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Typography  
Web guidelines

Verdana should be the first choice for all 
web based and screen presentations such as 
powerpoint. This typeface was developed 
specifically for on-screen readability. When 
Verdana is not available Arial may be used.

Verdana

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Arial Black

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Arial Narrow

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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Colour

Brighton colour palette
Our vitality as a destination is communicated 
through our colours: magenta, cyan, 
purple and black. This is a colour palette 
to be used as a background on literature 
applications, or they can be used to 
highlight a specific element in a design.

All four colours reflect the personality of 
Brighton as a brand. They have been specifically 
chosen to represent the colours of our city: 

Cyan sea and sky, calming 
Magenta culture, health and femininity 
Black stylish and timeless 
Purple royalty, sophistication and spirituality.

Colour breakdown
The table below shows the colour break 
downs for the Brighton colour palette.

Brighton colour palette

Pantone colours Magenta Black Cyan Pantone 255

CMYK colour 
breakdown

M – 100% K – 100% C –100% 
C –60%
M –100%

Web colours 
RGB – Hex

E3007B 000000 00A8EC 810081

Brighton colour palette
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Tone of voice

Mind your language… 
The way we talk to people is crucial. We want to get closer to people by being informal, friendly and direct. All our 
messages, particularly headlines, should get straight to the point in expressing what’s in it for the reader. This should be 
expressed in a single, distinctive voice. 

Our tone of voice is always: 
• Energetic – we want to get people as exited as we are about Brighton
• Personal – talking to people as if they are a friend, a relative or a colleague
• Free-thinking – being proud to say it our way, happy to be ourselves – very Brighton
• Informal – talking to people as we do over a coffee
• Direct – cutting out the jargon, speaking plain English and getting to the point quickly
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Words

What’s in a word? 
The words and phrase we use are vital for communicating the Brighton brand. 

Good words and phrases to use: 

Seaside city, city by the sea, cultural, creative, cosmopolitan, European, 

city, compact, vibrant, buzzing, unique, green, independent, original,  
only in Brighton, nowhere else, lively, value, free-spirited, dynamic, young, 

innovative, base for the country, South Downs, beach front, exotic, free, 

energy, historic. 

Words and phrases not to use include: 

Resort, hedonistic, party town, stag and hen, bucket and spade,  

London on sea, dirty weekend, seedy, town, cheap.
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Photography

Our photographic style represents who 
we are as a destination brand – creative, 
European, free and energetic. As a general 
rule of thumb, our images are caught in the 
moment. They show Brighton as a desirable 
destination and a city that is on the move.

Creative
Brighton is an inspiring and forward 
thinking city in which the arts, business, 
culture and opportunity for learning 
thrive. 

Free 

Brighton exudes a lively, w personality 
with an easy-going atmosphere.

Energy
Brighton is a compact, dynamic and 
young city with passionate, imaginative 
and welcoming people.

European
Brighton is a cosmopolitan meeting place 
with international recognition and broad 
appeal.
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Photography

Use photography to reflect the places and people 
of Brighton & Hove: young, old and diverse while 
avoiding stereotypes. Introduce energy through 
subject matter, photography style and crops. 
Remember that ‘real’ doesn’t have to be grim. 
Avoid images that feel depressing. A sense of 
optimism is important.

People shots should not feel staged. Show 
business people as people although they might 
be at work. The quality of the observations make 
the images interesting and real. In an ideal world 
pictures of Brighton should either include a well-
known landmark or be typically identifiable as 
Brighton, eg. a hint of the sea, blue sky, regency 
architecture etc.

Recommended photographers:
Roger Bamber www.rogerbamber.co.uk 
Thomas Angus www.thomasangus.com
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Photography

Please do not…
use bad quality shots, over cast and dull images.

Please do not…
use images with anti-social behaviour associations.

Please do not…
use staged images that look fake.

Please do not…
use images with a down market feel.

Please do not…
use images that are out of focus.

Please do not…
use images that look bleak and empty.

Please do not…
use images with bad lighting quality.
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Use the brand

Click here for instructions on how to download and use our Brighton images 

http://www.visitbrighton.com/media/image_library/default.asp     

Click for instructions on how to download and use our Brighton logos 

http://www.visitbrighton.com/members/1149.asp     

Click here for instructions on how to download and use our Brighton fact sheets 

http://www.visitbrighton.com/media/city_info/default.asp     


