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How the brand 
28
works in action.
Real world examples.

Consultative40
process.

For Durham to play its rightful place at the forefront of
economic life as a great place to invest, live, work, study
and visit, all of its assets must be brought together as a
recognisable whole and project a consistent, clear and
coherent identity, differentiating it from the rest of the
country. Not just as a destination, but as a personality
in its own right, with its own story that communicates
the very essence of the county.

© Andrew Reeves
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The journey so far.

The challenge was to develop a consistent, clear
and coherent identity for Durham, differentiating
it from the rest of the country, with the aim of
changing the perception of the county with the
main audiences for economic success.
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Our challenge was to evolve the existing
and successful destination brand, this
is Durham, positioning the county as
a place to invest, live, work, study
and visit, ensuring a consistent, clear
and compelling identity is projected
for maximum economic success.

Broadening
our appeal.

An extensive research programme of the county’s stories was
carried out, which were grouped into themes for comprehensive
testing, with ‘light’ emerging as the strongest narrative.
A new story for the county was then developed - a unique one that
sets it apart from the rest of the country. Based on the essence of being
a place, it is underpinned by the ‘who’ and the ‘what’ of what makes
Durham the county it is today, where its future lies, providing sound
reason as to why people should invest, live, work, study and visit.
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Our story.

© Cain Scrimgeour
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Lighting up
our assets.
The county’s existing
tangible and intangible
assets, were woven
into the light narrative.

Location &
Connectivity

History &
Innovation

People

our shining spirit

Shining on our heritage,
inspiring our here and now and
illuminating our future

Vibrant
Loyal
Proud
Genuine
Laid back and friendly
Community minded
Spiritual enlightenment
Social heritage

Light to illuminate
Light to communicate
Light to improve health
Light to see the unseen
Illuminating academic research
Industrial heritage
Business stars
Bright student minds
Spirited workforce

lighting up days
and nights

Natural beauty
Dark Skies
Quality of life to live and study
Lumiere
Compact yet diverse
Durham City
Durham Cathedral
Durham University

place of light
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Durham’s assets each possess
appealing attributes.
NATUR AL B E AUTY
Green, unspoiled, fresh

PEO PLE
Friendly, inviting, honest, real

COMM UN ITY SPI R IT
Loyalty, allegiance, trust, pride

QUALITY O F LI F E
Laid back, safe, clean, space

These words describe
the county’s key brand values:

Genuine.
Authentic.
Sincere.
Understated.
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Durham is an inspiring place, where light
connects the county on so many levels
as a place to invest, live, work, study
and visit. Whilst shining on and shaping
our heritage, light inspires our here
and now and illuminates our future.
The concept of light flows deep - from
science, art and technology to business,
tourism and the beauty of our unspoilt
breathtaking landscapes. Our lush, open
countryside has inspired artists and
writers through the ages. The North
Pennines Area of Outstanding Natural
Beauty has more nationally recognised
Dark Sky Discovery Sites than any other
part of the UK, and the county is home
to celebrated scientists who strive to
shed light on the universe. Bright minds
thrive at England’s third oldest university
(and one of the World’s Top 100), whose
world-renowned research illuminates a
myriad of subjects. And thousands flock
to our world-famous cathedral to take in
the awe-inspiring sight and discover the
treasures within.
Investors and entrepreneurs find support
in a community that’s immensely proud
to attract so many leading lights. Work
is fired by a spirit of inspiration, where
world leaders in light-led technologies
and innovative companies use light to
communicate, light to see the unseen, light
to improve health and light to illuminate.

