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This is a guide to the fundamental
elements of our visual identity. The
following pages guide you through
these core elements. We ask that
you follow these guidelines in all
projects that you undertake, so that
consistency is built and maintained.
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Version 1.0

Section one
Our logo

Logotype

Scottish Canals logo
Clear Space
The exclusion zone
shown here applies
to all elements and
should be maintained
at all times.

Scottish Canals logo
Minimum size 20mm

Scottish Canals logo
Reversal
The reversed version of
our logo should be used
on backgrounds where
it offers greater contrast
than our primary logo.

Scottish Canals logo
monochromatic

Our logo is made with a single
logotype featuring no additional
marques or taglines.

The monochromatic
version of our logo
must only be used in
cases where full-colour
reproduction
is impossible.

Its application should be
approached the same way, whether
used on our own communications,
or those of our third-party partners.
The logo comes in two colour
versions, one in our primary
pantone 7460 and the other as
a white reversal. When deciding,
the version which the gives
greatest contrast to the intended
background should be used.
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Section two
Our tab

With the wave of development travelling all throughout
the network there will be a wide variety of resulting
Scottish Canals partner identities.
On materials where Scottish Canals is not the lead
brand, we’ve created a sympathetic, flowing
‘In association with’ tab which can be featured.
Unlike the primary logo, this marque can assume
the colours of the partner brand.

Examples of tab in use
by our partners

Scottish Canals tab
The qualifier text above
our logotype can be
updated as required.
For example
“in partnership’,
‘operated by’ and
‘with approval from’
are all acceptable.

Corners
To ensure maximum
compatibility with our
partner’s brands, the tab
can be used in all four
corners of materials.

Scottish Canals tab
Minimum size 25mm
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Section three
What not to do

Scottish Canals logo
Approved Version

Never…
Stretch or distort our logo.

Scottish Canals logo
Acceptable contrast

Never…
Apply artistic effects or
treatments to our logo.

Never…
Alter our logo’s colour
application from the
approved versions.

As a key part of our brand, our
logo should be used correctly and
consistently across all applications.
Always think about the logo’s
size in relation to the item you’re
designing or producing. If the
logo’s used incorrectly, it could
compromise or even weaken our
brand. Opposite are a few
examples of what not to do.

Never…
Use an alternative
typeface, or attempt
to recreate our logo.

Common mistake
The most common way to get it
wrong is to distort, or scale the logo
block incorrectly. If you’re applying
the logo to a new piece of material
you’ll need to re-size it with the new
format in mind, not just scale-up or
scale-down from a previous version.
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Scottish
Canals

Scottish
Canals

Never…
Display our logo in a way
that inhibits its visibility.
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Section four
Our colour
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PANTONE
7460c

PANTONE
367c
(366u)

PANTONE
Warm Gray 8c

PANTONE
1375c
(123u)

PANTONE
Warm Red

PANTONE
239

PANTONE
281

C:41 M:0 Y:68 K:0
R:164 G:214 B:94
Hex:A4D65E

C:17 M:24 Y:25 K:49
R:140 G:130 B:121
Hex:8C8279

C:0 M:45 Y:94 K:0
R:255 G:158 B:27
Hex: FF9E1B

C:0 M:83 Y:80 K:0
R:249 G:66 B:58
Hex:F9423A

C:16 M:82 Y:0 K:0
R:219 G:62 B:177
Hex:DB3EB1

C:100 M:85 Y:5 K:36
R:0 G:32 B:91
Hex:00205B
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C:100 M:6 Y:2 K:10
R:0 G:134 B:191
Hex:0086BF

Our new brand palette is made up of
two parts: our primary and secondary
colour suites.
Our primary colour is Scottish Canals
blue Pantone 7460c and is best
employed, as these guidelines show,
as a background or base colour.
In support we’ve also developed a
secondary palette reserved typically
for bringing vibrancy and a richness
to text pages and section markers.
To give our communications the
greatest flexibility, we employ light
and shade tints of each colour,
This increases our palette ten-fold
and provides a platform to create
a rich illustrative style.
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Section five
Our typeface

To make our internal and external
communications consistent and
instantly recognisable, we only use
two primary typefaces – FS Albert
(for print) and Arial (for screen).
No other typeface should be used.
Usage
• Regular and italic versions of
font available
• Available for both PC and Mac.
• Webfont, available
through Font Deck.

