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HELPING
CHILDREN
& FAMILIES

living on a low income in Manchester and Salford.
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To reinforce our brand values, a simple set of
writing standards have been developed to
make sure that all copy writing should be of

a high standard, follow best practice grammar
and appear consistent in it’s style and tone.

Our copy writing and content guidelines have been

written to ensure our brand’s ‘voice’ remains consistent.

They have been designed to help us and your team
members to present a united front, so if everyone in
our charity is on the same page, our supporters are
more likely to place their trust in our charity and
services that we offer.

It’s important to remember that our brand represents
the charity and if we say one thing one day, then the
opposite the day after, our target audience could lose
trust in our charity and what we offer.

These copy writing and content guidelines can help
us avoid these potentially embarrassing mistakes.

By using a consistent language or tone for all our
communications — whether internal or external, print
or web — we can express our charity and values in

a way that is honest, truthful and reflects who we are.

The tone should be professional, warm and welcoming,

enthusiastic, genuine and helpful. The tone shouldn’t be

overly technical, ambiguous, unredlistic or lofty.

WOOD =T MISSION

How should the tone sound?

Where possible, engage the reader by talking

about you rather than their charity or organisation. You
should avoid passive language. For example,

refer to Wood Street Mission as ‘we’.

Target audience description and personal

We work in partnership with our supporters so
itis important to demonstrate this in how we
communicate. When talking about or to our
families or to potential supporters, always
talkin the first person. For example, ‘you’ not
‘charity name’

Guidance on humour, taboos and offensive language

We are a serious charity and considered as market
innovators. It is therefore imperative that we do not
use offensive language or joke about anything we
do or are involved in.

* BRAND GUIDELINES ¢ 1.0 OUR BRAND

Copy writing/content ‘dos and don’tss’

The use of an ‘en’ dash “~" within body copy is preferred
unless used to hyphenate words or line breaks, where
a hyphen - should be used.

The use of ampersands (&) should be avoided unless
in an official title.

When indicating a quote, double quotation marks

(*) should be used. If highlighting a word or statement,
single quotation marks () should be used. It is also
preferable to punctuate a quotation in the

following style.

It is preferable not to hyphenate words such
as coordinate.



Headlines and dates

Headlines should be written as a sentence,

sub-headings and CTAs should be written in capitals,

unless otherwise.

Dates should be written in full as Date, Month,
Year e.g. 1st January 2018.

Abbreviations

Abbreviated acronyms are permitted providing they
are written in full on first mention, followed by the
abbreviated form in brackets, with no full stops, e.g.
Short Message Service (SMS). The acronym version
can then be used going forward in the piece.

Ensure you use full stops in the following lower case
abbreviations, i.e. and e.g. Units (metres, etc.) should
be abbreviated, e.g. 5kg.

The plurals of abbreviated units of measurement
do not end in ‘s’ (kg not kgs).

Do not use full stops in abbreviation of units
of measurement (mm and kg).

Capitalisation

Generally, most job titles, department names etc.
are not capped within sentences.

WOOD =T MISSION

Bullet points

Bullet points usually appear as part of a sentence
orasallist.

When they are part of a sentence, they must be
preceded by a colon and should start with a lower case
letter. They should also end with a semi-colon to signify
a continuation of the sentence.

Ifitis the last bullet point, then it should end with a full
stop to signify the end of the sentence. If the bullet
points are a list, then they should start with a capital
letter and feature a full stop at the end of each one.
Sub-bullet points should start with ‘en’ dashes.

Numerals

Always use numerals with units of measurement.
Do not put full stops after the units. Do not insert
a space between the numerals and units (3cm).

Use p4/p5 not P4/5.

Units of temperature should be as follows: 12°C. For
ranges use hyphens instead of ‘to’ and do not repeat
the unit (10-12kg not 10kg-12kg).

Where possible, ranges of numbers should be written
as follows: 134-5. Numbers should be written one to
nine, and then 10+ as numerals.

Use the symbol % in text and tables (do not spell out
in full). Use a comma in numbers of four or more digits
(2,000/20,000).

* BRAND GUIDELINES ¢ 1.0 OUR BRAND
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Our logo is the most visible element of our brand
identity — a universal marque of quality and pride that
is used across all of our coommunications. Because the
logo is such a recognisable and highly visible brand
asset, it is vital that it is always applied consistently
wherever it appears.

+ BRAND GUIDELINES ¢ 2.0 VISUAL IDENTITY

The logo is available in the following formats: EPS, JPEG,
PNG & SVG. Be sure to choose the correct file format
based on the medium (print vs digital) and choose the

logo option that will work with the background colour
(light vs dark).

WOOD 21
MISSION
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Primary logo shown in reverse.

The logo is available in the following formats:
EPS, JPEG, PNG & SVG.
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Be sure to choose the correct file format based

on the medium (print vs digital) and choose the logo
option that will work with the background colour
(light vs dark).

WOOD 21
MISSION



Our logo is the most visible element of our brand
identity — a universal marque of quality and pride that

is used across all of our coommunications. Because the based on the medium (print vs digital) and choose the

logo is such a recognisable and highly visible brand logo option that will work with the background colour
asset, it is vital that it is always applied consistently (light vs dark).
wherever it appears.

The logo is available in the following formats: EPS, JPEG,
PNG & SVG. Be sure to choose the correct file format

SECONDARY LOGO IN REVERSE

WOOD = WGOD
M | SS|ON MISSION

WOOD 3T MISSION + BRAND GUIDELINES ¢ 2.0 VISUAL IDENTITY
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Our brand icon is a unique element taken from the
design of our primary logo. When there is not enough
room for the full primary or secondary logo then the
icon should be used as an alternative. Our brand icon

should only be used as an alternative to our primary
logo and never with.

The icon is available in the following formats: EPS, JPEG,
PNG & SVG. Be sure to choose the correct file format
based on the medium (print vs digital) and choose the

logo option that will work with the background colour
(light vs dark).

BRAND ICON IN REVERSE
Wood Street Mission - Icon - WHITE.ai

WOOD 3T MISSION + BRAND GUIDELINES ¢ 2.0 VISUAL IDENTITY
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Our brand wordmark is a unique element taken from
the design of our primary logo. This alternative logo
can be used across multiple platforms in smaller
scenario for example a footer. Our workmark should
only be used as an alternative to our primary logo or
brand icon and never with.

WOOD 2T
MISSION

ALTERNATIVE LAYOUT

WOOD I MISSION

+ BRAND GUIDELINES ¢ 2.0 VISUAL IDENTITY

The wordmark is available in the following formats:
EPS, JPEG, PNG & SVG. Be sure to choose the correct
file format based on the medium (print vs digital)
and choose the logo option that will work with the
background colour (light vs dark).

