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® The Brand

We want you to take this document as a
departure point for creating beautiful work
for The PHA Group. With it, you should be
able to understand the look and feel of the
new visual identity.

The same high standard should be applied
not only to the print and reproduction of the
communication, but to all aspects

of the business.

To create a strong and recognisable brand
which inspires employees, clients and
engenders brand loyalty, it is essential to
implement the rules presented in these brand
guidelines. It will ensure that applications will
be visually consistent and therefore

become recognisable as distinctly

The PHA Group.

This document also includes guidelines on
The PHA Group's tone of voice - how we
sound and how we behave.
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® The PHA Group

® Why

We're driven to deliver

® How

We thrive on high pressure targets, we
welcome metrics and measurement.

What

We are The PHA Group - an award-
winning independent public relations
and communications agency. Across
the many diverse sectors we serve we
provide an excellent service, we have
one thing in common: Vibrant people
who deliver.
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® Our Values Are

Energy
Tenacity
Creativity

Integrity

These are the values that guide our conduct
both internally and externally
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® Our Structure

Crisis and Reputation
Management

Digital Studio Technology PR

. ' . Sports and Fitness PR

B2B PR . G R u u p Third Sector PR

Influencer PR Public Affairs

Personal PR

Consumer PR Healthcare PR
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® Brand Voice Guideline

Confident

Assured, composed, thorough

Determined

Strong, passionate, inspiring

Dynamic

Influential, motivating, contructive

Approachable

Simple, friendly
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® Recommended

Refer to us as The PHA Group in the first instance.

Feel free to abbreviate to 'PHA’ thereafter.

Always use first person, referring to us as ‘we’ rather than referring ‘The PHA Group'.
Get straight to the point, be punchy and channel your inner headline writer.

Don't use superfluous words unnecessarily.

Consider your sentence order and put the customer first.

Use active not passive verbs.

Avoid using platitudes (lofty statements that don't mean anything).

12



Brand Guidelines

® Using The Brand Voice

Think Avoid

Is this how | would speak to a client? + Using too many platitudes
Would | understand this if | knew nothing + Using complicated jargon and
about the subject? Is this how | would distancing language

explain what | do at PHA to a person if

e Long sentences and words
we were sitting in a room together?

. . L Using slang
Is this exciting and inspiring —
would | choose to read to the end? * Dry copy

How do they know we are genuine?
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® Messaging samples
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Right

It's a difficult job to stand out from the
competition. Today's consumers are savvier
than ever and brand loyalty is hard won.
Consumers expect more from brands and
you should expect more from your PR
strategy, especially if you want to stand out
in what is an increasingly crowded market
place.

Right

We know reaching a wide audience of online
influencers is important for your business. Our
fully integrated campaigns ensure you reach
that audience and maximise your content.

Right

We plan and implement multi-channel
strategies

Wrong:

Do you want to stand out from the
competition and launch a consumer PR
campaign that really gets you noticed?
Consumers are more savvy than ever. They
want more from the brands they transact
with and will only be brand-loyal if you
regularly communicate and stand out in
what is a very crowded market place. The
PHA Group consumer team are experts, with
over 10 years of experience, in doing exactly
that for some of the UK's biggest brands

Wrong
‘We launch fully integrated campaigns so

that you can reach a wide audience of
online influencers'

Wrong

Our work involves planning and
implementing multi channel strategies
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THE PHA
@ GROUP

The PHA Group logo is the brand essence. The rules of
its usage have to be rigorously upheld to build strong
brand recognition, and it is imperative that The PHA
Goup brandmark is consistent across all of the brand
touch points. Under no circumstances is the logo to
be recreated in any way.
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® Logo Variations

@® Colours
THE PHA
@ GROUP

T i he i
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@® Logo Spacing

X

THE PRA

>XXX

X X Each logo has a predefined clearspace or ‘safe ared’
X as defined by ‘X' in each visual representation. X is
_r equal to half the size of the MAIN dot. The clearspace

exists to ensure maximum logo visibility and legibility.

