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transforming
lives for good
Transforming Lives for Good

Education can often be the last thing on a child’s
mind when faced with tragic events in their life.
Difficult circumstances such as bereavement, family

TLG is a national charity that “helps Churches to bring Hope
and a Future for struggling children.” That means getting
alongside struggling children, providing practical support
in and out of school, connecting with home to bring hope
and a future.
Our heart and vision is still the same as when we started;
for churches to get alongside struggling children, providing
practical support in and out of school and bring hope and
a future. We are all about helping churches to reach out to
some of the most vulnerable people in our society – those
that are seen as the last, the least and the lost. Children
that are coming to terms with what it means to be “in the
care system”, young people living with a parent in prison or
those that simply worry each day where their next meal is
going to come from.

breakdown, poverty or being in the care system can
have a devastating effect on a child’s life both now and
in the future.
But there is hope.
TLG intervenes to support children, families, schools
and churches across the UK. Ranging from one to one
support for children beginning to show signs of struggle
in school to helping young people and families in the
midst of exclusion, in all our work lies an unchanging
resolve to transform lives for good.
To help us with this mission, we need to communicate
with our audiences effectively. Our brand is one of our
most valuable assets to us as a charity in doing this.
Please use these guidelines to help you maintain and
strengthen that brand. Consistency makes us more
identifiable, more memorable, and encourage more
people to donate, volunteer or partner with us.

Our logo
our most
valuable asset

TLG
Our logo

Our logo

L A N DSCAPE LOGO (prim ary)

Our logo is the main way of communicating the TLG brand.
It is vital that everyone uses our logo consistently to ensure
it is instantly recognisable in all communications.
The logo features our full name, ‘Transforming Lives for
Good’. The logo should appear in all our communications
and always be used in a way that is clear and legible.
The icon is a stylised graphic interpretation of a set of
books to represent education, learning and knowledge. The
one central book on an angle - known as the ‘wonky L’!
-

helps represent our support of individuality and that

when attending TLG mistakes are OK.
There are 2 versions of the logo; a portrait version and a
landscape version.
While the landscape logo is our preferred version, please
use the logo that is most suitable to the space available
and format of the material you are creating.

PORT RA IT LOGO (secondary)

TLG
Our logo
1.

Our logo: colour

2.

The main TLG logo/s should only appear in the following
colour combinations:
1. Full colour (using only the specified colours)
2. Full white on black or dark background
3. Black for one colour black & white printing

3.

A version of each of these logos can be obtained by
contacting Gemma Parker at gemma.parker@tlg.org.uk

L OGO COL OURS:

TLG Green
Pantone 367 C
CMYK: 41, 0 68, 0
RGB: 164, 214, 94
HEX: A4D65E

TLG Teal
Pantone 7466 C
CMYK: 90, 0, 32, 0
RGB: 0. 173, 187
HEX: 00ADBB

TLG
Our logo

CL EA R SPA CE

Our logo: size
In order to ensure that our logo has a strong impact and
presence on every application, we have created a protected
area around it.
The grey area indicates clear space. This area must be kept
free of any other elements and is defined by the ‘x’ (equal to
the width of the first block of the icon).
Clarity is important when producing work across a range

MI N I MUM SI Z E

of communications, therefore we have a minimum width of
25mm to which the full logo should never drop below.
Note: The standalone TLG icon can only be used on a footer.
In this case, the strapline must be removed and the blocks
can then be dropped to a combined width of 15mm.

44mm width

25mm width

15mm width
(no name)

TLG
Our logo
1.

2.

3.

4.

5.

6.

Our logo: usage
When using the TLG logo, there are guidelines on how it
should be used and presented. These guidelines apply
to all forms of communication, including print, web
and digital.
1.

Do not swap the colours within the logo

2.

Do not re-colour the logo

3.

Do not stretch or alter the dimensions of the logo

4.

Do not seperate the elements of the icon

5.

Do not rotate or reflect the logo

6.

Do not change the logo font

7.

Do not place additional elements within the
protected area

8.

Do not use the logo on coloured backgrounds
with insufficient contrast

9.

Do not place the logo on photographic
backgrounds with insufficient contrast.

transforming
lives for good
7.

8.

news!

9.

TLG
Our logo

Current logo - rounded edges, new colour palette and new font.

Discontinued versions
TLG has been through a lot of changes over the years
and, with this, so has our logo and registered name.

