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Contents (continued)

Design applications

09 Publications 10 Other applications
= corporate documents = muslim women power list
= tables and graphic devices = e-invite
= corporate documents —
laying papers before the

House of Commons
= parliamentary briefings
= showcase documents
— our three cover options
= text only policy reports
— endnotes
— footnotes
= special size brochures
and A3 poster

Some of the information in this document has been referenced
from ‘See it Right — Making information accessible for people
with sight problems’, published by the RNIB.
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Welcome to our interim visual identity
guidelines. By using these guidelines
and you will make

sure that our communications are
both and

The Equality and Human Rights Commission is

the independent advocate for equality and human rights in
Britain. It aims to reduce inequality, eliminate discrimination,
strengthen good relations between people, and promote and
protect human rights.



Design
principles



O1
Overview

Our visual style has been designed to create fresh
and engaging materials that are accessible to a
wide range of readers.
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Overview: accessibility

These guidelines have been developed to help ensure that
our published information is accessible to as many
people as possible.

As a service provider, the Equality and Human Rights Commission
has a legal duty to ensure that information is accessible
to disabled people under the Disability Discrimination Act

1995 (DDA).

3

For additional information
also refer to chapter 3 of
the book ‘See it Right

— Making information
accessible for people
with sight problems’,
published by the RNIB
(ISBN 978-1-85878-704-6).

Printed

information

The aim of these guidelines is not only to meet these duties
but also to promote best practice in this area. Following
these guidelines will also enable everyone to benefit from the
production of clear and accessible publications.

Detailed information on using type correctly, selecting suitable
paper stocks and binding techniques can be found in the relevant
sections throughout the guidelines.

Text informing people on how to obtain alternative formats
and/or languages can be found on the inside front cover of
our printed publications.
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Overview: basic elements

_ Equality and Use a highlight device Our logo, the Georgia typeface,
Human Rig hts . a vibrant colour palette and
Commission to emphaSISe key words strong, natural photography
combine to create a distinctive
and phrases ’ look and feel. Considered,

well-structured typography
and the use of the highlight
device make our documents
easy to read and create a
professional tone.

Georgla

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789! @&(),.
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Overview: applications

Our

strategic
plan

2009—2012

Our
strategic
plan

Equality
Bill

Parliamentary
Briefing

your

rights...

www.equalityhumanrights.com/youth

Know
your

rights...




02
Logo

Our logo is a unique and clearly recognisable
symbol. It is a valuable brand asset, and it is
important that it is used correctly and consistently.
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Logo: variants

_ Equality and

Human Rights
Commission

Standard version:
this is the version for use
on corporate applications.

_ Equality and

Human Rights
Commission Scotland

Scottish version:
this is the version

for use on all
Scottish applications.

Comisiwn
Cydraddoldeb a

_ Hawliau Dynol

Welsh version:

this is the version for
use on all Welsh
language applications.

_ Comisiwn Equality and

Cydraddoldeb a | Human Rights

_ Hawliau Dynol 1 Commission

Welsh-English bilingual
version: this is the version
for use on all Welsh bilingual
language applications.
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Logo: colourways

When placing our logo in a layout, we have to make sure it stands out
and has a high contrast against the background it is used on.

Grey version

_ Equality and

Human Rights
Commission

The grey logo version is always used

on white or light coloured backgrounds
(i.e. all colours from our secondary
palette and EHRC Yellow from the
primary palette). Please refer to section
4 (page 24) for our full colour palette.

Please seek permission from the
EHRC Publication team before using
the logo on a coloured background.

_ Equality and

Human Rights
Commission

EHRC Light pink

_ Equality and

Human Rights
Commission

EHRC Yellow

_ Equality and

Human Rights
Commission

EHRC Light green

_ Equality and

Human Rights
Commission

EHRC Light orange

_ Equality and

Human Rights
Commission

EHRC Light purple

_ Equality and

Human Rights
Commission

EHRC Light blue
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Logo: colourways

White version

The white logo version is used on EHRC

Black or darker coloured backgrounds _ ET.L::,:YR?; I:]ts B ﬁ?,l:::yk?; I‘:ts
(i.e. all colours from our primary Commission Commission
palette, except EHRC Yellow and

EHRC Green). Please refer to section 4 EHRC Black EHRC Orange

(page 24) for our full colour palette.

Please seek permission from the

- . Equality and Equality and
Publication team before using e H(Llll:alnym; hts _ Hcllll:alnyR?; hts
the logo on a coloured background. Commission Commission

EHRC Pink EHRC Purple

_ Equality and

Human Rights
Commission

EHRC Blue
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Logo: colourways

Colour versions

On the EHRC Grey coloured
background, the logo may appear

in any of the colours of our secondary
colour palette. Please refer to section 4
(page 24) for our full colour palette.

These colour versions also apply online.

However, please note that EHRC
Yellow and EHRC Orange are approved
only for use as ‘accessible’ versions

i.e. on our alternate colour schemes

for users with visual impairment.

Please seek permission from the
Publication team before using
a colour version of the logo.

Black version

Only for use on mono applications,
for example, black and white press ads.