WORDMARK IN REVERSE

WOOD =X

MISSION

ALTERNATIVE LAYOUT IN REVERSE

WOOD I MISSION
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Wood Street Mission has 3 secondary campaign brands,  and personalities that distinguish them from the
named Books Forever, Christmas Appeal, and Smart primary brand, enabling the primary brand to reach
Start. These sub-brands have unique brand identities new audiences through different platforms.

ST
WOOoD = FOREVER

MISSION

Smart Start /7

(hns’ﬂmas f'g%
Appeal ail
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Books Forever is a campaign project run by Wood
Street Mission that helps transform the lives of local
children through reading and book donations. This
campaign logo is a recognisable and highly visible
brand asset, it is vital that it is always applied
consistently wherever it appears through the guides set
in this document.

LOGO IN REVERSE, OPTION 1

* BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE

The logo is available in the following formats: EPS, JPEG,
PNG & SVG. Be sure to choose the correct file format
based on the medium (print vs digital) and choose the
logo option that will work with the background colour
(light vs dark).

LOGO IN REVERSE, OPTION 2

15
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LOGO IN REVERSE

Smart Start is a campaign project run by Wood Street
Mission that ensures that children are equipped with
the essentials they need for the school year. This
campaign logo is a recognisable and highly visible
brand asset, it is vital that it is always applied
consistently wherever it appears through the guides set
in this document.

Smart Start

Smart Start - Master Logo - WHITE.qi

“Smart Start

* BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE

The logo is available in the following formats: EPS, JPEG,
PNG & SVG. Be sure to choose the correct file format
based on the medium (print vs digital) and choose the
logo option that will work with the background colour
(light vs dark).

The reversed Smart Start logo should only be
used sparingly and as a last resort if absolutely
necessary. It is recoommended that campaign
materials are designed to incorporate the
colour version of the Smart Start logo to ensure
legibility is not compromised.

16



Christmas Appeal is a campaign project run by Wood The logo is available in the following formats: EPS, JPEG,

Street Mission providing new toys and gifts for children PNG & SVG. Be sure to choose the correct file format
aged 0-14 years old, during Christmas. This campaign based on the medium (print vs digital) and choose the
logo is a recognisable and highly visible brand asset, it logo option that will work with the background colour
is vital that it is always applied consistently wherever it (light vs dark).

appears through the guides set in this document.

Christmasy
Appeal

LOGO IN REVERSE, OPTION 1 LOGO IN REVERSE, OPTION 2

Grishas g

Christmas

Appeall

WOOD 3T MISSION * BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE 17



PARTNERING THE LOGO & SUB-BRANDS Both logos are available in the following formats:
VERTICALLY EPS, JPEG, PNG & SVG. Be sure to choose the correct
file format based on the medium (print vs digital) and
choose the logo option that will work with the
background colour (light vs dark).

When combining our primary logo with any sub-brand,
it should be the same visual weight as the partner’s
logo. Our ‘By Wood Street Mission’ logo alternative
should be used in this circumstance only.

("‘I':l‘}etw‘“s il Smart Start / L) PoREUER

BY BY BY

WOOD I WOOD = WOOD =X
MISSION MISSION MISSION

WOOD 3T MISSION * BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE 18
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(hvll)s’(mas

PARTNERING THE LOGO & SUB-BRANDS
HORIZONTALLY

When the vertical space is restricted, the horizontal
lock-up should be used instead. When combining our
primary logo with any sub-brand, it should be the
same visual weight as the partner’s logo.

o

MISSION

Smart Start /7 ‘

* BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE

FSE IWOOD I '

Both logos are available in the following formats:

EPS, JPEG, PNG & SVG. Be sure to choose the correct
file format based on the medium (print vs digital) and
choose the logo option that will work with the
background colour (light vs dark).

IWOOD I

BOOKS
MISSION

WOOD I
MISSION

19



3.2 Brand PARTNERING THE LOGO WITH OTHER BRANDS Both logos are available in the following formats:

EPS, JPEG, PNG & SVG. Be sure to choose the correct
file format based on the medium (print vs digital) and
choose the logo option that will work with the
background colour (light vs dark).

relqtionships When combining our primary logo with another brand,
it should be the same visual weight as the partner’s
logo. Our ‘Supporting Wood Street Mission’ logo
alternative should be used in this circumstance only.

NN
NN

THE LOWRY HOTEL kuits solicitors

MANCHESTER

SUPPORTING SUPPORTING

WOOD =X WOOD =X
MISSION MISSION

Registered Charity No 1078337 Registered Charity No 1078337

WOOD = MISSION * BRAND GUIDELINES « 3.0 BRAND ARCHITECTURE Supporting Wood Street Mission - CMYK.ai 20



USAGE
PARAMETERS

WOOD 3T MISSION



WOOD =T MISSION

The primary and secondary logo should always be
given enough space away from other elements. The
exclusion zone is defined by the width of the letter W
(X) within the type in both the primary and secondary
logos. No elements should appear within this area.

WOOD =T
MISSION

* BRAND GUIDELINES - 4.0 USAGE PARAMETERS

Please note that the exclusion zone is not a placement

guide. There are no defined set of rules for placing or
positioning the logo.

WOOD I
MISSION

22



The brand icon and wordmark should always be given
enough space away from other elements. The exclusion
zone is defined by the width of the letter W (X) in both
the icon and workmark logo. No elements should
appear within this area.

Please note that the exclusion zone is not a placement

guide. There are no defined set of rules for placing or
positioning the logo.

WOOD I
MISSION

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS
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The sub-brand logos should always be given enough Please note that the exclusion zone is not a placement
space away from other elements when in use. The

guide. There are no defined set of rules for placing or
exclusion zone is defined by the width or height of the positioning the logo.
X element in all three logos. Each X element is shown

below. No elements should appear within this area.

FOREVER Christwas (52

Smart Start /

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS
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When using the By or Supporting Wood Street Mission This can also be used to calculate the spacing between

logos, these should always be given enough space the logos. No elements should appear within this area.
away from other elements. The rules for Wood Street

Mission should take priority over any other brands. Please note that the exclusion zone is not a placement
Therefore the exclusion zone is defined by the width of guide. There are no defined set of rules for placing or
the letter W (X) with in the type in the primary logo. positioning the logo.

W
— BY NN

WOOD §T THE LOWRY HOTEL
MISSION

= SUPPORTING

< X WOOD &
MISSION

Registered Charity No 1078337

“ I n BOOKS l WOOD &' ;
_I| FOREVER MISSION |

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS 25



To maintain the logo’s visual impact when applying to
communications, there is a minimum size for all logos
under the Wood Street Mission brand. It is important

these are considered when designing.

PRINT PRIMARY LOGO
PURPOSES
WOOD 3T
MISSION
34mm
DIGITAL PRIMARY LOGO
PURPOSES
IWOOD =T
MISSION
120px

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS

SECONDARY LOGO

WOOD I
MISSION

17mm

SECONDARY LOGO

WOOD :I
MISSION

60px

For unusual mediums like pens and other corporate
gifts where an exceptionally small logo may be
required, please use the monogram or alternatively
contact our marketing team for guidance.