Typically FS Albert Bold, sentence case
left aligned is used for headings and
introductory text.
FS Albert Regular, should be used
for paragraph headings and
to emphasise words set
within text.
FS Albert Light should be used
for all body copy.

FS Albert
Extended character set

FS Albert
Thin / Regular / Bold

ÀÁÂÃÄÅÆÇÐÈÉÊË
ÌÍÎÏŁÑÒÓÔØÕÖŠ
ÙÚÛÜÝŸŽ
àáâãäåæçðèéêë
ìíîïłñòóôõöøoeþš
ùúûüýÿž
!?@&…«»“”[.,:;]
(- – —)#*/$£¥%™
©®×¦^\|/=±‹…›
{¼½¹¾²³}~¤¬°
ƒμ‰¶¿¡•<>§†‡
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100 Italic / 500 Italic / 900 Italic
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Hi,
i’m
Al...
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Section six
Our alternative typeface

We know there will be times when it’s not possible to use
FS Albert. So we’ve suggested a couple of substitutes
to make sure we’re not compromising on legibility or
accessibility.

Section seven
Typographic hierarchy

You should only ever use them on materials where FS
Albert is unavailable – such as emails or website body text.
They should not be used on external communications
being produced through a design, creative or print agency
– it’s their responsibility to stick to these guidelines and use
the correct typeface whenever possible.

Arial MT
Regular / Italic / Bold / Bold Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?@&…«»“”[.,:;]
(- – —)#*/$£¥%™

Typically used
on emails and
website body text.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?@&…«»“”[.,:;]
(- – —)#*/$£¥%™
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?@&…«»“”[.,:;]
(- – —)#*/$£¥%™
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?@&…«»“”[.,:;]
(- – —)#*/$£¥%™
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Example Title:
FS Albert Bold,
column-width
underline, 28pt
Left-aligned

Example Heading:
FS Albert Light, 21pt
Left-aligned

Establishing a hierarchy of messages helps us grab
people’s attention and hold their interest. Information
can be emphasised in a variety of ways – like colour, scale,
composition and weight. However, using too many of
these methods together will make the layout confusing
and the messages less effective. The main method we
use is scale.

Establishing hierarchy
in our communications
is very important.
It gives the reader more than one
entry point to the information
we’re trying to convey.

Example Sub-heading:
FS Albert Light, 15pt
Left-aligned

This allows them to quickly glance at
what’s being said and broadly decide
if it’s something they are interested
in and whether or not they want to
continue reading.

Example Pull-out:
FS Albert Light, 12pt
Left-aligned

Once they’ve made that decision
it’s up to us to make what’s being
said is as engaging and informative
as possible. We need to capture their
imagination as well as explaining to
them what’s on offer.

Example Body copy:
FS Albert Light, 9pt
Left-aligned

Lorem ipsum dolor sit amet,
consectetur adipisicing elit, sed
do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Ut
enim ad minim veniam, quis nostrud

exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore
eu fugiat nulla pariatur excepteur.
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Section eight
Our photography

Past

Present

Future

The style and subject matter
of the imagery we use is crucial to
conveying the right message. We
want our imagery to tell a story so
we must consider what’s being shot,
when, where and why, rather than
simply documenting an activity.
We have a library of imagery
spanning the past, present and
future of Scotland’s canals. When
selecting imagery for a project
consider the message that is to
be conveyed.
In most cases our imagery should
consist of four elements; the canal,
people, activity and stunning
environment.
To download hi-res images visit:
scottishcanals.co.uk/media-centre
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Section nine
Our illustrative style

The illustration style we use
for Scottish Canals is incredibly
flexible, allowing us to create
virtually any object or scenario –
from the beautifully simple to the
dauntingly complex – while still
maintaining a consistent look to
our communications.
The level of detail used in the
illustration is entirely dependent on
the object or scenario that’s being
created, the budget and timescales
we’re working to, and the desired
end result. But, regardless of its
complexity, our illustration should
always be bold, impactful, colourful
and engaging.
Colour
The colours used within the
illustration should in some way
reference those in our brand
palette, while our light and shade
tones can be used to give added
depth to our illustrations.