_ Equality and

Human Rights
Commission

EHRC Light pink logo

_ Equality and

Human Rights
Commission

EHRC Yellow logo

_ Equality and

Human Rights
Commission

_ Equality and

Human Rights
Commission

EHRC Light orange logo

_ Equality and

Human Rights
Commission

EHRC Light purple logo

_ Equality and

Human Rights
Commission

EHRC Light green logo

_ Equality and

Human Rights
Commission

EHRC Light blue logo
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Logo: sizing, exclusion zone and placement

Standard logo sizes (height of double bar) Exclusion zone

Minimum size 11mm

Smaller than A4 11mm X Equality and

Special size (270 x 210mm) 14mm S Human Rights><
Commissjon

A4 (297 x 210mm) 14mm

A3 (420 x 297mm) 20mm The exclusion zone is the minimum

A2 (594 x 420mm)

28mm area around the logo that must

A1 (840 x 594mm)

remain clear of text or any other

4omm graphic devices. The measurement

A0 (1188 x 840mm)

56mm is calculated by using the height of

Minimum size

T _ Equality and

11mm Human Rights
i Commission

the bar.

Do not use the logo below the
minimum size of 11mm high to ensure
that the logo wording is at least 12pt.

Placement

_ Equality and

Human Rights
Commission

The bottom left corner is the preferred
placement of the logo. Refer to the
table opposite for the correct logo size,
depending on format.

Our
strategic

plan

Executive summary
2009—2012
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Logo: endorsement and co-branding

The EHRC will partner with a number of other organisations. This is one
of the ways we will ensure we connect with the broadest possible target
audience and raise awareness of our work and the issues involved.

Endorsement Co-branding

If another organisation is Do not use the logo below the The Equality and Human
supported by the EHRC, the minimum size, 11mm height Rights Commission may
‘Supported by’ grey version of of the double bar, to ensure support an initiative,

the logo should be used. If this that the logo wording and campaign or event with
logo is required please contact ‘Supported by’ wording is at other organisations.

the Publication team. least 12pt.

A co-branded venture should
clearly show the relationship
between those involved. It is
important that logos are used
iy _infid with equal emphasis next to
i the ‘In partnership with’ or
N —— ‘In association with’ version
ysecems Mgt of the EHRC logo. If either
of these logo versions are
required please contact the
Publication team.

Do not use these logos below the
minimum size, 11mm height of
the double bar, to ensure that the
logo wording and ‘In partnership
with’ or ‘In association with’
wording are at least 12pt.

The logos of the partner
organisations should appear
next to the EHRC logo.

MUSLIM

WOMEN

POWERLIST

Should you be on it?
Do you know someone who should?

d public

, highlighting leaders in

elds and high performers
uggest

some goto:
www.thelist2009.com
sssss

% THE :885TIMES
s
emeél
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Logo: aligning with web address

The EHRC web address must appear on all our printed materials.

: inking about

3 ices

www.equalityhumanrights.com

: Apprenticeships

: l I I Further/higher education

: Getting a job
| t t ]

Finding somewhere to live
Executive summary ’ Our

Deates rlghts e e

‘www.equalityhumanrights.com/youth

Know

T =
On brochures: the web address On other items: ensure that
appears on the back cover at a type the web address is positioned
size of 20pt. It should vertically align prominently at a minimum
with the main title on the front cover size of 20pt. It should left align
and horizontally align with the logo. with other design elements

on the page.



03
Typography

Our chosen typeface is Georgia. Like our logo,

it is an integral part of our identity and should
be used to make our communications consistent
and more recognisable.
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Typography: typeface

Georgla

Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

0123456789! @&(),.

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789! @&(),.

Georgia was chosen for its
relatively large x-height and its
flexibility to be used on both
print and digital media. It is a
serif typeface that was designed
for easy on-screen reading. It is
available as a standard system
font on PCs and Macs.
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Typography: recommended sizes and leading

14pt is the recommended type For large print documents, 16pt is the
size for our printed documents. minimum type size should that should be
Use it ranged left with 18pt leading used. Use it ranged left with 20pt leading to

to ensure good legibility. For large
paragraphs of text use 2mm space
before and 3mm space after.

ensure good legibility. For large paragraphs of
text use 3mm space before and 4mm space after.

For all type and point sizes
use bold for emphasis.

However 12pt is the minimum Never use italics as it is harder
type size for our printed for partially sighted people to read.
documents. Use it ranged left with

16pt leading to ensure good legibility. The RNIB recommends that
For large paragraphs of text use 1mm body copy should always be

space before and 2mm space after. reproduced in EHRC Black.

Some of the information has been referenced from
‘See it Right — Making information accessible for
people with sight problems’, published by the RNIB.



21 Equality and Human Rights Commission | Visual identity guidelines (interim) | Version 1: 23 September 2009

Typography: house style

= the kerning (letter spacing) = as arule, avoid using = spell out numbers from

should be kept open,
especially on body copy

text should always be
aligned to the left and
never justified

try to avoid breaking
sentences over two
pages. Ideally sentences
should finish at the
bottom of a page

don’t use hyphens to
break words over lines as
this disrupts reading flow

text should never be

laid out at different
angles, e.g. diagonally,
vertically, or directly

over images or graphics
(refer to page 32 for guidance
on image captioning)

abbreviated words

(e.g. use telephone instead
of tel, department instead
of dept)

spell out ‘and’ except when
part of a company name
such as ‘Marks & Spencer’,
or in the case of a standard
abbreviation such as A&E
(accident and emergency)

use ‘per cent’ not ‘%’
though it is acceptable to use
‘%’ to save space in tables,

or in documents with lots of
percentage figures

one to nine; use figures for
numbers from 10 to 999,999;
thereafter 1 million,

7.5 billion, etc

do not use punctuation in
dates, e.g. 1 January 2008,

7 December, not January 1st
2008, 7th December

for editorial purposes,

a full set of the House Style
Guide and Jargon Guide
are available by contacting
ehrcpublicationteam@
equalityhumanrights.com



22 Equality and Human Rights Commission | Visual identity guidelines (interim) | Version 1: 23 September 2009

Typography: how to use the highlight device

Use a highlight device
that is 2pts taller than
your text size.