BRAND ICON WORDMARK WORDMARK
WOOD 3T
MISSION WOOD $* MISSION
12mm 18mm 25mm
BRAND ICON WORDMARK WORDMARK
WOOD s
MISSION WOOD $* MISSION
38px 65px 94px

26



PRINT
PURPOSES

DIGITAL
PURPOSES

WOOD =T MISSION

* BRAND GUIDELINES

To maintain the logo’s visual impact when applying to
communications, there is a minimum size for all logos
under the Wood Street Mission brand. It is important
these are considered when designing.

BOOKS FOREVER LOGO

34mm

BOOKS FOREVER LOGO

120px

120px

4.0 USAGE PARAMETERS

SMART START LOGO

Smart Start /7

42mm

SMART START LOGO

Smart Start /7

145px

145px

CHRISTMAS APPEAL LOGO

(h;ll)g;mas iF

36mm

CHRISTMAS APPEAL LOGO

=
(h;ll)g(amas ils

130px

For unusual mediums like pens and other corporate
gifts where an exceptionally small logo may be

required, please use the monogram or alternatively
contact our marketing team for guidance.

27
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To maintain the logo’s visual impact when applying to
communications, there is a minimum size for all logos
under the Wood Street Mission brand. It is important

these are considered when designing.

PRINT SUPPORTING WOOD STREET MISSION
PURPOSES

SUPPORTING =

WOOD =X
MISSION

Registered Charity No 1078337

42mm

DIGITAL SUPPORTING WOOD STREET MISSION
PURPOSES

SUPPORTING

IWOOD 2T
MISSION

Registered Charity No 1078337

145px

* BRAND GUIDELINES - 4.0 USAGE PARAMETERS

BY WOOD STREET MISSION

BY

WOOD X
MISSION

42mm

BY WOOD STREET MISSION

BY

IWOOD 3T
MISSION

145px

For unusual mediums like pens and other corporate
gifts where an exceptionally small logo may be
required, please use the monogram or alternatively
contact our marketing team for guidance.

28



Partner logos or sub-brand logos should be scaled

proportionally with our primary logo and must have
the same visual weight.

Please see the examples below for reference.

CENTRE-ALIGNED & SIZED
TO THE BAR AND PRIMARY LOGO.

“ BOOKS WOOD I
FOREVE MISSION

CENTRE-ALIGNED TO THE BAR.

(hns’rmas - WOOD &

Ppea miN MISSION

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS

The majority of logos will work centre-aligned with
the bar or primary logo. However in some cases,
more creative lock-ups must be used for the logos
to appear aligned.

CENTRE-ALIGNED & PROPORTIONALLY
SCALED TO OUR PRIMARY LOGO.

NN
NI P

THE LOWRY HOTEI

MANCHESTER

— SUPPORTING

WOOD I
MISSION

Registered Charity No 1078337

29



All of our logos underneath the Wood Street Mission These rules also apply to the Books Forever, Christmas

brand should NOT be altered or adjusted. This allows all Appeal, Smart Start, By and Supporting Wood Street
brands to be consistently portrayed and tell a coherent Mission logos.
story. Our logos should always be reproduced from

digital master artwork. Below shows just some examples of what NOT to do to
our logos using our primary logo as an example.

WOOD = WOOD WOOD ST
MISSION MISSION MISSION

DO NOT rotate the logos. DO NOT apply any effects DO NOT recreate the logos or use
to the logos. another font.

NOOD ¢ .
MISSION Do Woop =

DO NOT stretch or distort the logos. DO NOT apply outlines to the logos. DO NOT alter the proportions of the
logos.

WOOD =
MISSION

HELPING CHILDREN IN MCR.

DO NOT alter the logo colours. DO NOT use the logos on busy or low DO NOT add taglines to the logos.
contrast backgrounds.

WOOD 3T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS 30



4.4 Social media The brand icon should be used for all social media The monogram is available in the following formats:
profiles. Because most social media profile images are EPS and JPEG.
circular it is important to ensure the right size is used so
the logo isn’'t cropped.

WSM-Social Media Icon-Red Background.jpg

WSM-Social Media Icon-White Background.jpg

WOOD =T MISSION * BRAND GUIDELINES - 4.0 USAGE PARAMETERS
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Our colour palette has been made up of carefully
chosen primary and supporting colours to help define
Wood Street Mission as a strong leader in our industry.

These are the colours within our core palette. In most
instances our primary colours should be given

MIDNIGHT NAVY RED COOL GREY

C:89 | M:57 | Y:49 | K:50 C:0|M:100 | Y:100 | K:5 C:17 | M:12| Y:13 | K:0
R:26 | G:62 | B:73 R:219 | G:8 | B:18 R:219 | G:219 | B:219
HEX: #1a3e49 HEX: #db0812 HEX: #dbdbdb

* BRAND GUIDELINES « 5.0 COLOUR & TYPOGRAPHY

prominence throughout our communications. Our logo
should only ever be portrayed in Red & Navy or White.

For on-screen purposes please use RGB values. CMYK

colours should be used for print purposes. Tints can
be used.

WHITE

C:0|M:0|Y:0|K:0
R:255 | G:255 | B:255
HEX: #ffffff

B8]



5.2 Supporting
colours

WOOD = MISSION

These are our supporting brand colours. For added
flexibility and vibrancy, our supporting palette offers
complementary colours to our brand colours which
give versatility to the designs of our commmunications.

These colours should only be utilised subtly throughout
the designs of our commmunications for consistency.

MARIGOLD ORANGE SKY BLUE

CATERPILLAR GREEN

Our sub-brands are shown with their accompanying
colour swatch below. These are to be used when
focusing on that particular brand or campaign.

For on-screen purposes please use RGB values. CMYK

colours should be used for print purposes. Tints can also
be used.