Illustration palette
These colours are soley
for use in illustrations.

In addition to the brand palette
we have created a supporting
illustration palette to give variery
of natural colours and skin tones.
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PANTONE
2975

PANTONE
354

PANTONE
349

PANTONE
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PANTONE
722

PANTONE
732
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Section ten
Lockup

Grid systems help bring order to the page – they’re
the foundation we use to build in graphics, text and
images in a consistent way. The Scottish Canals
grid is based on the Scottish Canals logo block and
its relationship to the overall size and format of the
document.

Portrait lockup

Landscape lockup

x
20%
x

3%
x

14%
x

2%
x

Scottish Canals
logo position
To help maintain
consistency across all
document covers, our
logo should always
feature in the top
left corner.

Creating cover grid (landscape)
1.	Resize the Scottish Canals logo
in proportion to the size of
the page.
2.	Reduce the logo block so
it’s 14% of the width of the
document – shown here as ‘x’.
3.	Duplicate the logo to create
12 columns, all spaced evenly
at 2% of the width of the
document.

Logotype size guide

Creating cover grid (portrait)
1.	Resize the Scottish Canals logo
in proportion to the size of
the page.
2.	Reduce the logo block so
it’s 20% of the width of the
document – shown here as ‘x’.

Cover

Dimensions (mm)

Logo width (mm)

A5 Portrait
A4 Portrait
A3 Portrait
A2 Portrait
A1 Portrait
A0 Portrait

148 x 210
210 x 297
297 x 420
420 x 594
594 x 841
594 x 841

30
42
61
85
121
166

3.	Duplicate the logo to create
eight columns, all spaced evenly
at 3% of the width of the
document.
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Section ten
Lockup

As highlighted in our typographic
hierarchy section, all document cover
titles should be set in left-aligned
FS Albert bold, while
‘scottishcanals.co.uk’ should be
included on all cover footers.

An area of clear space equivalent
to the height of our logo should
separate the logo and underlined title.
To ensure clarity, cover imagery
and illustration should be carefully
selected to maintain legibility of text.

For maximum impact the cover’s
large, underlined title should be as
short as possible, a limit of eight
words and a maximum of five
lines is recommended.
Landscape

Portrait

Document Title

Document Title

Document Title

Building
our future

Building
our future

Document Title

We’re
Changing

scottishcanals.co.uk

We’re
Changing

scottishcanals.co.uk

scottishcanals.co.uk

scottishcanals.co.uk
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Section eleven
Signage

We have a flexible approach allowing
individual areas and developments
on the canal to have their own
personality, encouraging and
supporting the creation of new
brands, while our own brand takes
a back seat.
As a result our own branded signage
should be kept to a minimum and
only used where absolutely necessary.
In some instances, such as
highlighting key offices, main
destinations plus any smaller
functional wayfinding applications
Scottish Canals branded signage
is necessary. Local wayfinding and
other route signage is not restricted
to the corporate style and is treated
individually, depending on budgets,
timescale and partnerships.

Safe zone
A safe zone border of
around 15% of the signs
width should be created
using multiples of the
60mm grid.

Welcome
Welcome
to the famous
to the famous

Structure
A 60mm modular grid has been
created which can be tailored
depending on the amount of
content required and the human
expectations for orientation and
navigation purposes.