Centre the highlight bar vertically and horizontally with 1 pt above,
below and on either side of the words you want to highlight.

1pt Text below 16pt should be
: emboldened so there is
_____________________________________ sufficient contrast between it

1pt below 3 7pt h g 39pt and the highlight device.

1pt above .
ascender

E:1pt

Use the highlight device as we
have done in the typographic
examples featured on this page.
Note that punctuation marks,
such as commas, should be
included within the highlight
device. Use it sparingly to
highlight key words and
phrases in professionally
designed documents. Do not
use it in Word documents.

Text at 16pt and above
is not emboldened

as the larger size has
sufficient contrast.
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Typography: how to use the highlight device

Example how to use the highlight device with 12pt text Example how to use
the highlight device

on divider pages

Our strategie plan 2009-2012.

What we do

Our strategic plan 2009-2012

Chapter 2

Our mission

‘We are one
— the Travellers and

our settled neighbours.
We've all got something
in we want our
children to be

Ourmandate derives from  supportof the public. We are

IThe Commission has a set of statutory obligations
that it must fulfil in advancing equality, human rights
and good relations across Britain.

and

by prejudice

duties and powers are:
» the Equal Pay Act 1970)

EHRC Light pink EHRC Yellow EHRC Light green
EHRC Light orange EHRC Light purple EHRC Light blue

EHRC Black



04
Colour palette

Our colour palette consists of a vibrant set of
primary and secondary colours. Used as full
bleed backgrounds, and with care in our typography,
they create a fresh, engaging look for our printed
communications.
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Colour palette: corporate colour, primary and secondary palettes

Corporate colour

Our main corporate colour for our
print and digital media is EHRC Grey.

EHRC Grey
PMS 445
CMYK:50,20,20,65

Note: refer to page 30 for HEX values
and contrast checks online.

Primary palette

The primary palette should be used
for all printed documents. It is there
to add interest and highlight specific
information.

Secondary palette

The secondary colour palette
should be used in conjunction
with, and to support the primary
colour palette.
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Colour palette: print — primary colour swatches and breakdowns

EHRC Pink EHRC Yellow EHRC Green EHRC Purple EHRC Blue
PMS Magenta PMS 7404 PMS 382 PMS 241 PMS Cyan
CMYK: 0,100,0,0 CMYK: 0,9,86,0 CMYK:34,0,100,0 CMYK: 33,100,1,2 CMYK: 100,0,0,0
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Colour palette: print — secondary colour swatches and breakdowns
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Colour palette: print — approved colour combinations for supporting swatches and coloured text on white

EHRC Black backgrounds

EHRC Black
PMS Black
CMYK: 0,0,0,100

Use secondary coloured, or white,

text in Georgia regular at 16pt or above.

Coloured text smaller than 16pt should
be emboldened.

16pt EHRC Light pink
16pt EHRC Yellow
16pt EHRC Light green

16pt EHRC Light orange

16pt EHRC Light purple

16pt EHRC Light blue

White backgrounds

Only the colours shown below are approved for
accessibility and contrast on white. Coloured
text smaller than 16pt should be emboldened.

16pt EHRC Pink 12pt EHRC Pink

16pt EHRC Purple 12pt EHRC Purple



Our strategic plan 20092012

‘I think we’ve gone as
far as we can with the
single identity group.
We need to bring others
along with us. If we
create a bigger voice,
the Government is
going to respond to it.’

Campbell

Ea man
Rights Commission

‘The Commission took the case of

e
neswrights for the millons of carers
across the UK, protecting them against
diserimination by employers.
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Colour palette: print — approved colour combinations for coloured text on white

Ourstrategie plan 2009-2012

It is not enough for us

to identify problems:

we must find solutions.
We want to enable
people and organisations
to act fairly, rather than
simply punish them if
they step out of line.

provision of authorised Gypsy and.
Traveller sites, ke the three managed
A

Oue stategic plan 20092012

Our key message

We want all to flourish,
not some at the expense
of others. Nobody wants
assumptions made about
them because of their
background or identity.
We believe this is the
modern consensus.

We will...

Wewill 5 a

availability of egal representation.

Delivera grants mme that helps

mandate h ity

and private
quality advie

that the law s enforced

namely better outcomes for
disadvantaged groups.

Our strate plan 2009-2012

37 39
Wewillbe
hisand good i hold peopl
oy
and public expenditure. Skill esimates that b 2017, there will

two million new jobs n the Briish
economy. We have to ensure that everyone
can share n recovery and rising prosperity.

public debates on migration and asylum
he

towhat happens in Britain: they are
affected by events across the world,

Chapter 4
Our principles and priorities

In a demanding environment, we will work to
tackle and eliminate disadvantage and human
rights abuses experienced by the groups that fall
‘within our mandate.

a1 Eq

forthose
that fall within our mandate, Penaltes are  ten fundamental ‘freedoms'. These are

should be enttled:

« tobealive

hate crime, violence and unequal poltisl  tolive in physical security
representation. I is important o

emphasise that disadvantage is ot * tobe healthy

tounderstand

disadvantage parents regardlessof ncome
and oceupational satus,for example.