VIOLET BUMBLEBEE YELLOW

C:0|M:48|Y:85 | K:0 C:100 | M:0|Y:20 | K:0
R:244| G152 | B:51 R:0| G:157 | B:197
HEX: #f49833 HEX: #009dc5

BOOKS '
EOREVER Smart Start /7

* BRAND GUIDELINES * 5.0 COLOUR & TYPOGRAPHY

C:49|M:0|Y:68 | K:0
R149 | G198 | B114

HEX: #95¢672

(kvus’rmo\s
Appeal =

C:49 | M:51]Y:2| K:0 C:0|M:15| Y:100 | K:0
R148 | G131| B:186 R:255| G:213 | B:0
HEX: #9483ba HEX: #ffd500

34



BACKGROUNDS

Our logo is primarily displayed as its original coloured
logo over cool grey. Although there are no limitations
sometimes the logo may be set in the following
combinations when desired:

WOOD =X
MISSION

WOOD 21

MISSION

WOOD 3T MISSION * BRAND GUIDELINES « 5.0 COLOUR & TYPOGRAPHY

1. Full coloured logo over cool grey.
2. White over red.

3. White over black and white photo.
4. White over midnight navy.

WOOD =X
MISSION

B5



COLOUR AS A BACKGROUND

When using colour for backgrounds and other However there are no defined set rules for the usage
large areas that require saturation, we prefer the of our colours when using them as backgrounds. Please
use of our Cool Grey, White or Midnight Navy as bare in mind legibility, especially when using type over
the chosen option. the top. Below are a few dos and don’ts examples.
A CHARITY HELPING A CHARITY HELPING 0
CHILDREN AND FAMILIES CHILDREN AND FAMILIES
LIVING ON LOW INCOME IN LIVING ON LOW INCOME IN
MANCHESTER & SALFORD. MANCHESTER & SALFORD.
IWOOD 3I WOOD 3T
MISSION MISSION

TRANSFORM THE LIVES TRANSFORM THE LIVES
OF LOCAL CHILDREN OF LOCAL CHILDREN

THROUGH READING THROUGH READING

DONATE NOW DONATE NOW

WOOD 3T MISSION * BRAND GUIDELINES « 5.0 COLOUR & TYPOGRAPHY 36



COLOUR AS A HIGHLIGHT

When using a colour swatch for a highlight such as Please bare in mind accessibility, making sure they are
a website button rollover, icon, shape, etc we prefer visible and legible when in use. Below are a few dos
the use of our primary colours as the chosen option and don’ts examples.

unless it is in relation to our sub-brands.

Pari dollori dia vel maximinverem ilita dis ad ut inullabo. Pari dollori dia vel maximinverem ilita dis ad ut inullabo.
Nem nonsequi ommolore nosam,Occustio beatur aut Nem nonsequi ommmolore nosam,Occustio beatur aut
explabor ad quo que lab iunt ratur? explabor ad quo que lab iunt ratur?

DONATE NOW

Pari dollori dia vel maximinverem ilita dis ad ut inullabo.
Nem nonsequi ommolore nosam,Occustio beatur aut
explabor ad quo que lab iunt ratur?

Pari dollori dia vel maximinverem ilita dis ad ut inullabo.
Nem nonsequi ommmolore nosam,Occustio beatur aut

explabor ad quo que lab iunt ratur?

DONATE NOW

Pari dollori dia vel maximinverem ilita dis ad ut inullabo.
Nem nonsequi ommolore nosam,Occustio beatur aut
explabor ad quo que lab iunt ratur?

e Y
g |
A

WOOD 3T MISSION * BRAND GUIDELINES « 5.0 COLOUR & TYPOGRAPHY 37
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Typography is one of the most important parts of
the brand voice, in a visual sense. To help reflect our
charity, we have selected a typeface that achieves

excellent levels of readability, in print and on screen.

Our brand typeface is called Axiforma.

ABCDEFGHIJKLMN
OPQRSTUVWXYZ

abcdefghijkimnopqgrstuvwxyz
0123456789 .;:/() “” 1?

The Quick Brown Fox Jumps
Over the Lazy Dog

WOOD 3T MISSION * BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

The bold weight should be used for all titles and headings,
sub-headings, certain call-to-actions and pull out quotes.
When a title or heading is in use, capitals are mandatory.
The book weight should be used for sentences, paragraphs
labels and lists. Other weights are available to be used
throughout the brand as shown below.

Light
Book
Regular
[talic
Medium
SemiBold
Bold
ExtraBold

Axiforma

38
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SUPPORTING FONTS

Alongside our primary font, where necessary our
supporting fonts can be used. Both fonts are shown
below. Utilising these fonts alongside our primary font
allows the brand to be flexible and playful.

RUSTICO

ABCDEFGHIIKIMNOPQ
RSTUVYWXYZW
0723456759..;:/()'*?

THE QUICK BROWN FOX JUMPS
OVER THE LAZY DOG

zmn b 4 )
70 B€ USED IN CAPITALS ONLY! / he W//m sd

* BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

These fonts should only be used for titles,
call-to-actions and pull-out quotes.

i

39
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CAMPAIGN FONTS

When it comes to using our sub-brands identity, where
necessary our campaign fonts should be used. Each
font is associated to our sub-brands as illustrated
below. Utilising these fonts alongside our primary font

Smart Start /

DUPER

ABCDEFGHIJKLM
NOPQRSTUVWXYZW
0123456789

552/0" 2

THE QUICK BROWN
FOX JUMPS OVER
THE LAZY DOG

TO BE USED IN CAPITALS ONLY!

* BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

S-S
(K‘,f,‘?:‘a'l"‘”“ L

\erveine

ABCPEFGHIKLMNoP]
RSTUVWXYZW
abcdefghijklmnopqrs’rwwxyz
13456189 3o/ () " 17

The Quick Brown Fox
Jumps over the Lazy Dog

allows the brand to be flexible and playful, generating
an individual identity for each sub-brand. These fonts
should only be used for titles, call-to-actions and
pull-out quotes.

ABCDEFGHIJKLMNOP
QRSTUUWXYIW
0123456789
.’;:I( )l 66 99 !?

THE QUICK BROWN
FOX JUMPS OVER
THE LAZY DOG

TO BE USED IN CAPITALS ONLY!
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WOOD =T MISSION

FOR PRINT

An example of our hierarchy when using typography
is illustrated below. This is our preferred way of styling
when it comes to the Wood Street Mission brand and
sub-brands. The below is based on A4 paper.

A CHILDREN’S
CHARITY

WHO WE ARE

Wood Street Mission is a children’s charity helping
children and families living on a low income in
Manchester and Salford.

We provide practical help to help meet children’s
day-to-day needs and improve their life chances.
Through Family Basics we provide struggling families
with children’s clothes, bedding and baby equipment,
and toys and books which are important for children’s
wellbeing and development.

LEARN MORE

* BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

WEIGHT - the weight of the font or font style.

SIZE - the size of the font measured in points (pt).
LEADING - the spacing between each line or sentence.
KERNING - the spacing between each letter.

TITLE

HEADING

SUB-HEADING

PARAGRAPH

CALLTO ACTION
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WOOD =T MISSION

FOR DIGITAL PURPOSES

An example of our hierarchy when using typography
digitally is illustrated below. This is our preferred way of
styling when it comes to the Wood Street Mission brand
and sub-brands.

A CHILDREN’S
CHARITY

WHO WE ARE

Wood Street Mission is a children’s charity helping
children and families living on a low income in
Manchester and Salford.

We provide practical help to help meet children’s
day-to-day needs and improve their life chances.
Through Family Basics we provide struggling families
with children’s clothes, bedding and baby equipment,
and toys and books which are important for children’s
wellbeing and development.

LEARN MORE

* BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

WEIGHT - the weight of the font or font style.

SIZE - the size of the font measured in points (pt).
LEADING - the spacing between each line or sentence.
KERNING - the spacing between each letter.

