position increases
the strength and recognition of our
brand; it is vital that this is always
maintained. Please see page 9 for
a guide to setting the logo size and
page margins.

Our square is a flexible holding
device which always ensures
maximum visibility of our logo
against imagery.

The square isn’t fixed in size and
can expand from the anchor point
(bottom left corner) enabling it to
hold varying amounts of information.
See page 8 for further guidance
and page 18 for examples of this

in action.
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Printed material
Square holding device
and grid system —
flexibility

The flexibility of the square holding
device when used with imagery
creates a strong and consistent
look and feel. It also allows for
printed items to be tailored

to the content and subject matter.

For examples of our square holding
device and grid in action see
page 18.

Square holding device don’ts

Our logo isn’t square.

Don’t use it in the square
holding device when it is on
a solid background colour,
it is a device to ensure logo
visibility on imagery only.

Do not use more than
one square holding device
at a time.
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Printed material
Logo size and position

To ensure maximum visual impact,
our logo should appear at a
consistent size and in a consistent
position on all our printed materials,
as outlined below.

The size and position of our logo
and the page margin is determined
by the width of “THE’ in our logo,
illustrated here with the value “X..

Please use the recommended sizes
shown below.

Recommended size

Page size X=
A5 6 mm
A4 8 mm
210x210 8 mm

A3 10 mm
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2X

Founded in 1660,
is the independe
of the UK, dedica
excellence in scie

the Royal Society

t scientific academy
ed to promoting
nce.

172 X

Logo height

f—

Nuli 2 h
Nultius in-verpa

Take nobody’s word for it
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Our crest

The use of our crest underpins our
rich heritage and should always

appear in the bottom left corner on
the back of all our printed material.

The size of the crest is the height
of the stacked logo (see page 9 for
guidence) plus 1/2 X.



The Royal Society brand guidelines 2 May 2016 v1.3 "

Primary colours CO I 0 u r

We are a red brand. The Royal Society
red is Pantone® 200. Our colour palette
has been designed to complement
pe ROyl Secietyred fhe Royal Soclety stone the lead colour and to add depth and
c0 m100 y70 k14 c4 m4 y12 k8 vibrancy to communications. Red is
NS 2ozl a consistent thread throughout all

#D31245 #EDE7DD . .
communications.

The Royal Society stone, Pantone® 7527,
complements our red and supports
the heritage of our brand.

The Royal Society plum, Pantone® 209,
has been reserved for use on our
illustrations, see page 13. It enhances
both the red and stone colour palette.
It can also be used as part of the
secondary colour palette (see page 11).

Charcoal has been reserved for use

The Royal Society The Royal Society plum on typography — it ShOU|d never be

charcoal Pantone® 209 used as a block colour.

95% black c20 m 97 y40 k58

r51 g49 b50 111 g38 b61 The ratio of colour usage is indicated

#333132 #6F263D by the size of the squares shown
Primarily for use on here. Please refer to pages 18-24

Only for use on the Royal Society to see our brand colours in action.

typography [llustration style

Do not use tints of our primary
colour palette.

Please use the correct colours when
setting up artwork and make sure
that you use the colour breakdowns
specified here.
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Secondary colours SeCO n d a ry
colour palette

The secondary palette is a selection
of complementary highlight colours
that add a vibrant energy to our
brand identity. These are always
used in support of our primary
colours and should never dominate
or be used as a first introduction to
the brand.

The secondary colour palette can
be used more experimentally within
exhibition graphics, inside reports or
brochures, on quotes, pullout facts
\ and figures, and charts, graphs and

infographics.

Orange Pink Purple Blue Green Warm grey Tints of the Secondary colours can
Pantone® 144 Pantone® 219 Pantone® 248 Pantone® Process Blue Pantone® 369 Pantone® 408 . .