42 The Commission has involved and

private sector bodies, the voluntary and

stakeholders,to identiy it key objecives
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Colour palette: web — HEX values and contrast check

HEX values Contrast check
on #3D3A3B on #000000 on #E3E3E3 on #FFFFFF

(EHRC Grey) (EHRC Black) (Text box grey) (White)
* Acceptable only
Yy~ 739343 if the text is 18pt
EHRC Pink — #C33E96 X v Georgia regular or
Georgia bold or above.
Tested against
EHRC Blue - #009FEE x x WOAG 2 contrast
ER P :
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Photography

Photography plays an important role in our
communications. Our pictures are positive,
engaging and inspirational and they reflect
a diverse range of people in real life settings.
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Photography: key points for sourcing and commissioning

Our images should:
= be positive, bright, lively and engaging

= capture real people in natural situations
and environments

= reflect a diverse range of ages and backgrounds
= have a vibrancy to compliment our colour palette
= avoid stereotyped and cliched images

= avoid showing victims

= be clearly and consistently captioned throughout all
documents.(1) Image captions should be body copy
size, emboldened, EHRC black, on a white highlight
device (refer to page 22) and be positioned either
top left or bottom left of the page.

= have a sufficient clear area to put a logo in the
bottom left hand corner if being used on a front
cover of a showcase document. The RNIB states that
the image should be completely even in tone in this
area therefore we recommend that photographs are
commissioned for this particular type of document.

(1) ‘See it Right — Making information accessible for
people with sight problems’, published by the RNIB.
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Print formats

There are standard and special size
formats for all our printed documents.
Choose the size most suitable for the
communication you are producing.
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Print formats: standard and special sizes

The EHRC Communication
team will advise on the size
and format of publications

and other marketing collateral

at the point at which it is
briefed. Standard sizes and
some examples are featured

below, though this may differ

across material.

(height x width):

1. 297 x 210mm (A4)
Corporate documents,

Parliamentary briefings
and policy reports.

2. 210 x 148.5 mm (A5)

3. 270 X 210mm
For example,
showcase documents.

4. 220 X 175mm

5.190 X 190mm

Standard sizes:

Equality
Bill

Parliamentary

Briefing

50 difficult
questions

on equality and good
employment practice

Special sizes:

Our
strategic

plan

2009—2012

your

rights...

Our
strategic
plan

Executive summary
2009-2012
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Paper, printing
and binding

We choose our paper, printing and binding
carefully, based on considerations for the
environment and accessibility for all our readers.
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Paper, printing and binding: overview

Paper stock and weight will be determined on a project
by project basis. The Commission’s preferred standard is
as per the specifications on the following pages.

Preferred paper stock

There are two paper options to choose from:
Litho printing:

= glives Offset from The Paper Company

= Greencoat Offset from Howard Smith Paper
Digital printing:

= Greencoat Offset Digital — for standard digital printing
from Howard Smith Paper

= Greencoat Offset Indigo — for Indigo digital printing
from Howard Smith Paper

Environmental qualities

Both papers have the environmental credentials suitable for
a government organisation such as the Equality and Human
Rights Commission.

glives Offset:
= 100% recycled fibre

= FSC (Forest Stewardship
Council) certified

= TCF (Totally Chlorine Free) fibre

Greencoat Offset:
= 100% recycled fibre

= TCF (Totally Chlorine Free) fibre
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Paper, printing and binding: overview

Ensure you obtain the correct FSC
logo and/or recycled logos for

your chosen stock and printers.
Each printer who has an FSC
accreditation has a specific code,
therefore a unique FSC logo, so it is
important that you liaise with them
and use correct artwork. Note: if
your printer is not FSC accredited
then you cannot include any FSC
information (including text) about
your stock on the document.

Position all elements on the inside
back cover with any accompanying
information.

Preferred weight

It is important to make sure the paper is thick enough to
minimise the amount of show through from the other side
of the page. For printed documents we recommend:

= Cover: 300gsm = Text: 160 gsm (or closest available)

Preferred paper finish

Uncoated paper has been specified as it gives a professional
quality and finish to any printed document. Uncoated paper
is more accessible to people who are vision impaired as light
will not reflect off the surface and obscure the print.

Alternative specification

Alternative paper type and weights may be specified (please first
seek permission from the Publication team) the minimum weight
for any stock is 120 gsm and a quality uncoated stock used.

Binding

Consider the shelf life and usage of the document before selecting
your method of binding. Perfect binding, burst binding, thread
sewn, otabind, wirebind or comb binding are all options for larger
documents. Saddle stitching works well for shorter documents.

People who use scanners or Closed Circuit Televisions (CCTVs)
to read, need to place documents flat, so be aware of the number
of pages and binding for your document. However, data CDs
and electronic formats will be made available via email or to
download on the internet.
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What we
dont do

In order to maintain the quality of the
Commission’s communications we have
put together a list of things we don’t do.
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What we don’t do

Quality is integral to our brand. Below is a
simple guide to maintaining the quality of
the Commission’s communications.

This document contains comprehensive guides
for commissioning professional design and print.

Avoid

= designing pieces in Word

= printing on glossy or thin paper stocks,
refer to pages 36-37

On occasions it may be necessary to brand items for
example, events and campaigns. Whilst the designed
items must meet the requirements of the target
audience, it is important to make sure they remain
of a high quality.

Avoid
= applying the brand to low quality items
= applying the brand to items and accessories which do not

reflect the status of the Commission, such as plastic bags,
cheesecloth bags, mousemats, stickers and badges

For further advise please contact the Communication team.

A checKlist for buying or commissioning imagery is
provided on page 32. Whilst we endeavour to only
commission imagery for our showcase documents it
may sometimes be necessary to use stock imagery.
In this instance the stock imagery must comply
with our photographic guidelines.