Do not use: The Lighthouse Group - incorrect name

There are a number of historical versions of our

logo and name that we must NOT use, as shown
opposite. Please be vigilent by removing any

instances of these from existing documents and

replacing them with only the current logos supplied
on Sharepoint or by the Communications team.

Do not use: TLG The Education Charity - incorrect name

If you discover a document using old branding that

you do not own or cannot personally update, please
notify the team that own the document, or speak to
the Comms team.

Do not use: Transforming Lives for Good - sharp edges,
old colour palette and old font.

Typography
say it with style

TLG
Typography
POPPI N S L I GH T

Our primary font
Typography is an important device within our corporate
materials. The use of a clean and flexible font for text
and headlines provide a clear message about TLG.
The Poppins font family is the primary typeface we use
in our communications and can be found in the TLG

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S REGUL A R

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

branding folder on Sharepoint. Alternatively, you can
download the font family online here:

POPPI N S MEDI UM

www.fontsquirrel.com/fonts/poppins

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S SEMI -B OL D

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

TLG
Typography

System fonts
If you are working on an internal document, or a document
that will be used by someone who may not have access to our

A RI A L REGUL A R

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

primary brand fonts, the fonts on the right should be used and
only on rare occasions.
A RI A L B OL D
For instance, Arial should be used within a Word document
that will be sent out to external users to fill in, but NOT within
a document that is professionally designed and/or printed.
Examples include Word documents created for families,
referrers or churches.
Please use only Arial in this instance as it is a system font,
available on all computers.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Colour
our visual
personality

TLG
Colour
PRI MA RY COL OURS:

Pantone:

Our core colours

Pantone

references

are

special industry specifications used by
printers on some projects. Designers
will use these to ensure exact colour
matches on branded materials.

Think of Easyjet. Thinking orange?
Think of Coca-Cola. Thinking red?
Used consistently and confidently, colour can be a powerful
visual shorthand for our brand. Our primary colours — and

TLG Green

Pantone 367 C

CMYK: 41, 0 68, 0
RGB: 164, 214, 94
HEX: A4D65E

teal, shown here.

for Cyan/Magenta/Yellow/Black the colours that combine to create

email, an online advert or a video,
you will need to supply or use RGB

colour palette has been developed to complement these.

colours. RGB stands for Red/Green/

These colours should be used sparingly.

Blue - the colours that combine to
create a digital display.

Please do not reproduce the Make Lunch or TLG logos in the
secondary colours. You can however use the secondary

create a slightly softer feel to long passages of text.

version of the colours. CMYK stands

RGB: If it appears on screen, be it an

In order to ensure we don’t become too boring, a secondary

Please note: written copy should be set to 80% black to

‘full-colour’, you should use the CMYK

what you see on a printed page.

the ones that represent TLG as a whole — are green and

colours with the Lunchbox icon.

CMYK : If it’s printed on paper and is

HEX: HEX codes are used by website

TLG Teal

designers in HTML, CSS, SVG, and

CMYK: 90, 0, 32, 0

represent colours.

Pantone 7466 C
RGB: 0, 173, 187
HEX: 00ADBB

other

computing

applications

to

Our secondary colours:
for professionally
designed artwork

TLG Turquoise
Pantone 3115 C
CMYK: 59, 0, 14, 0
RGB: 0, 193, 213
HEX: 00C1D5

TLG Pink
Pantone 7424 C
CMYK: 0, 90, 9, 0
RGB: 226, 69, 133
HEX: E24585

TLG Purple
Pantone 2725 C
CMYK: 76, 76, 0, 0
RGB: 104, 91, 199
HEX: 685BC7

TLG Orange
Pantone 164 C
CMYK: 0, 62, 95, 0
RGB: 232, 119, 34
HEX: E87722

TLG Blue
Pantone 2995 C
CMYK: 83, 1, 0, 0
RGB: 0, 169, 224
HEX: 00A9E0

TLG Bright Purple
Pantone 513 C
CMYK: 53, 99, 0, 0
RGB: 147, 50, 142
HEX: 93328E

We’ve added a wider palette to our core colours to
complement and soften our existing range. Together,
all the colours offer a greater level of flexibility, without
having to break away from the approved list.
The secondary palette is warm, friendly and fresh
in tone. The colours can be used freely to make our
communications more varied and engaging.
You may also use tints where required. While our palette
remains varied and flexible, please approach it in a
considered way and avoid using too many different
colours at once within materials.
It is important to note that these colours should never
be used in replace of our core colours as shown on the
previous page, most importantly in our logos. Please

also refer to your programme-specific colour palette,

found later on in this document for further advice on
what colours to use.