0 M55 y95 kO 0 M95 y0 kO 40 m100 y0 kO €100 m10 yO k10 €68 MO y100 kO 0 m10 y10 k50 be used if necessary. Try to stick to
1237 g139 b0 1218 g24 b132 165 g24 bl44 r0 133 b202 1100 g167 b1 151 g140 b135 round numbers when selecting tints.
#EDSBOO #DA1884 #A51890 #0085CA #64A70B #978C87

Please use the correct colours
when setting up artwork and
make sure that you use the colour
breakdowns specified here.
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Primary typeface

Proxima Nova Light and Light ltalic

Aa Bb Cc

ABCDEFGHIUKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890, 1?8 =+@#{JSE¢I¥%COV4Y2%4

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890.,“"1?& *=+@#{}£E¢ $¥ %0434

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean
lectus ipsum, elementum nec odio sit amet, sodales dictum arcu.
Sed id leo elit. Proin nec ligula sed est pretium tincidunt nec id nibh.
Nullam leo nisi, suscipit vel tristique quis, sollicitudin sit amet justo.

Duis sed suscipit lacus. Sed mattis magna vitae nibh interdum varius.

Nulla cursus risus in ullamcorper porta. Fusce at dignissim felis, ac
placerat enim. Pellentesque at leo ac ipsum posuere iaculis at vitae
nulla. Integer venenatis vitae mi et feugiat.

Proxima Nova Semibold and Semibold Italic

Aa Bb Cc

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890.,“"17&*"=+@#{}£E€¢$¥%°OVaV2¥4

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890.,“"1?&*=+@#{})£€¢$¥ % ©O V4 Y234

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean
lectus ipsum, elementum nec odio sit amet, sodales dictum arcu.
Sed id leo elit. Proin nec ligula sed est pretium tincidunt nec id
nibh. Nullam leo nisi, suscipit vel tristique quis, sollicitudin sit

amet justo. Duis sed suscipit lacus. Sed mattis magna vitae nibh
interdum varius. Nulla cursus risus in ullamcorper porta. Fusce

at dignissim felis, ac placerat enim. Pellentesque at leo ac ipsum
posuere iaculis at vitae nulla. Integer venenatis vitae mi et feugiat.

Secondary typeface

Arial Regular and Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890.,”1?&* =+ @#{}£€¢ $¥%®OV4Yo%4

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890.,“”1?2&* =+@#{}£€¢ $¥%®OYs"2%4
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Typeface

Proxima Nova is our corporate
typeface. It is clean, modern and
authoritative — clearly communicating
our narrative.

The preferred weights of Proxima
Nova are Light and Semibold.

For desktop-generated
communications or when
Proxima Nova cannot be used
then a ‘system font’ alternative,
Arial, can be used as a substitute.

The preferred weights of Arial are
Regular and Bold.
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lllustration

Royal Society collections
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Imagery

Imagery brings our communications
and brand to life. It should be
inspiring, beautiful, engaging and
relevant, communicating science
with a clear connection to the
modern world.

The range of imagery that can be
used is not restrictive; imagery
should be selected to support the
specific story being told. If the story
lacks a relevant photographic image
of the right quality or interest, then
the illustration style can be utilised
to bring that story to life.

Careful cropping should always be
considered and where possible
colours should complement and
support our colour palette to ensure
maximum brand impact.
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Photography by subject

Photography by context
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Imagery continued

15
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Fellows photography
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Imagery continued

16
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Our brand
In action
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Publications DES3400 DES3090 DES3757 DES3090

ﬁ Obseérving the Earth

N 7 Expert views o

Resilience to
extreme weather

THE .
ROYAL ROYAL
SOCIETY - E SOCIETY

-+ and echnologies.