Avoid

= showing victims and other negative images
= stereotyped or cliched stock photography
= visual puns or unrealistic images

= applying effects such as vignettes,
photomontages or ornate frames



Design
applications
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Publications

The following pages show how to apply
the general layout principles to some of
our applications. Full style guides and
templates are available in our Publications
Style Guide. These are for guidance and
illustrative purposes. The Communication
team will provide direction for application
and development of these on a project by
project basis.
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Publications: corporate documents

Our
strategic
plan

2009—2012

necessary, that they are upheld

Front cover

Note: for corporate documents
that need to be laid before the
House of Commons please refer

to page 45.

Narrative/case study spread

It is important that the EHRC
publish documents in English
and Welsh. Please allow and
plan for this in all designs.
Remember that Welsh text
can often be longer than
English, so designs must be
able to accommodate this.

Our strategic plan 20092012

Chapter 2
Our mission
The Commission has a set of statutory obligations

that it must fulfil in advancing equality, human rights
and good relations across Britain.

s of progress

progress o Pai

= the Employment Equality (Age)
d

- the

Further equaliy legislation and

d
Gypsy and Traveller communities. We wil
report on our performance by strand i the
o -

2.3 The major legislati

= the Equal Pay Act (1970)
= the Sex Discri

= the Disabilty Discrimination Act (1995)

Chapter start spread
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Publications: corporate documents

Oursrategicplan 2009-2012

=
,
.

‘I think we’ve gone as
far as we can with the
single identity group.
We need to bring others
along with us. If we
create a bigger voice,
the Government is
going to respond to it.’

. promote good relations
Key deliverables and milestones
olds)by Q4 2009730,

phell

intheir iy lves,

1
Our journey... building f :
on a century of progress
Timeline spread Table spread Quote and image spread

Tables may be in
landscape orientation,
but printing the whole
document in landscape
is not recommended.
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Publications: tables and graphic devices

Strategic priority 3: build a society without prejudice, promote good relations
and foster a vibrant equality and human rights culture

Programme 4: building a generation without prejudice

Projects and work areas Key deliverables and milestones | Delivery date

Scoping work to To understand what influencers Attitudinal research completed 2009/10
underpin future shape and trigger prejudice to understand what influencers
projects creating promoting long-term cultural shape young people’s attitudes to
a generation change through research prejudice and the drivers behind it.
without prejudice and analysis.
Create effective To develop the right partnerships Partnerships in place with national 2009/10
partnerships with  and build alliances to help support  players in the youth sector.
government delivery of our youth programme.
departments,
NGOs and the
creative industries
2 Developing young To challenge intolerance and Continue our youth programmes 2009/10
equality leaders prejudice, improving young to identify effective models —2011/12

of intervention that can be
implemented in partnership with
key players in the youth sector. For
example, building on the Our Space
and Croeso projects amplifying their
reach and impact on greater numbers
of young people.

people’s access to knowledge
about equality and human
rights, and limiting the impact
of segregation through greater
inter-community contact.

39.4  Administration costs
including salary, estate
and day-to-day running
expenditure

23.6  Programme activity

63.0  Total Revenue budget

S s w

N

Figure 22: Mothers have the
same access to good jobs as fathers

85 50
24 5
40 39
38 43
30 50
5 50
32 51
40 42

Strongly agree/tend to agree
B Neutral
Tend to disagree/strongly disagree

1 All (n=4,334)

2 Women (n=2,430)

3 Men (n=1,905)

4 Ethnic minority (n=382)

5 White (n=3777)

6 Non-religious (n=2,089)

7 Jewish-Christian (n=1,806)

8 Hindu, Muslim, Sikh and Other (n=369)

(Base: all respondents, excluding don’t knows)

For tables and graphs text
must be no smaller than 12pt.
Keep colours to a minimum
and use only print approved
EHRC coloured text on white
(refer to page 28) to highlight
specific information. The RNIB
recommends that line weights
should be no less than 1pt.

Please note: the diagrams
on this page are not to scale.
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Publications: corporate documents — laying papers before the House of Commons

Our
strategic

plan

2009—2012

Front cover

Strategic plan of the Equality and
Human Rights Commission 2009—2012

Laid before Parliament pursuant to
Part 1 Section 4(4) of the Equality Act 2006

Inside front cover and title page

Contents

Contents page

The House of Commons specifies that special
requirements need to me met when laying
papers. They should:

= be A4 size, and must be predominantly
portrait in orientation. Tables, etc., may be in
landscape orientation, but printing the whole
document in landscape is not allowed, even if
the paper is bound along the long side.

= have a title page bearing specific information.
No substantive text should appear on the back
of the title page or inside of the front or back
covers, as they are usually stripped off when
being bound.

= be saddle stitched or perfect bound; comb or
spiral binding should not be used as this makes
documents difficult to bind into volumes.

For more detailed information visit:
http://www.parliament.uk/documents/
upload/laying-papers.pdf
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Publications: parliamentary briefings

Equality
Bill

Parliamentary
Briefing

6. Enforcement and clarifying
the law

Malcolmvs. Lewisham
We also beleve the Equality

Equality Duty. We support the

and religion and belef, as well
as the larfcation and extension

=

the grovih ofa“hierachy of rights.

of disability

The Equality and Human
Rights Commission

‘The Equality and Human Rights Commission
ission), established on 1st October
to eliminate discrimination,
ty, protect human rights and
to build good relations, ensuring that everyone
has a fair chance to participate in society.

Our approach to equality, opportunity and
human rights bu i

mil ain an
liament has set us the task of:

= Protecting and promoting equality
= Protecting and promoting human rights, and
- Ensuring good relations.