Photography
a picture paints a
thousand words

TLG
Photography

Photography
It is essential that we use photos that not only reflect our
day-to-day work with children, young people and families,
but do so in a way that captures TLG’s essence.
In both words and pictures, we like to project the positive
outcomes of what we do as a charity, rather than focus on
the issues we are tackling.
It is really important that children, staff, volunteers and
families represented in our photos reflect the diversity
of communities in which we serve and not misrepresent
them in any way.
We have a bank of photography for each of TLG’s
programmes, which can be accessed via Sharepoint. If
there is a specific photo you require, please contact the
Communications team.

Our programmes
All of our programmes are designed to grow
confidence, raise aspirations and unlock potential
providing building blocks for a better life.
Each of our four programme areas holds its own
identity, each with it’s own logo and sitting within
an agreed colour spectrum.

As such,
specific colour palettes, branding
Our
programmes

elements and approved images and production
treatments have been created.

the heartbeat
of TLG

TLG
Our programmes

Our programmes

TLG
Our programmes

TLG Early Intervention
The Early Intervention programme brings a practical
solution to support schools, children and families in
their community. It links church based volunteers
(coaches) with children that are struggling in life
and need someone to be there for them who will
listen, help and support them to become who they
have been made to be. The programme is about
spending time with a child to listen and let them know
someone cares and that there is a church community
that believes they matter. By 1 coach, spending at
least 1 hour a week with one child, we have seen
numerous examples through the programme where
this has had a dramatic impact on a child’s life. We
are continuing to see lives transformed as coaches
commit to an hour a week for a whole year.

TLG
Our programmes

Early Intervention:
our logo
The Early Intervention logo is unique to us so we need
to make sure we do everything we can to show it in
the best possible light. It is important that artwork is
only ever reproduced from files obtained from our
communications team.
As with all of our programmes, the shorthand TLG logo
must always be used in conjunction with the Early
Intervention logo and be present on all Early Intervention
communications. Please see the following page for the
logo and tagline, and the full colour palette.

TLG
Our programmes

Early Intervention:
logo usage

CL EA R SPA CE

Exclusion zone
To protect the clarity and visual integrity of the brand,
it has an exclusion zone. It must always appear
legibly on a background that is either a solid colour
or against an image with minimal content behind the
intended position of the brand.
The absolute minimum space that should remain
around the brand is illustrated. The space ‘x’ is defined

MI N I MUM SI Z E

by the width of the TLG bars. This system means that,
no matter how large or small the brand is scaled, this
space can be calculated with ease.
Minimum Size
Our logo is also designed to reproduce well at small
sizes however it should never appear smaller than
44mm in width.

44mm width

TLG
Our programmes

Early Intervention:
our logo strapline
The Early Intervention logo is unique to us so we need
to make sure we do everything we can to show it in
the best possible light. It is important that artwork is

Early Intervention
Strapline

One coach,
onecoach,
child, one
week
child, one
onehour
houra a
week

only ever reproduced from files obtained from our

Pantone 2995 C
CMYK: 83, 1, 0, 0
RGB: 0, 169, 224
HEX: 00A9E0

communications team.
As with all of our programmes, the shorthand TLG logo
must always be used in conjunction with the Early
Intervention logo and be present on all Early Intervention
communications. Please see the following page for the
logo and tagline, and the full colour palette.

One coach, one child, one hour a week

TLG
Our programmes

PRI MA RY COL OURS:
TLG Green

Early Intervention:
colour palette

Pantone 367 C

Pantone: Pantone references are

RGB: 164, 214, 94

used by printers on some

CMYK: 41, 0 68, 0

special industry specifications

HEX: A4D65E

projects. Designers will use these

TLG Teal

Pantone 7466 C

CMYK: 90, 0, 32, 0
Think of Easyjet. Thinking orange?
Think of Coca-Cola. Thinking red?
Used consistently and confidently, colour can be a powerful
visual shorthand for our brand. Our primary colours — and
the ones that represent TLG as a whole — are green and teal,
shown here.
In order to ensure we don’t become too boring, a secondary
colour palette has been developed to complement these.
These colours should be used sparingly.
Please do not reproduce the Make Lunch or TLG logos in
the secondary colours. You can however use the secondary
colours with the Lunchbox icon.
Please note: written copy should be set to 80% black to create