Minimum sizes
Ensuring legibility of signage is
essential, there are some guidelines
which must always be followed
when creating new signage. For
main sections of copy, such as place
names and headlines, a minimum
x-height of 90mm must be used.
Passages of body text must have
an x-height no smaller than 15mm.
Where possible, keep line lengths
short, ideally no more than five
words per line.
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Neptune’s
Neptune’s
Staircase
Staircase
the UK’sthe
longest
UK’s stair
longest
lockstair lock
Cap height
x-height

Aa

Our opening
Our opening
hours
hours
are: are:
MondayMonday
– Thursday
– Thursday
8.30am 8.30am
– 5.00pm
– 5.00pm
Friday Friday
8.30am 8.30am
– 4.30pm
– 4.30pm
For out of hours
For out of hours
emergenciesemergencies
please call please call

0800 479
0800
947479 947
Find out more
Find
atout more at

scottishcanals.co.uk
scottishcanals.co.uk

scottishcanals.co.uk
scottishcanals.co.uk
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Section twelve
Uniforms

Scottish Canals have a broad selection of branded
uniforms with garments suitable for both office and
on-site use.

Section thirteen
Vehicles

Our vehicles are a highly visible element of our brand
and offer a good opportunity to incorporate both our
illustrative style and large, impactful tone of voice.

Embroidery should be used where possible but for larger
print and on waterproof garments print is suitable.
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Section fourteen
Stationery

Section fifteen
PowerPoint templates

If business cards are required for new colleagues,
contact the Scottish Canals Marketing Team to
commission approved artwork.

When creating PowerPoint documents, please make sure
the approved Scottish Canals PowerPoint template is used.
Additional items
For the creation of design and marketing items not
covered within these guidelines, please contact the
Scottish Canals Marketing Team, who will work with
you to ensure brand consistency is maintained.

Caledonian Canal Office
Seaport Marina
Muirtown Wharf
Inverness IV3 5LE
01463 725500
scottishcanals.co.uk
enquiries@scottishcanals.co.uk

Address

Telephone
Website
E-mail

Crinan Canal Office
Pier Square
Ardrishaig, Lochgilphead
Argyll PA30 8DZ
01546 603210
scottishcanals.co.uk
enquiries@scottishcanals.co.uk

Address

Telephone
Website
E-mail

Compliments

First Lastname
Job Title

Canal House
Applecross Street
Glasgow G4 9SP
0141 354 7501
07920 532800
scottishcanals.co.uk
steve.dunlop@scottishcanals.co.uk
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Address

Telephone
Mobile
Website
E-mail
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Section sixteen
Our tone of voice

What does this sound like?

“We’re making waves
in Scotland’s canals”
How we say things is just as
important as what we say – we
want all our written communication
to reflect the people that work for
us, that means we should be...
Passionate…
Scottish Canals is the representative
body for Scotland’s canals and
we should communicate our
professional knowledge and
expertise in clear, engaging ways.
Approachable…
Being approachable and open
means that our writing must be
easy to understand, even when we
are writing about more technical
aspects of Scotland’s canals or even
government legislation. We should
present ourselves as an organisation
that gets things done –
no fuss, no palaver.

“Boats, boots and
bikes – get ready for
a canal-side winter”
“Join us & celebrate
Scotland’s canals”

Experts...
We know what we’re talking about
but we don’t want our authority to
sound patronising - we are inclusive
not exclusive.
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Section seventeen
New brands

While we’ve gone to great detail to
make sure the Scottish Canals brand
is applied consistently, we’re also
committed to encouraging local
areas to flourish.
That means sometimes our brand
will take a back seat, allowing
individual areas and developments
on the canal to have their own
personality, while being under
Scottish Canals umbrella.
For further information on developing
new brands, please contact the
Scottish Canals Marketing Team.
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Thanks
for reading

Caledonian Canal Office
Seaport Marina
Muirtown Wharf
Inverness
IV3 5LE
Tel: 01463 725500

Crinan Canal Office
Pier Square
Ardrishaig
Lochgilphead
Argyll
PA30 8DZ
Tel: 01546 603210

Lowland Canals Office
Canal House
Applecross Street
Glasgow
G4 9SP
Tel: 0141 332 6936
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