The logo should always be allowed this clearspace to
ensure it 'breathes’ naturally across all touchpoints.
No external element should ever enter into the

logo clearspace.
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® Logo Usage

@® Correct

@® Incorrect

Brand Guidelines

THE PHA
@ GROUP

THE PHA GROUP

PHA

Shown are examples of correct and incorrect usage
of The PHA Group logo. If you are at all unsure about
a particular proposed usage of the logo, please
contact the Design Team.
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Unapproved Colour

Incorrect Angle
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Faded

Missing Elements

lllegible

Repetition
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® Typography

The PHA Group font family has been specifically
chosen to showcase our brand's personality.

The font family chosen is Gilroy. It contains 22 weights
and so is flexible for all situations.

This should be the only typeface used throughout the
company and it's outputs.

® Samples

HEADLINE

Sub Title

Body copy paragraph. Rum venihit landa incicep
rerferi voluptae niscia nulpa corro beaturempor
reperum ipsundam nus doluptatur.

+ Body copy paragraph

@® Examples of Typeface

Headline
Sub Title

Body copy paragraph. Rum venihit landa incicep
rerferi voluptae niscia nulpa corro beaturempor
reperum ipsundam nus doluptatur.

¢ Body copy paragraph

Gilroy Thin

Gilroy Medium

ABCDEFGHIJKLMNOPQRSTUVWXY/
abcdefghijkimnopgrstuvwxyz
0123456789

Gilroy Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
0123456789

Gilroy Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
0123456789
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® Color Palette

The PHA Group brand colors are chosen to support
the brand’s new outlook and messaging.

The primary colour is Light Blue.
The secondary colour Orange.

The Dark Blue is added to lend strength and stability.
This neutral color will also bind the palette together.

Together, these colors come together to ensure a
psychological impact on the minds of our clients,
and helps to reinforce our overall brand identity
and personality.

Brand Guidelines

73 R b
17
G 166
()
L : N
Light Blue Pantone: 2995 C
Hex: #04A6ET1
o R 253
60
G 130
100
o B 4
Orange Pantone: 151 C
Hex: #FD8204
96 R o
54
G 87
31
12 B 125

Dark Blue

Pantone: 308 C
Hex: #00577D



Brand Guidelines

Brand Collateral



Brand Guidelines

® Business Cards

The PHA Group
00

IHE FHH Vibrant people who deliver. Simple

Hammer House, 117 Wardour Street, London, W1F OUN
0207 0251 350
info@thephagroup.com

thephagroup.com
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Phil Hall

Chairman

117 Hammer House, Wardour Street, London, WI1F OUN
+44207 0251350

+44207 4400 786

philh@thephagroup.com

thephagroup.com
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® Letterhead
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Recipient Name

THE PHA
@ GROUP

The PHA Group

117 Wardour Street,
Hammer House,
London, W1F OUN

1JANUARY 2018

Address, City, Postcode

Dear Recipient,

To get started right away, just tap any placeholder text (such as this) and start typing to replace

it with your own.

Think a document that looks this good has to be difficult to format? Think again! To easily apply
any text formatting you see in this document with just a tap, on the Home tab of the ribbon,

check out Styles.

Styles in this document have been customized to match the text formatting you see on this
page. On the Home tab of the ribbon, check out Styles to apply the formatting you need with

just a tap.

Warm regards,
Joe Blogs

0207 0251350 | info@thephagroup.com | thephagroup.com
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® Folder

THE il
@ GROLP

The PHA Group

M7 Wardour Street,
Hammer House,
London, W1F OUN

1 JANUARY 2018

Recipient Name
Addess, City, Postcode

Dear Recipient,

To get started right away, just tap any placeholder text (such as this) and start typing to replace
it with your own.

Think a document that looks this good has to be difficult to format? Think again! To easily apply
any text formatting you see in this document with just a tap, on the Home tab of the ribbon,
check out Styles.