H1TITLE

H2 HEADING

H3 SUB-HEADING

PARAGRAPH

BUTTON
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WOOD =T MISSION

Sometimes our primary and supporting typefaces
cannot be used. When these are not available please
use the font specified below, to keep consistency
throughout our brand.

ABCDEFGHIJKLMN
OPQRSTUVWXYZ

abcdefghijkimnopgrstuvwxyz
0123456789 .,;:/() “ 7 1?

The Quick Brown Fox Jumps
Over the Lazy Dog

Aria

* BRAND GUIDELINES ¢ 5.0 COLOUR & TYPOGRAPHY

Regular
Italic

Bold
Bold italic
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6.0

WOOD 3T MISSION

GRAPHIC
STYLES

* BRAND GUIDELINES « 6.0 GRAPHIC STYLES
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61 Icons We have developed a range of icons utilising
a style relating to the brand of Wood Street Mission. For
consistency these items should always be reproduced
from the master artwork. Please contact marketing
before creating any new icons.

OIOIO)

Social mediaicons

T \

Website link Email Location Phon

WOOD = MISSION * BRAND GUIDELINES « 6.0 GRAPHIC STYLES
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6.2 lllustrations

WOOD = MISSION

We have developed a range of illustrations utilising

a style relating to the brand of Wood Street Mission. For
consistency these items should always be reproduced
from the master artwork. Please contact marketing
before creating any new illustrations.

Book Clothing Gift

Christmas bauble Gift tag

* BRAND GUIDELINES * 6.0 GRAPHIC STYLES

Pencil
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6.3 Photog ra phy When choosing imagery to use throughout our
communications avoid utilising standard stock imagery.
Ourimagery should be centred around the people who
benefit from the work that we do and our staff. It is
important to showcase the wide range of services that
Wood Street Mission offer, for example providing books

to children could be reflected in an image of a child
reading a book. We require our imagery to be light, fun
and realistic, as well as sitting align to our brand values.

Below are some examples.

WOOD = MISSION

* BRAND GUIDELINES « 6.0 GRAPHIC STYLES
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6.4 Combining assets When using photography, our illustration style can be This method tells a story and can be used as an
added to create a fun and creative image rather than alternative to generate engaging and exciting assets.
just using photography. See below an example.

WOOD =T MISSION * BRAND GUIDELINES * 6.0 GRAPHIC STYLES



70

WOOD 3T MISSION

APPLICATIONS

* BRAND GUIDELINES « 7.0 APPLICATIONS
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71 Brand stationery

A letterhead template in Word and a charity card The size and position of elements must not be altered
template have been created. These are available and the master artwork should always be used.

Examples are shown here. These templates should not
be amended or adjusted.

from marketing.

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS
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WOOD =T MISSION

EMAIL SIGNATURE

A standard email sign off has been created to
personalise your signature and ensure that it appears
at the end of all your emaiils.

Many Thanks

John Doe

<, 0161 834 3140
(¢ www.woodstreetmission.org.uk

HELPING CHILDREN & FAMILIES

living on a low income in Manchester & Salford.

Do not add your own messages or animation to your
email signature.

For campaign banners please see pg 67 onwards.

WOOD =X
MISSION

* BRAND GUIDELINES « 7.0 APPLICATIONS
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WOOD =T MISSION

BULLETIN EMAIL

1:53

< All Inboxes

ANEW YEAR
UPDATE

We're starting the year earlier
and on a positive note.

* BRAND GUIDELINES « 7.0 APPLICATIONS

7\ WOOD =
(W) Mission

A NEW YEAR
UPDATE

We’re starting tl

he year earlier

and on a positive note.

Firatly THAMK YOU. Thank v

= i ot nce Wit

] the
st ywar ond of counse over Chelstma. 2022

andlm

delighted o sy that this hos encbled
R +

waas 0 busy ye
services b Wit the needs of o community
et ol gon ough 50 ruch charge
Cnange in the main due to Covid but of
‘courss wi hav to sy the changes in
Gt et ho kd 1o some

wertar then previes pears. Tha relerros

o spport kisig o Coeming in ond o3 such
W want to malke sure we con get fomiles in
fior hed 3 500n o poasible

sasty, an

unooceptaible levelin oor country ord

o moke ends meet.
U work Continues b e In high eemand.
our T v atthe
Chiists ‘o in Wood forefront of i you to
Strest ond L i P il iy

s e Ly, WRh v
#rom oeross Manchester ond Salford, being
ibe o open up presents on Christraas Day

Tesgethar we DO mako a difference

Y PP ¥
Iusinasses, schools, community groups
‘and other organisations ensured that we
started the project with phanty of choke
feor tha Taxrrilies omdd that choics just kept
oncoming

Let's get back to basics

Thert ar cver 63,000 chidren fving i
povarty ocross Monchaster ond Satford This
ghves on Incicotion o3 to the chatienge we
Ficve In helping the most vinerible fomiies
O Fomily Basics project pravides familes
Wit Elu iy dsbiniticEs that they
Mrugghe to offord

Dates for your diary!

SUNDAY 16TH APRIL
MANCHE

TES MARATHON

Locidng for o chollencs this veor? By runring

chonging thees.

n Jorwuary st yeor we tokd you Chout oue
plons bo ceftver an outreach Fomily Basics
service in Little Hulton. & bt in Saford
which i sy Groe of 1 Mo eprved
ewcs of e Coundry, in 2022, we delvered
9 sexsions and oireodly have 10 bocked in the
oy for this yeor. The sessions ore proving
opulor and save farrilies the erpense of
troveiing inte the city centre

Wens com sppert eur Fernly Boves project
oty o Nevsmber by donating ety
easentiols for childnen, including new end
ood quality used childrenis clothing,

o s wa curmentsy Feec. Thank you

For man informasion on our POt swnts
or for heip with fundraising, please call the
Fardraising Team on O 0 or evnall

A design has been created for our brand emaiils.
Where our typefaces cannot be used please reference
the ‘Default fonts’ page in these guidelines for

more information.

in _Joruary iast yeor we told you about our
phos to Gefver an outreach Fomily Basics
sardeain Littie Hulon & sutseb in Sobeed
which is 5oty ora of the most doprived
orece of the Country. in 2022, we delivered

9 sessions and dineady have 10 baoked in the
dhcxy foe this yece. The sessions ore preving
popuicr and s familles tha apense of
troveling into the city centre

a0 sppont our Formiy Beves praject
January o Novermber by donating everyoay
g i ucing e

Traew ara ever 63,000 ehidron g . :m;:_::;::kfm.“mﬂ'u"
Poverty oo Monchestor ond Salford Ths.— ooes G ool cbetrias S
oqupment our webste for
the lbarms we cumently noed Thank you

ghves e
Frcrv i kg v skl vl weolste Formdien
Our Fomily Baics project provides fomiies
With the veryciay esnticls that they
struggie to offord

Dates for your diary

SUNDAY 16TH APRIL. Formane infarmation on our projects, events
MANCHESTER MARKTHON

Locking for o cholienge this yeor? By runring
the Manchester Marathor, youlibe
Spporting our wark to help children thrive:
o froem poverty, Conkot us if you'd ke to
run for Wood Street)
SUNDAY 14TH MAY
MANCHESTES DRAG LACE
Joiey s foe & fury & unique team-Euiding
e, prlect fof Groups of coarponates b
Foce th drmgon boct ot Sak Woter Park,

SUNDAY 15T MAS

2023 ks the 20th yeor of Monchester's biggest
Funring chalienge cround the City centre.
Join our team ta support kool chidmn and
ferniios impocted by poverty.