The Equality Bill

Inside front cover

Highlighting important areas of text

. i
at thestart of a Bill which states

ofthe Bill. This i  usef tool in

Inside back cover

Use colour as we have done in
the examples featured on this
page to highlight important
areas of text. Use it sparingly
and refer to page 28 for print
approved colour combinations.

14pt/18pt is the recommended
type size for all our printed
documents laid before the
House of Commons.
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Publications: showcase documents — our three cover options

Gypsies

and
travellers

o i K =

One year, &
ten stories

Simple solutions for living together

=
=
=
o
T
:

.J" M mat

Equality and - _ Equality and Equality and
_ Human Rights E Human Rights _ H‘l‘lmanyRights
_ Commission _ Commission _ Commission

Front cover — single image Front cover — multiple images Front cover — text only
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Publications: text only policy reports

As a rule, the policy report
covers are text based only.
The main colour on the front
cover is carried through the

Contents

Working "

In 21st century Britain,

b tt . our approach to working document to highlight specific

e er i 82 End - hfe iS changing faSt. BOth pieces Of informa‘tion.

Meeting the changing needs L - men and women want

of families, workers and . to find a balance between A

3 5 . : ! secondary colour, of the

employers in the 21st century ) vy WOI'k, famﬂy an d caring ry ’
responsibilities, which are same hue, can be used to
shared more equally than further compliment and
ever before. highlight key pages.

Text informing the reader
on how to obtain alternative
formats and/or languages
should be positioned on

the inside front cover of

the brochure.

Front cover Inside front cover
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Publications: text only policy reports

i A different colour should be
ezl used on the executive summary
pages to emphasise this section.
The chosen colour should
compliment the colour on the
front cover and make it easy

for the viewer to identify this
section at a glance.

The Working Better project is aimed at Key findings and recommendations We rec
setting a new agenda to meet the changing needs
of families, workers and employers in the 215t
century. Its purpose is to find solutions that will

increase choice, fairness and equality and improve
the outlook for the economy over the long-term.

Information graphics can

be used to draw attention to
Executive summary spread Executive summary spread key facts and figures in the
executive summary section.
They should be subject specific

Working better

‘We work as a team in Chapter 1 Chapter 1
order to maintain Families today — the case and use COlouI‘S from the EHRC
childcare. My wife looks F _1 . d for change
after the children during mil1 . I . .
the day, and then three a"th €s tof ay g}? ;?'5‘,‘522352XZ:E:’{S‘SI‘?‘,&{;‘S;]LS ki:‘gém.n prlnt approved prlmary and
nights a week while she i r carin. The rescrth comprised a onling Survey
e out to work T do € case 10 P ey secondary colour palettes
gOeS out to WOI‘k I do 1t. change families, and six online forums carried out between
It lets me do things for mid-December 2008 and mid-January 2009.
them which T wouldn't G e sty (refer to pages 26-27).

otherwise get the
opportunity to do.”

Divider/introduction spread Chapter start spread



50 Equality and Human Rights Commission | Visual identity guidelines (interim) | Version 1: 23 September 2009

Publications: text only policy reports — endnotes

Working better

Introduction
New solutions for
the 21st century

The Commission is charged with creating an

environment in which people can live their lives well
and carry out their work well. Our flagship Working
Better project is about setting a new agenda to meet
the changing needs of families, workers and employers

in the 21st century.

‘The project was launched in 2008

in response to concerns that:

+ While the number of women in the
workforce is approaching equal numbers

with men - in 2008, 14.3 mi

compared to 16.9 million mei{ (3),

~ women’s skills are being seQ

underused in the economy and
their progress into senior jobs i

+ We also need an approach to flexibility
that encompasses everyone, whether they
have caring responsibilities as a parent,
are disabled, are older or newly entering
or re-entering the workplace. Flexibility
has business value way beyond its benefit
for employers and parents.

At the campaign’s launch last July,
Nicola Brewer, the Commission’s

Our project is about finding new solutions
that will improve the outlook for the
economy and society ~ for employers,
individuals and families — over the long-
term. We are doing so in very difficult
times. The scale and severity of the
economic crisis is creating extreme
challenges and uncertainties for
businesses and individuals.

Global economie turbulence is not a
reason for giving up on improving work
practices. Crises can sweep outdated

and new approaches to emerge.

In this report, we look at what is possible
in the downturn, with new appro;
flexibility helping employers, and at what
‘matters for the economic recovery and
beyond. Despite the recession, employment
is forecast to continue to rise over the
coming decade as a whole. There will be

2 million new jobs and a need to replace
115 million existing workers, the UK
Commission for Employment and Skills
forecasts. Employers are still reporting
shortages of key skills, and long-term
demand for skills will increas

Britain will need to bring new people into
the workforce, improve training, and make

We have consulted widely, and presented
our emerging findings to an advisory
group of senior representatives and
experts, including employers, the
Government, Whitehall, trade unions and
other stakeholders. We have worked with
businesses to ensure our recommendations
for reform are grounded in reality, not
wishful thinking. We have also spoken
in-depth to the public about their hopes
and aspirations.

Bringing together influential people and
organisations with an interest in better
ways of working has helped create an
exciting, credible and achievable agenda
for change.

Our objective is not to dictate what parents
and families do, but to remove the barriers
to genuine choice. Public debate has long

challenges they face. The needs of ‘working
fathers' are often neglected. There is lttle
discussion of the constraints facing them,
or of the economic penalty for being active
fathers. Yet fathers’ active involvement in
bringing up children is important. There
should be an opportunity for everyone to
create the right balance between life and

Working better

Endnotes

Work and Childeare in 2009: a study of
modern parents. YouGov. This research
consisted of a large scale onl

7 In this chapter we also use the term
parental leave policy to mean all leave

of 4,500 parents, focus groups and
immersions. This allowed for significant
sub-group analysis to examine the
similarities and differences between,
dual and lone parent
igious and non-religious
parents, lesbian, gay and bisexual
parents and heterosexual parents and
disabled and non-disabled parents.
Findings for these sub-groups are set
outin detail in the full YouGov report.