Styles in this document have been customized to match the text formatting you see oa

page. On the Home tab of the ribbon, check out Styles to apply the formatti

just @ tap.

Warm regards,
Joe Blogs

+44207 0251 350

thephagroup.com

info@thephagroup.com

Hammer House
Wardour Street
London
WI1F OU

thephagroup.com info@thephagroup.com
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thephagroup.com info@thephagroup.com

thephagroup.com info@thephagroup.com




Brand Guidelines

® Compliment Slip

i The PHA Group

IHE pHH Hammer House
17 Wardour Street

‘ E R" “p London
WI1F OUN

info@thephagroup.com
0207 0251 350

@® With compliments
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® Notebook
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® USBs

———————————————

_______________

———————————————

@ GROUP

_______________
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Back Front

v

enire
(opposite handle) 22mm
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® Email Signiture

3 Y- Calibri (Bo.. = |11 =+ A~ A~ Ag :

send Paste ; B I U obe X, x* ¥

To: lan Smalley

Subject:  Email Signature

Hilan
This is what an email signature will look like.
Thanks,

lames

James Hamilton-Martin MPRCA
Design Director

HEFI  H o ore oo
@ GROUP i HEP QR

-

Pictures

[CT)
Ei
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® Website

A f ¥ @ in| Qe Qoo
THE PHA About v Services v Work  Insights v Contact v

020 7025 1350
@ GROUP 02070251350

brant people who

deliver resui

Healthcare

=
L
Personal PR Consumer PR PR ﬂ

How to grow instagram for your  Why authenticity matters and
start-up how PR can help

Crisis &
Reputation
Management

2611 Jaruary 2018 | Elose Emley 16th December 207 | Suzanne Hoysier

——

Third Sector
PR

Technology PR

The complete guide to managing
your online reputation

Sport & Fitness PR

Find out more

{

Five legal tech apps disrupting The millenial issue: how
the legal market charities can connect and
. [BESTIN" LA theles 5
EVRLOVER  eve Sasmousm 2o B2B ik i ek
YEAR K 5 AWARDS 26 Jaory 201 | WToe 25 orucey 2008 | sy Frocick

The PHA Group
London PR agency &
award-winning company

I'm looking for... PR services

828 PR Personal PR We have a range of services to help your
every need. Vibrant people who deliver.

Consumer PR Public Affairs PR Simple

We assume you're here because you're looking for a PR company to

work with, but we understand that can be a confusing process. | here

are so many of us ~ how do you choose the right one?

Not sure what service you need?

Crisis and Reputation Sport & Fitness PR
% Call us on 0207 0251 350

Management

Technology PR
Iat's not haat around the bush: the PR industry is full of smooth talkers, Digital Studio
but you're worried about substance. That's where we stand out. Of

course, we can talk the talk, but our culture is all about delivering

Third Sector PR
Healthcare PR

results. Intiuencer PR
If you're looking for a tangible return on your investment you've come to
the right place.
We believe in an open, accountable way of working; we agree mutual ;
objectives when we start working with a client and set clear KPls to Updates SetlEBicnTnd we'l gRtEeiRYEU shortly
ensure;e/mest;them Optin here to receive great content updates from our team Al nams’ Email * Phons,
In the end, it's all about our people. We employ vibrant people who m
i First name *
deliver results. Simple.
Last name * Explore Connect Address
About Twitter The PHA Group
117 Wardour Street,
Email - Services Facebook Hammer House,
London,
Work: Instagram WIF OUN
Recruitment Google+ 0207025 1350
infoat
Contact Pinterest jiogipephoRiRtP com
management Youruba
H to grow instagram for your w s
<208 5944 VAT No. 8583857 6 Privacy & Coakie Policy Contoct UsStemop
Webste by The HA Group
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Any question please contact,
James Hamilton-Martin
Design Director
JamesHM@thephagroup.com

Designed By

PHA
@