WOOD =
MISSION

Coppioht £ 7021 o Sinset Shuson, A rofis sesereec 52

i thia perl e

1Pt e o et mith LA s ore of e, Gencid
" 1= o o o e ot et

PR3 D |t rccatress 31| Mgt Cheaty b KTEITY

s e
et Viowat Mo, 20 Weoeed S, Mot Oractar biorcattas b1 IET Ukt Kingekae
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WOOD =T MISSION

SOCIAL MEDIA GRAPHICS

We have created a set of templates for our social
media graphics. These templates are to be used

For consistency these items should always be

reproduced from the master artwork. Please contact
marketing before creating any new assets.

when an image doesn’t meet the needs of the post.

e

Crad

Part time grants

& trust fundraiser

ABSEIL. CHALLENGE

JOIN US|

* BRAND GUIDELINES « 7.0 APPLICATIONS

PROVIDING NEW
SCHOOL UNIFORM

to help local children fit in and focus.
on theirleaming.

- 66— — S

This is my extra
chores and pocket
money to go towards
helping children this
Christmas.

Can you spare

some time?

_ -
= L‘.-Inm LY
F 4
® .
¥ a e
Tk you 10 0 Bradse whe hve Svpporied ust
‘:{9 Tess e ot
0y HOOD £ MISSION fy

“Being a Real Living Wage
ploverisa : ting in
Erim b the
overa
ot ki More i ron
in the current climate, than ever

and help transform the lives of I
children through reading.

Smart Stort /

PROVIDING NEW

JOIN USs!

Friday 24th June 2022
Trafford Palazze at Trafford City

GET IN TOUCH WITH US AT

SCHOOL UNIFORM
:mmlmﬂthmtoum @
’ \;'.f‘\. ‘e

58]



SOCIAL MEDIA BANNERS For consistency these items should always be
reproduced from the master artwork. Please contact
marketing before creating any new assets.

HELPING
CHILDREN &
FAMILIES IN
MANCHESTER
& SALFORD.

Wood Street Mission

BWood51 Mission

Local children’s charity, helping children and families affected by poverty in
& Salford. Supporting the ity for over 150 years.

£ Non-govemmantal & Nonprofit Organization (@ @ Manchester
& wood 3 Joined lanuary 2013

HELPING
CHILDREN &
FAMILIES IN
MANCHESTER
& SALFORD.

416 Following 6,238 Followers

Tweets Replies Media
Wood Street Mission @Woodst Mission - 6h
It's vital that we keep the issue of 'Child Poverty' high on the public
agenda and your support in sharing our posts can certainly help to ralse
awareness and keep the discussion alive 1 werty #H te

Wood Street Mission

MK likes « 12K followers

Sign Up Message

Liked

Posts About Videos More =

Details

© Page : Charity organisation

Q1 & 24 Wood Street, Manchester, United
Kingdom

Don’t miss what’s happening
Peaple on Twitter are the first o know.

WOOD =T MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS



POWERPOINT TEMPLATES For consistency these items should always be

reproduced from the master artwork. Please contact
marketing before creating any new assets.

(W) KRN

Working with
Wood St Mission

A beginners guide

About us @ Woop =

| Gyt
HOW YOU CAN
DONATE

WE PROVIDE PRACTICAL Lo
SUPPORT TO HELP MEET o\
CHILDREN'SDAYTODAY o |~ 580 books
NEEDS AND IMPROVETHER (/-

LIFE CHANCES ’

have been donated to over 300 families!

WOOD (; ;I WOoD &
MISSION AL/ MISSION

WOOD 3T MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS 55



7.4 Ma rketing THANKYOU CARDS For cc:jnsist(ejr;cy thtehse iterrjcs sho:ld oll(wlg.llys be et
. reproduced from the master artwork. Please contac
materials marketing before creating any new assets.

r

Thok you 10 mach ¢ POOERG Wood Sirest Mistion.

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS WSM - Thank you card - general gift donation.pdf 56



7.4 Marketing
materials

WOOD = MISSION

WOOD STREET HERO CERTIFICATE For consistency these items should always be
reproduced from the master artwork. Please contact
marketing before creating any new assets.

Ths ervearcl o b

Louise and
Pete Williams

FOR BEING A 2023 WOOD STREET HERO

1ot fomises froe from poverty.

* BRAND GUIDELINES ¢ 7.0 APPLICATIONS WSM-Certificate - Wood Street Hero Template.docx 57



7.4 Marketi ng SUPPORTING CERTIFICATE For consistency these items should always be
. reproduced from the master artwork. Please contact
materials marketing before creating any new assets.

Louise and
Pete Williams

WOOD 3T MISSION * BRAND GUIDELINES ¢ 7.0 APPLICATIONS WSM-Certificate - General Support Template.docx 58



74 Ma rketing COLLECTION BUCKETS & BOXES For consistency these items should always be

. reproduced from the master artwork. Please contact
materials marketing before creating any new assets.

@ &= NOODg'.J;’- @Hmﬂ'qé:(
WOOD il || O O
MISSIOE \‘ ; i LOCAL CHILDREN! LOCAL CHILDREN!

7 26 Wood Street. Monchester M3 3EF | £, 091 534 340 726 Wood Street. Hanchester M3 3EF | &, 081 834 180
Bagemarea Coast i OAIT? Bpmerea ey wMETT

SU PPORT - = WSM-Collection Box Label - 289.1x99.8mm.pdf
LOCAL CHILDREN! .
&

© 26 Wood Street, Manchester M3 3EF | &, 0161 834 3140 | [~} wwwwoodstreetmission.org.uk
4 info@woodstreetmission.org.uk | Registered Charity No. 1078337

WSM-Collection Bucket Label - 289.1x199.6mm.pdf

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS 59



7.4 Marketing
materials

WOOD = MISSION

EMPTY BELLY POSTER

WOOD =X
MISSION

4 b@/
in supporting local children 9
affected by poverty.

|

Wood Street Mission is a local children’s @

charlty that helps families who are [Glolole)
struggling to make ends meet, living in ~ suerortiNG :
Manchester and Salford. B] Coioamhikyor WOOD &
Together we can alleviate the impact MISSION
poverty has an children's lives. p—

* BRAND GUIDELINES « 7.0 APPLICATIONS

For consistency these items should always be
reproduced from the master artwork. Please contact
marketing before creating any new assets.