2 The review we commissioned compares
UK legislation with that in other
European countries. The full report,
“Flexible working policies: a comparative
review’, by Ariane Hegewisch of the
Institute for Women’s Policy Research
in Washington DC, is published
separately.

and pay for parents of
young children.

8 Maternity leave may start any time
from 11 weeks before the baby is due.

9 The EC proposal is for 18 weeks’
maternity leave and the principle of 100
percent of pay: Proposal for a Directive
of the European Parliament and of the
Council amending Council Directive
92/85/EEC on the introduction of
measures to encourage improvements
in the safety and health at work of
pregnant workers and workers who have
recently given birth or are breastfeeding,
COM(2008) 600/4.

10 Yaxley, Vinter and Young, ‘Dads and
their babies: the mothers’ pe:
Equal Opportunities Commission
‘Working Paper Series No. 41, 2005.

13 La Valle, Clery and Huerta ‘Maternity
rights and mothers employment
decisions’. Department for Work and
Pensions Research Report 496, 2008.

14 Thompson, Vinter and Young, ‘Dads
and their babies: leave arrangements
in the first year'. Equal Opportunities
Commission Working Paper Series
No. 37, 2005.

15 Moss and Wall, (ed) ‘International
Review of Leave Policies and Related
Research 2007, Employment Relations
Research Series No. 80, 2007.

16 Erler and Erler, in ‘International Review
of Leave Policies and Related Research
2007, Employment Relations Research
Series No. 80, 2007.

17 Brandth and Kvande, in ‘International
Review of Leave Policies and Related
Research 2007'. Employment Relations
Research Series No. 80, 2007.

Norway and Sweden GDP based on
2008 figures from the Economist
Intelligence Unit.

20The research was conducted primarily
by a review of literature on rights to
alternative work arrangements in high
income countries. More in depth
investigation, including an examination
of available policy documents and
contact with national experts and/or
stakeholders, was conducted in France,
Germany and the Netherlands, the
countries of greatest interest to the
EHRC because of the universal approach
toflexible working rights, as well as
Australia, New Zealand and Norway.
For the UK, we consulted the views of
the Confederation of British Industry
(CBI), the Chartered Institute of
Personnel and Development (CIPD),
the Trades Union Congress (TUC) and
the Union of Shop, Distributive and
Allied Workers (USDAW).

extremely slow i work, with all the economic and social 3 Office for National Statistics (2008). 11 Dex and Ward, ‘Parental care and e ) )
o § CriefEvecHiive getouthekey better use of skills that are already advantages that this can bring, First Release: Labour market statistics, employment in early childhood". Equal 18 S ']].”.e“‘ (2(;""92 F“‘hm].?a_‘e"'ﬂl Leave 1 The right to request time off for training
. "?‘:C": d°:_'lfj‘° "‘7“:“ ot tipe " i e ] "“’“‘;"“"" M“:“ ;“““: half of part-time May 2008. Opportunities Commission Working Policis an ]’;a“‘ Q:I,a ty: A pol is based on the right to request flexibility
g A nternational Perspectives and Policy ; :
« Family life and the quality of childhood in balancing paid work and care? ! P o two major new pieces of research - Dolit : apply to all employees with 26 weeks’

: Y of el i the only way they can combine work and . . 12 Smeaton and Marsh, ‘Maternity and Academy of Political Science. (In press). v ! e
are suffering from the intensificftion . Iy ey o ork ‘we commissioned: 5 LaValle, Clery and Huerta ‘Maternity Patemty Rights and Benetite: Sumey of minimun service ~ currently 22 million
of work, inflexible workplaces, ahd the + What would enable fathers to play a caring. TS costs the economy cear. A5 § rights and mothers employment ¥ Righ : Survey 19 UK GDP based on forecasts for 2009 employees. It is currently passing

rhplaces bigger role in parenting? many as 6.5 million people could be using 1. A survey of parents’attitudes to work, s andmoth nent Parents 2005'. Department of Trade and : 9 e o "

stresses parents face in juggling fiome iy Bt ot vt e Pami i (touCon decisions'. Department of Work and Tndoty Eommloyment Relations from the Economist Intelligence Unit. through Parliament and is expect
and worl + Should the right to request’flexibility Moty at wonp ey hadgrester. - eareandiamiy e (Youto Pensions Research Report 496, 2008. R o o Norway spend on parental leave based to receive Royal Assent later in

become the ‘right to have flexibility? ¥ atwork: 2. An international review of flexible . ' § eries 10 50, 2000 on the national budget for 2008. Autumn 2009.