Success stories

)

Robotics and ‘ Admis
autonomous systems &= 9= 11 July 20

Progr @ and speaker biogra

THE

ROYAI ROYAL
SOCIETY . v N 4 SOCIETY

ROYAL
SOCIETY

DES3630 DES3892 DES2932 DES3530
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Flyers

THE ROYAL SOCIETY

SUMMER
SCIENCE
EXHIBITION

30 June - 5 July 2015

A free, interactive exhibition of cutting edge scence,

covering 22 fascinating topics.
The Raysl Society

& = 9 Caritan Housa Tormac,
Lendon, SWIT SAG

royalsochety orgisummer-science

DES3510_9

The long road to
the Higgs boson —
and beyond

The long road to the
Higgs boson — and beyond

Communicating
with light

ROYAL
SOCIETY

DES3442 DES3641
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Pullouts Graphs
Research needs diversity
and diversity means diverse
people, living diverse lives
with diverse approaches and €28 S237

O

Tatal Income £75.1m
diverse experiences. T 700

“| dont think | could have done it Professor Ottoline Leyser
without myjob as a point of stability,

and my colleagues who covered for
me many times.”

sese0re

TOTAL EXPENDITURE

Cim
fo7m) €43m

=R Expenditure €71.3m
( ) -
s i

DES3660

“It has not been easy
juggling two careers
and family life, but with
a supportive lab and
very little sleep, it has
been possible.”

Prsteaiss Antons fans

DES3902
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Trustees’ report

Trustees’ report and
financial statements

For the year ended 31 March 2015

THE
ROYAL
SOCIETY

Supporting outstanding science

Sir Henry Dale Fellowships

and the

ch 2014, 18 Profe

achiew

2014 andon 3

Royal Soclety Professorship
Professor Matt Rosselnsky FRS

Matt leads & research group at the Unhersity
of Liverpocd that works to both enhance the
fundamental knowledge of physical and
chimical properies of new materials, and

to Improve the performance of matedals for
applications Including energy storage and
generation, communicaticns and catalyss

Your research looks at wide range of
possibilities relating to the chemical synthaesis
of new materials - are there arry areas that
have particularly excelied since the start of
your Professorship?

*Wa have developad new computationsl
echnicues that couphs with our experimental
work 1o acceserate the identification of new
materiais with enhanced properties. This has
alowed us 1o carry out the design of materats
with property combinations that have been

0 create — for examphe, &
materiad that combines ferromagnetism and

wery difficult

electrical polarization at room temperature.
Not only I thes a fundamental sciensific
challenge, it Is important for the development
of new infarmation processing and storage
technologhos.”

Has your Royal Soclety Research
Professorship enablod you o spend more
Hime on your research than would have been
possible without i?

“Rt has been extremely important in allowing
me moee tima to work on rasearch, thaugh
bedore belng awarded the Protessersiip |
had agreed to be o panal member for the.
2004 REF which was pretty time-consuming,
athough interesting oo

Can you tell us about a typical day in the
Rossainsky Group lab™

“1am not sure there is a typical day In any
reseacch activity, but Mtense Aiscussion

of new data between group members,
engagement with collaborators and tryng 1o
find warys 10 fix critical Rerns that break st the
mMost Inconvenient time seam o be recurming
features.”

What challenges do you look forward to
solving in the future?

“The challenge of creating function in
materials by control of atomic and mokicular
amangements Is one of the outstanang
problems in sclence and | hope we can
continue to make contributions ta it. There will
be o “magic bullet” sohution because of the
FoMe 6 BOIh (AIIRSE MAtGNS Properos & thi
unit cell bevel and of materials processing to
modify those peoperties, rather the commursty
will davelop a toolki of solutions based on
fusing chemical and physical uncerstanding
with computation. We will focus on materials
for energy, catatysis and information storage
and processing.”
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Contact - KECMMW"

If you have any questions /M e & j /é pm///?

relating to these guidelines, s ¢7
please contact: - ..,:ﬁ{;mé Jue m;\u )

Karen Newman M’éf; %f / fﬁm,ﬂfé,

Design Manager

E design@royalsociety.org %}m hf;{/ / - -
3 - L AR
T +44 20 74512637 —— St

e T R