(w)hi22B%

in supporting local children 3
/ WE ARE COLLECTING |

ABY CLOTHES
° + EQUIPMENT \1

Togativer we con abeviate the impact i @ MISSION
Peverty hai on ehikdran's ves. oo

WSM-A4 Empty Belly Poster - General.pdf 60



WOOD =T MISSION

NEWSLETTERS

For consistency these items should always be
reproduced from the master artwork. Please contact
marketing before creating any new assets.

* BRAND GUIDELINES « 7.0 APPLICATIONS
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7.4 Marketi ng GUIDES For consistency these items should always be
materials reproduced from the master artwork. Please contact
marketing before creating any new assets.

“hristmas W“ﬁ

|
! |
—m wtsmrt
+ Christrras for mary of us i time
of joy. gifts and preclous time with HEW YOU CAN HELP QUR FAMILY
R:udsml. be !
to praake - con |
vy s, a0 8000 supertin.
o time of stress ond wormy. m‘_lm::;mgew-“
o of ther?

g 1564, o coneiues 9 b8 our-
e i OF yoor

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS 62



WOOD =T MISSION

FLYERS

For consistency these items should always be
reproduced from the master artwork. Please contact

MISSION
LR

DO YOU NEED A BIT
OF EXTRA HELP?

Wood Street Mission is a children’s

charity that supports families from From time to time, we all

Manchester and Salford who are need « Iittle. I}elp and
struggling to make ends meet. We offer sometimes it’s hard to
practical help with everyday items. know where to turn.

Whether you need practical help, advice or
just a chat to see what we could do for you
then get in touch. You cannot refer yourself,
you need to be referred to Wood Street
Mission by a professional who knows your
family’s circumstances well.

This could be someone at your child’s
school, a social worker, health visitor,
midwife, or support worker. They will need
to send us a form which they can find on
our website. You can also find information
there about what happens next. All of our
services are free for your family to access.

As a charity our service relies on donations
and we cannot guarantee the level of
support we can offer, but we will do our
best to help.

T g

= code using your
“= camera phone
for a quick link to
our website!

* BRAND GUIDELINES « 7.0 APPLICATIONS

Our projects

marketing before creating any new assets.

&8
WOOD
¥ @ MISSION

FAMILY BASICS Smart Start /.

Throughout the year we provide

help with clothes, toys, baby Smart Start is our school uniform

equipment, bedding and toiletries project. We provide children with
for your children. school uniform and other
EJ

/%@ / essential items. @ %

Christmas 7=
BOOKS Appeal ﬁE’
FOREVER We don’t want any child going

without at Christmas, so we can

We run Book Roadshows at . X
various schools/venues giving help with new Christmas presents
for your children too.

children access to free
books to take home. 7
&

CHILDHOOD EXPERIENCES

We introduce children affected by poverty to experiences

that they might not otherwise have. We form partnerships AP
with activity providers, corporate donors and agencies

who work with children, to provide free events.

GET IN TOUCH OR VISIT US AT
% www.woodstreetmission.org.uk
Q, 01618343140

2 info@woodstreetmission.org.uk
© 26 Wood Street, Manchester, M3 3EF =

*I§] Scanthe QR

% code using your
»= camera phone
for a quick link to
our website!

Registered Charity No 1078337
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WOOD =T MISSION

A design has been created for our vehicles.

For consistency these items should always be
reproduced from the master artwork. Please contact
marketing before creating any new assets.

* BRAND GUIDELINES « 7.0 APPLICATIONS

WOOD I |
MISSION

@ 0161 834 3140 | (=2 wwwiwoodstreetmission,org.uk
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7.6 Compoug ns A fun and playful campaign has been created for
- Books Forever Books Forever. The aim of this campaign is to entice
donations of new and old books. Our visuals tell a story,
bringing each book to life. The next few pages of this
document show our campaign assets. Please contact
marketing before creating any new assets.

WOOD = MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS



7.6 Campaigns WISHLIST, APPEAL FLYER & EMPTY BELLY POSTER
- Books Forever

W8k [ -8

and help transform the lives of local
children through reading.

WSM- A5 Books Forever Campaign Flyer.pdf

DONATE A =
NEW BOOK (==

for a child affected by poverty. -

s change e Heptronstorm e vesofiool * >

Chichen by Giing new books to nspire 0 ove of reading.

Al books colected here il be donted to Wood treet PERFECT

Mision forthe Books Forever Appe. FOR AGES
0-16

[clelolc) -

WSM- A4 Books Forever Campaign Wishlist-A.pdf

WSM- A4 Books Forever Campaign Empty Belly Poster-A.pdf

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS 66



WOOD =T MISSION

EMAIL BANNER

® Click to donate! 2

m BOOKS | WOOoD &'
3 FOREUER MISSION

£x

0:a1am Tue 24 May

< Mailboxe: Ed 2 Messages

All Inboxes

Kristina Williams " " p
Re: School unifarm donations Re: Social media campaign

P
Luke Evans LAgReg

Back cobection b i Hope your weekend was good!

Please see attached the new artwork for you to use within the social media campaign
Pete James
Re: Social media campaign Let me know your thoughts on these.

Pete James
Steve Brown
SED Recommendations
L, 0161834 3140
wiww woodstreetmission org.uk

%‘ Y
\ %

(._;'-_x"/ | || BOOKS |@NOOD'_

MISSION

4

Updated Just N

* BRAND GUIDELINES « 7.0 APPLICATIONS
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WOOD =T MISSION

4:559
<

o woodstreetmission

and help transform the lives of local
children through reading.

UL

@ aw

48 likes

SOCIAL MEDIA POST & BANNERS

WOODSTREETMISSION

Follow

woodstreetmission Give the gift of imagination and
open up a world of possibilities for local children! Your
donation of new books can inspire young minds,
encourage a love for learning, and ultimately transform
lives through the power of reading. Join us in our
mission to make a difference and help shape a brighter

future for our community’s children.

#charity #donatebooks #readingmatters

#ransformingyounglives

A Q ®

* BRAND GUIDELINES « 7.0 APPLICATIONS

Wood Street Mission
3H Explore = : =
)

&) Settings .

‘ong help tronieform (e bves of oool

Children thiough. Feading

)-8

Wood Street Mission

E'WoodSt Mission
Local children's charity, helping children and families affected by poverty in
Manchester & Salford. Supporting the community for over 150 years,

& Non-governmental & Nonpn

el

4308 Following 8,23 Follov

Tweets Replies Media Likes

t1 Wood Street Mission Retweeted
GM Poverty Action @GMPovertyAction - 22 Mad -
“Until February, inflation had fallen for 3 manths in a rew. But the surpris
jump shows cost-of-living pressures on households and businesses. are

far from over. S said food infiation had hit 18.2% in the year to

February = the highest in 45 years.”