RGB: 0, 173, 187
HEX: 00ADBB
TLG Blue

Pantone 2995 C
CMYK: 83, 1, 0, 0
RGB: 0, 169, 224
HEX: 00A9E0

to ensure exact colour matches
on branded materials.
CMYK : If it’s printed on paper
and is ‘full-colour’, you should use
the CMYK version of the colours.
CMYK stands for Cyan/Magenta/
Yellow/Black - the colours that
combine to create what you see
on a printed page.
RGB: If it appears on screen,
be it an email, an online advert
or a video, you will need to

SECON DA RY COL OURS:
EI Pink

supply or use RGB colours. RGB
stands for Red/Green/Blue - the
colours that combine to create

Pantone 7424 C

a digital display.

RGB: 226, 69, 133

HEX: HEX codes are used by

CMYK: 0, 90, 9, 0
HEX: E24585

a slightly softer feel to long passages of text.

website designers in HTML,
CSS, SVG, and other computing
applications to represent colours.

EI Orange

Pantone 164 C

CMYK: 0, 62, 95, 0
RGB: 232, 119, 34
HEX: E87722

TLG
Our programmes
POPPI N S L I GHT

Early Intervention:
typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S REGULAR

Typography is an important device within our corporate
materials. The use of a clean and flexible font for text and
headlines provide a clear message about TLG.
The Poppins font family is the primary typeface we use in
our communications. Please contact Gemma Parker on
gemma.parker@tlg.org.uk to obtain this font, or you can
download it online here:

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S ME DIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S B O LD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

TLG
Our programmes

Early Intervention:
supporting assets
for designers
A brand is about a lot more than just a logo. We have several
supporting visual assets which we can apply to internal and
external documents to give them that ‘Early Intervention’ feel.
We use the little men in Early Intervention resources ONLY.
These illustrations and characters add extra personality, help
to highlight important areas or as a substitute for photography
when photographs cannot be used (for instance, if we don’t have
consent to use a photo).
These characters and illustrations must depict the full breadth
of activities that Early Intervention can offer - from craft to sport,
problem-solving to making music we must ensure we are varied
in our approach.
Please be aware:
•

Photography is priority: where photographic images are
available, please use these over Little Men characters. We
want our work to remain authentic and focus needs to be on
the children, young people and families we help.

•
•

Use them sparingly!

We don’t use the illustrations in combination with our logo.

TLG
Our programmes

TLG
Our programmes

TLG Education Centres
We believe that those born into poverty shouldn’t
have to remain there throughout their lives and exist
to support those that have fallen out of the system
or where their needs haven’t been provided for. TLG
Education Centres help local churches to work with
disadvantaged and excluded young people who are
at crisis point; children that have experienced such
issues as family breakdown, bereavement, drug
and alcohol abuse, bullying, poverty, gang culture,
mental or other illness, lack of parental support and
many other distressing circumstances. We partner
with churches across the UK, providing an intensive
programme to support 11 – 16 year olds in their learning
that would otherwise miss out on their education.

TLG
Our programmes

Education Centres:
our logo
The Early Intervention logo is unique to us so we need
to make sure we do everything we can to show it in
the best possible light. It is important that artwork is
only ever reproduced from files obtained from our
communications team.
As with all of our programmes, the shorthand TLG logo
must always be used in conjunction with the Early
Intervention logo and be present on all Early Intervention
communications. Please see the following page for the
logo and tagline, and the full colour palette.

TLG
Our programmes

Education Centres:
logo usage

CL EA R SPA CE

Exclusion zone
To protect the clarity and visual integrity of the brand,
it has an exclusion zone. It must always appear
legibly on a background that is either a solid colour
or against an image with minimal content behind the
intended position of the brand.
The absolute minimum space that should remain

MI N I MUM SI Z E

around the brand is illustrated. The space ‘x’ is defined
by the width of the TLG bars. This system means that,
no matter how large or small the brand is scaled, this
space can be calculated with ease.
Minimum Size
Our logo is also designed to reproduce well at small
sizes however it should never appear smaller than
44mm in width.