Here is a diverse quality of life as fast or
serene as you make it, a compact place,
from urban to rural, country to coast.
Our people are shining lights too,
with brains as well as brawn, always
welcoming with an understated, warm
and friendly character that can brighten
anyone’s day.
Possibilities shine bright in a culturally
rich county blessed with breathtaking
landscapes, award-winning attractions
and enthralling events that light up our
days and nights. Home to the UK’s largest
light festival, Lumiere shows Durham
City in a new light as the streets are
transformed into a nocturnal art trail.
We are focused, never dazzled. Filled with
positive energy, yet never over the top.
Light is real, honest and transparent,
not veiled or forced. Always authentic.
Always illuminating. Always inspirational.
This is Durham, Place of Light.
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How the brand Looks,
Thinks and Speaks.

4.1

Look. Our
visual language.
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4.1.1 The expression marque.

4.1.3 Colour.

The marque is used to
differentiate the county, bringing
all of its assets together as part
of a whole and projects the
overarching theme of light.

A primary and secondary colour palette has been created
that reflects the warmth and vibrancy of the county, its
people and all it has to offer, aligned to our themes and
stories, with the concept of light at its heart.

4.1.2 Durham’s fonts.

Durham
Light
Invest
Live/Work
Study
Visit
Meet

Based on a classical sans serif font, the clean lines
project a modern persona whilst the curved detailing
helps to create a friendly, welcoming tone.
Header font (Font licensed)

Durham
Sans Bold
Body copy (Font licensed)

Durham Sans Thin
Secondary font (if Durham Sans is not licensed)

Arial Regular
Arial Bold

PRIMARY COLOURS

SECONDARY COLOURS

302 C
CMYK 100-48-12-58
RGB 0-58-93
#003A5D

80%

60%

40%

716 C
CMYK 0-60-100-0
RGB 230-100-0
#E66400

80%

60%

40%

377 C
CMYK 35-0-100-30
RGB 98-133-0
#628500

80%

60%

40%

1675 C
CMYK 0-80-100-40
RGB 145-45-21
#912D15

80%

60%

40%

513 C
CMYK 50-100-0-0
RGB 120-24-123
#8D3C67

80%

60%

40%

200 C
CMYK 0-100-70-20
RGB 170-0-39
#AA0027

80%

60%

40%

3125 C
CMYK 95-0-25-0
RGB 0-161-192
#00A1C0

80%
80%

60%
60%

40%
40%

The expression marque should be produced in the primary colours in both
positive (colour on white) and negative (white out of colour) forms.
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4.1.4 Vibrant & engaging
photography.

4.1.5 Photography style.

Ambassadors are used
to communicate the
personality of our people.

High contrast, vibrant
images which will charge
any communications
piece with energy.

Generic images capture people in a reportage style.
Locations are captured in an imaginative manner.
Icons and details are viewed from unusual vantage
points to challenge and change perceptions.

They should capture the spirit, emotion and unique
character of Durham and should always be created
and selected with light in mind. The use of colour in
communications pieces should always complement
that of the selected image.

BEFORE

AFTER

BEFORE

AFTER

BEFORE

AFTER

BEFORE

AFTER
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4.2

Think.
What we
believe,
what we
stand for.

A place of light is uplifting, enticing,
inspiring, warm and welcoming.
To be enlightened is to be informed in
a surprising and enjoyable way.
The light dawns. We step into the light.
We take our cue from these positive
associations. Light makes the indistinct
clear, so we speak with clarity and vision.
Light is easy to read and understand.

We are focused, never dazzled. Filled
with positive energy, yet never over the
top. Light is real, honest and transparent,
not veiled or forced. Always authentic.
Always illuminating. Always inspirational.
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4.3

Speak.
How we
sound,
how we
talk.

This is the tone of voice
for the county
INSPIR ING
“Possibilities shine bright in a culturally rich county blessed with breathtaking
landscapes...” - to charge with enthusiasm and evoke positivity.

PASSIONATE
“Thousands flock to our world-famous cathedral to take in the
awe-inspiring sight...” - to showcase pride in our assets and uniqueness.

AU THE NTIC
“Investors find support from a community that’s immensely
proud...” - straightforward, punchy and understated,
definitely no acronyms, jargon or techy-speak.

