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Brand guidelines

LogoS do’s

The #SEEDIFFERENT logo is the essence 
of the brand and must be presented  
in the correct way at all times, in  
order for the brand to retain its  
established identity.  

The Logo

The #SEEDIFFERENT logo consists of the # and the  
‘SEEDIFFERENT’ wording in the Bebas Neue Bold font.  
The careful and considered use of the #SEEDIFFERENT  
logo plays a vital role in ensuring brand consistency  
and presence.

Logo Usage

The relative sizing and positioning of the logo is 
shown above. The logo must always be reproduced  
in this set relationship. No other configuration or 
relative sizing of these elements is acceptable,  
unless specified in these guidelines.

Master Artwork 

The logo should never be redrawn and the original 
master artwork should always be used. Always  
ensure you are using the correct artwork for your  
application, an ai. or eps. file will generally yield  
the best results as these are vector formats. 

The minimum size of the logo in printed format  
should be 20mm and 150px for digital use
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LogoS don’ts

Don’t outline the logo Don’t flip the logo Don’t delete the # from the logo  

Don’t use a different font/retype the logo Don’t stretch the font Don’t add extra words/symbols to the logo 

#SEEDIFFERENT

Don’t shrink the logo so it is unreadable Don’t use the logo as an opacity Don’t bevel, emboss or add any effect to the logo   

Don’t bastardise the logo in any way, it should only be displayed how it is shown in these brand guidelines/supplied artwork. 
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Logo VARIANTS
There are a two acceptable deviations 
of the logo which are shown below. 
These may be used as a lockup for 
posters, leaflets or similar. 
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social media (As of March 2017)

Facebook

The profile picture should always feature the logo,  
so the Facebook user knows that they are on the correct  
page. The header image should be the #SEEDIFFERENT  
pattern as shown above, however this can be changed  
to feature a relevant upcoming event - but must  
remain within the #SEEDIFFERENT style.

Twitter

The profile picture should always feature the logo,  
so the Twitter user knows that they are on the correct  
page. The header image should be the #SEEDIFFERENT 
pattern as shown above, however this can be changed  
to feature a relevant upcoming event - but must  
remain within the #SEEDIFFERENT style.

Instagram  

The profile picture should always feature the logo,  
so the Instagram user knows that they are on the  
correct page. As of March 2017, the profile photo is  
circular, therefore the wording must sit inside the 
circle and must remain legible. 
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LogoS to include
Primary

Secondary (These should always be contained within a white box or on a white background)

Primary Reversed out

This project is funded through 
the Greater Manchester 
Apprenticeship Hub City Deal

This project is funded through 
the Greater Manchester 
Apprenticeship Hub City Deal



Colour provides a strong visual link  
to the brand identity. 

These colours serve as the brand  
colours for print, electronic and  
other applications. To ensure  
consistent representation of the  
brand identity, always use high-quality 
vendors and reproduction methods.

PANTONE
7678c

CMYK
70/80/9/1

RGB
107/71/142

PANTONE 
Warm Red c

CMYK
0/83/73/0

RGB
233/71/0

PANTONE
7424c

CMYK
1/84/16/0

RGB
232/69/131

PANTONE 
7455c

CMYK
84/64/0/0

RGB
60/93/168

PANTONE 
158c

CMYK 
0/64/91/0

RGB
238/117/35

PANTONE 
7710c

CMYK
76/11/29/0

RGB
9/165/181

colour palette



Typography

An example of how  
a heading should look
This is an example of how the body copy should look. 
It will always appear smaller than a heading unless it 
is a pull out quote.

BEBAS NEUE BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890 !@£$%^&*

Arial Bold
ABCDEFGHIJKLMNOPQRST 
UVWXYZ  
abcdefghijklmnopqrstuvwxyz
1234567890 !@£$%^&*

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
1234567890 !@£$%^&*

Body Copy Font  
(Copy should be White or 90% Black)

Example

Fira Sans Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
1234567890 !@£$%^&*

AN EXAMPLE OF HOW  
A HEADING SHOULD LOOK
This is an example of how the body copy should look. It 
will always appear smaller than a heading unless it is a 
pull out quote.

These are the fonts you should use on any printed or online materials:

These are the fonts you should use in Powerpoints, Word documents, email and online:

HEADER FONT



imagery
The imagery for the #SEEDIFFERENT 
campaign focuses on the individual 
and how they appear currently, shown 
on the left hand side. On the right hand 
side they are transformed into their 
dream role. A white dividing line is 
placed down the middle, encouraging 
viewers to do a double take and to  
‘see different.’

From left to right, starting at the top:

Lois -  Apprentice Member Services,  
Department Assistant,  
The Co-operative

Jay -  Apprentice Sports Development 
Officer, Salford Red Devils

Daniel -  Apprentice Funeral Director,  
The Co-operative Funeralcare

Jamie -  Management Apprentice,  
Aldi

Louise -   Apprentice Engineer, 
BT Openreach

Olivia -  Marketing Apprentice, 
Marketing Manchester 



branded collateral

click here to watch  
the full showreel

Business cards

Video showreel

Website

BadgeGay Pride Float

Sunglasses

6 Sheets



tone of voice
There are a huge number of  
apprenticeship campaigns around as 
the government continues to promote 
the agenda, but many of these are dry, 
uninspiring and address just one set 
of stakeholders. See Things Differently 
is different: it is fun, informative and 
actively challenges perceptions. 

These guidelines are to help you write 
copy that allows you to communicate  
in the most effective way with each  
of our four core audiences: young  
people, parents, employers and 
schools/colleges. 

Young People:

Keep communications simple, clear and  
conversational in tone. Young people tend  
to switch off when faced with too much  
information or when they feel they are  
being addressed in an overly informal tone, 
so conversational and inclusive language  
can be the key to engagement. 

We want to inspire, which means that our 
tone of voice needs to create a buzz; young 
people need to feel like they will be part of 
something big and purposeful by taking on  
an apprenticeship.

Parents:

Parents and carers want their child to have 
the best possible start in their career and 
need the relevant information at their  
fingertips to be able to help their child  
make an informed choice. With that in  
mind, it is important that our tone remains  
challenging but informative, showcasing  
apprenticeships as a viable first choice  
option for young people.

Employers:

Tone of voice should be straight talking  
and informative. Employers want the facts. 
They want to hear the benefits of hiring an 
apprentice in a clear and informative way  
that shows just how simple it is to get  
on board.

Schools & Colleges: 

Schools & Colleges need plain speaking  
information that can easily be transferred  
to the school environment, so keep it  
concise and informative. As with young  
people, language needs to inspire and be 
powerful enough to challenge the status quo.