King policies (Ariane He N 6 Dexand Ward ‘Parental care and Swed 3 om erental loave derived
« How do we fundamentally change working policies (Ariane Hegewisch) employment in early childhood”. Equal ﬁ“:n 2" i‘i’:]"m °“I‘r:’:‘e‘;“aﬁe: ,eg f:ﬂ: The Commission would like to thank
our approach to work to benefit all? Opportunities Commission Working So surance In Figures 2008 ajison Maitland, who wrote several
Paper Series No. 57, 2007. sections of this report.
12 13 82 7
jJect was 1 2005

ponse to concerns that:

e the number of women in
iforce is approaching equal n

he
umbers

men — in 2008, 14.3 millig]
pared to 16.9 million men((

men’s skills are being seriously

rused in the economy and
progress into senior jobs is

An endnote page is the preferred method for referencing
text. All references should be numbered (no smaller than
12pt), emboldened and bracketed within the body of text.
The endnote pages should be found at the back of your
document and state the full list of references.




ur project is about finding new solutions
ithat will improve the outlook for the
ieconomy and society — for employers,
‘individuals and families — over the long-
‘term. We are doing so in very difficult
‘times. The scale and severity of the
‘economic crisis is creating extreme
\challenges and uncertainties for
‘businesses and individuals. (3)

lobal economic turbulence is not a
ason for giving up on improving work
\practices. Crises can sweep outdated
istructures away and enable new thinking
iand new approaches to emerge.

‘In this report, we look at what is possible
\in the downturn, with new approaches to
fﬂexibility helping employers, and at what
'matters for the economic recovery and
‘beyond. Despite the recession, employment
iis forecast to continue to rise over the
icoming decade as a whole. There will be

12 million new jobs and a need to replace
111.5 million existing workers, the UK
iCommission for Employment and Skills
forecasts. Employers are still reporting
'shortages of key skills, and long-term
fdemand for skills will increase. (4)

‘Britain will need to bring new people into
ithe workforce, improve training, and make
ibetter use of skills that are already
vailable. More than half of part-time
orkers, most of whom are women, are in
1jobs below their potential, often because it
is the only way they can work and

As many as 6.5 million people could be
using their abilities more fully if they had
greater flexibility at work.

‘We have consulted widely, and presented
our emerging findings to an advisory
group of senior representatives and
experts, including employers, the
Government, Whitehall, trade unions and |
other stakeholders. We have worked with |
businesses to ensure our recommendations |
for reform are grounded in reality, not :
wishful thinking. We have also spoken
in-depth to the public about their hopes
and aspirations.

Bringing together influential people and i
organisations with an interest in better |
ways of working has helped create an
exciting, credible and achievable agenda !
for change. 1

Our objective is not to dictate what parents !
and families do, but to remove the barriers
to genuine choice. Public debate has long
focused on ‘working mothers’, especially
so-called ‘Yummy Mummies’, and the
challenges they face. The needs of ‘working
fathers’ are often neglected. There is little
discussion of the constraints facing them,
or of the economic penalty for being active
fathers. Yet fathers’ active involvement in
bringing up children is important. There
should be an opportunity for everyone to
create the right balance between life and
work, with all the economic and social

d ges that this can bring. (§) =~ |

\caring. This costs the economy dear.
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Publications: text only policy reports — footnotes

If pages must be footnoted please keep to a
maximum of 3 lines (minimum 12pt text with
16pt leading) across the width of the page.

If the footnotes are longer than this then an
endnote page should be used.

Ensure you leave enough space between
the main body of text and the start of
the footnote section. As outlined on the
previous page, all references should

be numbered (no smaller than 12pt),
emboldened and bracketed within the
body of text.
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Publications: special size brochures and A3 poster

Refer to page 32 for key points
for commissioning photography.

www.equalityhumanrights.com/youth

Know
your

If appropriate images are not
available use a text only design.

Finding somewhere to live

Know
your

rights...

rights...

www.equalityhumanrights.com/youth

Brochure front cover Brochure back cover

The careers adviser at our sixth
form college seems to think that

Y and was recently

there are still ‘girls’ jobs and ‘boys’ picked on by a gang outside my

jobs ... Ttold her I was interested

in becoming a plumber. She school. When I stood up fqr

asn't very helpful and said it was myself, they started throwing
fficult for girls to get taken on as

apprentices. She told my best mate stones at me and Chased after

Ryan, that midwifery was no place me. Unfortunately, they caught

for a young guy. Lizzie, 17 o
e me and have given me some
hat can we do
aby kind
of old-fashioned

JERagcuts and bruises.

adviee? Simon, 16

wwwequalityhumanrights.com/youth

Brochure text spread



10
Other

applications

The following pages show how to apply the
general layout principles to campaign material.
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Other applications: muslim women power list

www helist 2009 com

Banner
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Other applications: e-invite

§ e Brrters 1 meed

Young Brits at Art
2009 award ceremony

Thursdsy 2 July 20049, 1.45-5pm

The Puresll Koom Southbank Centre, Londan

Caime ablaah U s bovimmntiond il ot asts sl e bog s i
vl Wi Voomnng Pl al At v

Thih v |iin prmn ol oLsbei Rl s il b stepret D e
o ieneiny tusgh a5l pres o Ty v il s

u salun i e ¥ g Birits u e
o ihe whmmrrs

B amaets rrersimey

P p—

o thr ustps

A b el - i
e I h wr4- rqmabity hmanrightsrs v by 2y dus swos
v e Aot et oo 3 3017

T it e Farrmi i e ik

www rymality s s mriglis vy pummg e el art

Mmoo 2

—

Bt s e By B e e et

e-invite

Invites to our corporate
events should not be limited
to just print.

E-mail invites can also be used.
They should contain direct
links, to the specific event
online, whether it be through
images or web/e-mail addresses.



Contacts

These guidelines have been designed to support
the use of the new brand and help clearly
communicate the vital role the Commission
plays in protecting people and safeguarding
equality and human rights.
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If you have any further questions please contact

the person who has commission you to work

with these guidelines or the Publication team:

T: 0161 829 8163

E: XXXXXXXXXXXXXXXXXXX (@ XXXXXXXXXXXXXXXXXXX. XXX
www.equalityhumanrights.com
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