The need for clarity
For clarity and consistency, to capitalise on positive connotations and to
differentiate us from other places around the world, we always refer to the
county as ‘Durham’ and the city as ‘Durham City’.

© Steve Jones
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How the brand works
in action. Real world
examples.
This is how the brand is practically applied
in real world situations by stakeholders
across the county.
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5.1
Brand
portal.
A branded portal website www.DurhamPlaceofLight.com shines a light
on Durham, its people, location and connectivity, history and innovation,
whilst radiating Durham’s positioning as a place to invest, live, work,
study and visit. In addition to this, there are useful facts and figures, an
accessible image library, a copywriting guide and downloadable brand
guidelines, available for anyone to use.
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Copywriting guide where light is the main focus
of the story – headlines will link light to
the content of each story.
Shining a light on
communication
Compound Photonics make tiny, high-definition
projectors for your smartphone as well as using lasers
for head-up displays, which are used in automobiles,
aviation and computer gaming.

Illuminating health
solutions
Multi-award winner PolyPhotonix has developed a
non-invasive organic light emitting diode treatment for
diabetic retinopathy, which is the leading cause of
preventable blindness in the developed world.

Sparking creativity
Durham’s beautiful landscapes and iconic buildings
have inspired many celebrated writers and artists
including ‘the painter of light’, JMW Turner.

Out of darkness comes
light

5.2

Storytelling.

The North Pennines Area of Outstanding Natural Beauty
has more nationally recognised Dark Sky Discovery
Sites than any other part of the UK.
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Copywriting guide where light is used as a
supporting theme – light will be used in the body
copy to amplify the message.
Shining lights
of education
Bright minds thrive at England’s third oldest university
(and one of the World’s Top 100), whose worldrenowned research illuminates a myriad of subjects.

A true shining light
Lillian Groves, a senior guide at Durham Cathedral, was
revealed as the Durham Tourism Superstar 2015 at the
Visit County Durham annual garden party. Lilian, 86,
has been a volunteer at the cathedral for 25 years and
is a true shining light.

Bright minds
Secondary school pupils all over the county were asked
to reimagine their future through the Future Business
Magnates competition in 2015, and were challenged to
come up with new ways of using light.

Lighting up days
and nights

5.3

Storytelling.

Possibilities shine bright in a culturally rich county
blessed with award-winning attractions and
enthralling events that light up our days and nights.
Home to heritage attractions that shed light on the
county’s fascinating past, a world-famous, aweinspiring cathedral, exhibitions that enlighten visitors,
sporting events that see spirits soar, and the UK’s
largest light festival.
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5.4

Ambassadors
and supporters.
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Ambassadors and supporters’ websites
and print will display the marque. Websites
will link to DurhamPlaceofLight.com

Ambassadors and supporters,
large and small, can all show their
support for the county to create
momentum that is greater than
the sum of its individual parts.
They can adopt and display the ‘This is Durham. Place of Light’ brand marque,
hashtags and web links in their own marketing activity, such as websites, on
social media, across marketing collateral, corporate social responsibility and
recruitment activity with links to the Durham Place of Light website.
Main image courtesy of BQ Magazine and KG Photography
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The Durham Brand Toolkit is available
to download from the website
www.DurhamPlaceofLight.com
to shine a light on the county.

5.5
Durham		
BrandToolkit.

• Place of light stories
• Videos
• Image library
• Copywriting guide
• Key facts and figures
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06

Consultative
process.
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This is a brand developed for
the county by the county. The
consultative process involved:
•

A comprehensive testing process with internal audiences.

•

Extensive testing with external audiences by research agencies
Olive Insights and Differentology.

•

Surveys across both public and private sectors, small, medium
and large organisations in business, tourism and community groups.

•

Investor, business, re-locator, media, visitor and student focus
groups and one-to-one research interviews in London, Sheffield
and North East England.
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This is just
the start,
this is where
Durham’s story
of light begins…