44mm width

TLG
Our programmes

Education Centres:
colour palette

Pantone: Pantone references are

PRI MA RY COL OURS:
TLG Green

Pantone 367 C

CMYK: 41, 0 68, 0
RGB: 164, 214, 94
Think of Easyjet. Thinking orange?
Think of Coca-Cola. Thinking red?
Used consistently and confidently, colour can be a
powerful visual shorthand for our brand. Our primary
colours — and the ones that represent TLG as a whole
— are green and teal, shown here.

HEX: A4D65E

complement these. These colours should be used
sparingly.
Please do not reproduce the Education Centre or TLG
logos in the secondary colours.
Please note: written copy should be set to 80% black
to create a slightly softer feel to long passages of text.

used by printers on some
projects. Designers will use these
to ensure exact colour matches
on branded materials.
CMYK : If it’s printed on paper

TLG Teal

and is ‘full-colour’, you should use

CMYK: 90, 0, 32, 0

CMYK stands for Cyan/Magenta/

HEX: 00ADBB

combine to create what you see

Pantone 7466 C

the CMYK version of the colours.

RGB: 0, 173, 187

Yellow/Black - the colours that

In order to ensure we don’t become too boring, a
secondary colour palette has been developed to

special industry specifications

SECON DA RY COL OUR:
Ed Centre Purple
Pantone 2725 C

CMYK: 76, 76, 0, 0
RGB: 0, 173 ,187
HEX: 00ADBB

on a printed page.
RGB: If it appears on screen,
be it an email, an online advert
or a video, you will need to
supply or use RGB colours. RGB
stands for Red/Green/Blue - the
colours that combine to create
a digital display.
HEX: HEX codes are used by
website designers in HTML,
CSS, SVG, and other computing
applications to represent colours.

TLG
Our programmes
POPPI N S L I GHT

Education Centres:
typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S REGULAR

Typography is an important device within our corporate
materials. The use of a clean and flexible font for text and
headlines provide a clear message about TLG.
The Poppins font family is the primary typeface we use in
our communications. Please contact Gemma Parker on
gemma.parker@tlg.org.uk to obtain this font, or you can
download it online here:

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S ME DIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
POPPI N S B O LD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

TLG
Our programmes

Education Centres:
Centre brandmarks
We have many TLG centres across the UK, each working to
bring hope and a future to children and families through
education.
We have created individual brandmarks for each of our
centres. These are to be used internally, and on external
communications that are specifically produced for that
centre, such as signage, letterheads and formal documents.
As with all of our programmes, the shorthand TLG logo must
always be used in conjunction with the each Education Centre’s
logo and be present on all Education Centre communications.
For a specific centre’s brandmark, please contact either the
Centre Manager or the Communications team.

TLG
Our programmes

TLG
Our programmes

TLG Make Lunch:
School holidays are not just a break from the classroom.
For many, they are also a break from hot meals. For the
thirteen weeks of school holidays, many children in the
UK will not eat a hot meal each day. At school more
than 1.2 million children who may otherwise go without
are eligible to receive free school meals. Outside of term
time though, free school meals are not available and
many are left without food.
This is where TLG Make Lunch comes in as the largest
network of holiday food provision as it provides food for
children and families on Free School Meals that would
otherwise go hungry during the holidays. During these
times, our network of churches open Lunch Kitchens
across the UK to provide free, healthy, cooked food for
children and their families. We believe that every child
deserves to eat a cooked meal every day.

TLG
Our programmes
L A N DSCA PE L OGO (prim ary)

Make Lunch:
our logo
The Make Lunch logo is unique to us so we need to
make sure we do everything we can to
show it in the best possible light. It is important that
artwork is only ever reproduced from files obtained
from the communications team.
As with all of our programmes, the shorthand TLG
logo must always be used in conjunction with the
Make Lunch logo and be present on all Make Lunch
communications. Please see the following page for
the logo and tagline, and the full colour palette.

L A N DSCA PE L OGO (prim ary)

TLG
Our programmes

Make Lunch:
logo usage

CL EA R SPA CE

Exclusion zone
To protect the clarity and visual integrity of the
brand, it has an exclusion zone. It must always
appear legibly on a background that is either a solid
colour or against an image with minimal
content behind the intended position of the brand.
The absolute minimum space that should remain
around the brand is illustrated. The space ‘M’ is

MI N I MUM SI Z E

defined by the width of the TLG bars. This system
means that, no matter how large or small the brand
is scaled, this space can be calculated with ease.
Minimum Size
Our logo is also designed to reproduce well at small
sizes however it should never appear smaller that
44mm in width.