68

Q  Search Twitter

New to Twitter?

Sign up now to get your ow

5 signupw

@ Signupw
Create at
By signing up, y
You might like

Salfard Foune

@SalfordFDN

rorr About Manch

BAbOUt

pro-manches
@promanches

What’s happenil
NEA - Last night

Suns at Lakers
Trendng -n United Mingdor
BLACKPINK

59K Tweets




7.6 Campaigns CERTIFICATE & THANK YOU CARD
- Books Forever

/Wué/ 3 : JT é a"@@@ a

bd BY
ow WOOD &
* @ MISSION
& >
S
2
WOOD T
MISSION
FOR YOUR DONATIONS
Your: book p the lives of
ond Inspire locol chikiren, oged 0-16 gh recding. Your
and schools in M;:gﬂi’:;&sﬂlm.
We couldn’t do it without youl ‘

° * & 2 ~
Y : °

Thank you so much for supporting Wood Street Mission. ‘
oy Your donati ill help st ling families, wh thi st
WSM- Books Forever Certificate Template-A.docx Cobia i R L e

vulnerable to the cost of living crisis within Manchester and Salford.

=) wwwiwoodstreetmissionorg.uk @ 26 Wood Street, Manchester, M3 3EF
Registerad Charity Mo WTRXYT

We wouldn’t be able to help local children without your support.
X Our heartfelt thanks again foryour kind support,

o WOOD < MISSION B

Y -

% .

WSM-Thank you cards - Books Forever-A.pdf

WOOD = MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS
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A playful educational campaign has been created for
Smart Start. The aim of this campaign is to entice
donations and provide local children school uniform,
sport kits and stationery. The next few pages of this
document show our campaign assets. Please contact
marketing before creating any new assets.

Smart Start /

WOOD =T MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS



7.6 Campaigns APPEAL FLYER & EVENT FLYER
- Smart Start

H&‘s’%ﬁ Smart Start /

BACK2 "~ - @
SCHOOL QUIZ

- ~  Gatheryour team and test
v - / yourknowledge by taking
part in our school themed
quiz to support local children

N~ ————— Funds raised will support our Smart
L Start project, providing new school
y)) ( uniform to help local children fit in and
—_—c focus on their learning.

~ Join us for a fun night with your team!
N\ Entry costs £400 per team of up to
) 8 people, and includes a welcome
W & drink kindly sponsored by the Victoria

& Albert Hotel, and a sausage and
mash school dinner.

—
—

0161834 3140
fundraise@woodstreetmission.org.uk

ester, M3 3EF | v

WSM- A4 Back 2 School Quiz Flyer.pdf

WSM- A5 Smart Start Campaign Flyer-A.pdf

WOOD =T MISSION * BRAND GUIDELINES + 7.0 APPLICATIONS Al



WOOD =T MISSION

EMAIL BANNER & WEB BANNER

o = @
HELP US PROVIDE NEW

SCHOOL UNIFORM /
o ONIENS

AII Inboxes

Pate

WM

Kmllnu Willlams N .
o School Re: Social media campaign

Hey Paige,

Hope your weakend was good!

Please see atlached tha new artwork for you 1o use within the social media campaign,

Let me know yous thoughts on these.

HELP US PROVIDE NEW
SCHOOL UNIFORM

* BRAND GUIDELINES « 7.0 APPLICATIONS

Click to donate! “% ’
Smart Start / l @ ﬁgg.%ﬁ

@ ] ® Smart Start /

® . PROVIDING
, NEW SCHOOL
L. @ UNIFORM

to help local children fit in and
focus on their learning.

72



SOCIAL MEDIA POST & BANNERS

4:55 4 all = EE
< wnons;;s;::msmn Coliaie
L « 1-??0:1 ISl reet Mission A b
@ woodstreetmission <
# Explore iz S New to Twitter?

PROVIDING NEW
SCHOOL UNJFORM

to help local children fit in and focus
on theirlearning.

&) Settings : . PROVIDING NEW @ / :“7{” s
B scHOOLUNIFORM G sorw

to help lecal children fit in and focus on their learming. v‘sipwpn

Create ac
Follow

Wood Street Mission

EWoodSt Mission

e You might like
53,- Local children's charity, helping children and families affected by poverty in
- Manchester & Salford. Supporting the community for over 150 years,
¥ = - Salford Foune
@ . & Non-governmental & Nonprofit @ Manchester =S @CaifordFDN
s 4108 Following 6,231 Follov About Manch
T
BAbOUtMCr

Tweets Replies Media Likes

pro-manches
Tl Wood Street Mission Retweeted @promanches

GM Poverty Action @GMPovertyAction - 22 Mad

“Until February, inflation had fallen for 3 manths in a row. But the surprise
jump shows cost-of-living pressures on households and businesses. are
far from over. S said food infiation had hit 18.2% in the year to
February = the highest in 45 years.”

Smart Start

@ aw

48 likes —— oL e ERA N What’s happenil
woodstreetmission Give the gift of imagination and %&\; % iJ ¥ * A

open up a world of possibilities for local children! Your 5, LS - Py e
donations can help us to provide young minds the things - Suns at Lakers

they need to succeed. From school equipment to sports

kits and uniform, your donations will encourage a love

for learning, and ultimately transform lives. Join us in our Tranding i Unlked Kingo
mission to make a difference and help shape a brighter aucncnmu

59K Tweets

future for our community's children.

#chanty #sch iform #back2school
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CERTIFICATE & THANKYOU CARD

BY

WOOD &
& MISSION

7] é & Smart Start / 07‘ / é:

cow

. @

LOUISE AND
PETE WILLIAMS

FOR YOUR DONATIONS *

WOOD
MISSION

‘Your amazing donations will help locol children, oged 0-16
years fit in ond focus on their leaming. Your kind support will
iy ks gling Farnilies ond schook

in Manchester & Solford,
We couldn’t do it without youl

=5 wwwiwoodstreetmissionorg.uk § 26 Wood Street, Manchester, M3 3EF

% ' : . / @

Regiitersd Chirity Mo YRR =
‘ Thank you so much for supporting Wood Street Mission. @
Your donations will help struggling families, who are among the most
vulnerable to the cost of living crisis within Manchester and Salford.
7 We wouldn't be able to help local children without your support.
Our heartfelt thanks again foryour kind support, »/
THE TEAM AT
© WOOD < MISSION ©
\ °
\ )
L ‘ &
T o °
WOOD =T MISSION * BRAND GUIDELINES « 7.0 APPLICATIONS
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HEO®M®

GET IN TOUCH OR VISIT US AT

(-4 www.woodstreetmission.org.uk

¢, 01618343140

& info@woodstreetmission.org.uk

© 26 Wood Street, Manchester, M3 3EF

WOOD =X
MISSION
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