44mm width

TLG
Our programmes

Make Lunch:
strapline
TLG Make lunch’s strap line is used to reinforce
our mission to fill the holiday hunger gap.
The strapline and brand logo each play
a unique part in communicating who
we are, so it is important that artwork is
only ever reproduced from files obtained
from the marketing team.
Please use only the provided logos with
strapline - do not try to recreate this yourself.
the strapline should site directly beneath the
logo, and centered.
When on white or light backgrounds, please
ensure that the strapline is produced in grey,
using the colour codes opposite. On solid colour
backgrounds, please use the white version to
ensure full legibility.

Make Lunch Strapline

Pantone Cool Grey 8 C
CMYK: 23, 16, 13, 46
RGB: 136, 139, 141
HEX: 888B8D

TLG
Our programmes
PRI MA RY COL OURS:

Make Lunch:
colour palette

TLG Green

Pantone: Pantone references are

CMYK: 41, 0 68, 0

used by printers on some

HEX: A4D65E

to ensure exact colour matches

Pantone 367 C

special industry specifications

RGB: 164, 214, 94

projects. Designers will use these

TLG Teal
Think of Easyjet. Thinking orange?
Think of Coca-Cola. Thinking red?
Used consistently and confidently, colour can

Pantone 7466 C

CMYK: 90, 0, 32, 0
RGB: 0, 173, 187
HEX: 00ADBB

represent TLG as a whole — are green and
teal, shown here.
In order to ensure we don’t become too
boring, a secondary colour palette has been
developed to complement these. These
colours should be used sparingly.
Please do not reproduce the Make Lunch or
TLG logos in the secondary colours. You can
however use the secondary colours with the
Lunchbox icon (see page ??).
Please note: written copy should be set to 80%
black to create a slightly softer feel to long
passages of text.

CMYK : If it’s printed on paper
and is ‘full-colour’, you should
use the CMYK version of the
colours. CMYK stands for Cyan/
Magenta/Yellow/Black - the
colours that combine to create

be a powerful visual shorthand for our brand.
Our primary colours — and the ones that

on branded materials.

SECON DA RY COL OURS:

what you see on a printed page.

Make Lunch Orange

RGB: If it appears on screen, be

CMYK: 0, 59, 80, 0

a video, you will need to supply

HEX: FF7F41

for Red/Green/Blue - the

Pantone 164 C

it an email, an online advert or

RGB: 255, 127, 65

or use RGB colours. RGB stands
colours that combine to create
a digital display.

Make Lunch Grape

Pantone 513 C

HEX: HEX codes are used by

RGB: 147, 50, 142

CSS, SVG, and other computing

CMYK: 53, 99, 0, 0

website designers in HTML,

HEX: 93328E

applications to represent colours.
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Our programmes

Make Lunch:
typography
All of these fonts are available free at www.google.com/fonts
If you are working with professional designers and creating

POPPI N S FAMILY

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

new collateral, the fonts on the right should be used. Chelsea

CH EL SEA MARK E T

Market is what we call a ‘display face’ which means it should

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

only be used for headlines and sub headlines. The Poppins
font family should be used for body copy, and is in-keeping
with the rest of the TLG brand.

TLG
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Make Lunch:
supporting assets
A brand is about a lot more than just a logo. We have
several supporting visual assets which we can apply
to internal and external documents to give them that
‘Make Lunch’ feel.
Examples of how they can be used are shown over
the next pages. These assets are available from the
marketing team.

TLG
Our programmes

Make Lunch:
supporting assets
Part of Make Lunch’s heritage is shown through
the use of the luncbox icon. The lunchbox was part
of the original branding when the charity began,
and can now be used as a supporting graphic on
Make Lunch materials.
It’s important to note that this icon DOES
NOT replace the TLG Make Lunch logo (see
previous page) on branded materials. It’s not a
requirement that you use the icon, but when you
do it must always be used in conjection with the
main logo.
It’s a fun graphic device that works well within
social media posts, on photography, or as a page
footer in long documents - as you can see on the
bottom of this document.

FILLING
THE HOLIDAY
HUNGER GAP

