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STRATEGY
LOGO
TYPOGRAPHY
COLOUR 
APPLICATION

AN identity that is bold

focusing on authenticity
, experienceabout what Incentivise offers,

and inspiring.
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Our identity is not just a logo.
It is a design scheme composed 
of a few of core elements of the 
business that come together 
to create a distinctive look and 
feel that makes the Incentivise 
brand unique.
This book is the bible to our 
new identity. It will inspire 
you and assist you to create 
something different.

Visual Identity Guidelines Strategy:  Introduction

disc    eR

Ev
en
ts

G
ol
f

Tr
av
el



8. 9.

Be inspiRed, discoveR sOmething   diffeRent with Incentivise.

Re-marketing the meaning of 
Incentivise by focusing on the bigger 
picture: inspire, excite and incite.

Experts in our field, we are 
reliable, secure and ahead of the 
game in travel, events and golf.

...by a close-knit team of attentive, 
authentic and passionate people. A 
team built upon integrity, creativity 
and vivacity, who are with you every 
step of the way.

With Incentivise, you can discover:
- Different/new destinations
- Different/new cultures
- Different/new venues
- A different/new way of doing things
- A different/new way to achieve your 
business goals
AKA there are no boundaries to what we offer.

Visual Identity Guidelines

Confidence in our ability to 
offer something more than our 
competitors. 
We are not afraid to take risks and 
create unique experiences, while 
having fun along the way!

Togetherness, we get stuck in and love 
to get involved therefore really getting 
to know you and your needs and clients.

Inspire your clients and 
discover something different 
with Incentivise.

What is that something different 
Incentivise offers?

Strategy: Positioning Statement
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Who we are Our Value Our Personality
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Who are Incentivise?
A team of attentive and 
dedicated event, travel and 
golf fanatics who take all your 
queries into their own hands, 
always going above and beyond.  
We create and deliver bespoke 
experiences tailored exactly 
to your needs. No job is too 
small. There is no limit to what 
Incentivise can offer. 

We are Incentivise. The ultimate event, travel 
and golf agency. We are world wanderers. We are 
tried and trusted. Incentivise was born 17 years 
ago from the perfect blend of ambition and a 
vision to do things bigger and better. Choreograph 
unforgettable experiences for those real OMG 
moments. Our clients are at the core of everything 
we do. Inspiring our clients to discover something 
different. Attentive, Tried and trusted, Integrity, 
World wanderers, Vivacity, Risk takers, Embrace, 
Champion, Adaptable, Creative.

Strategy: Tone of Voice
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STRATEGY
LOGO
TYPOGRAPHY
COLOUR 
APPLICATION
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discovER sOmething diffeRent

The Logo:  Primary

The Incentivise logo is a 
simple combination of a bold 
wordmark and 3 simple shapes. 
The shapes (the icon) have 
seamlessly evolved from the 
typeface and transform into an 
abstract representation of the 
fundamental services we offer - 
events, golf and travel.



16. 17.Visual Identity Guidelines The Logo:  Construction

This is the main logo used 
across primary brand 
application. It is essential to the 
success of the brand that the 
logo is always applied with care 
and respect in every application 
according to these guidelines.
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18. 19.Visual Identity Guidelines The Logo: Freestyle & Variations

The logo icon can offer a 
variety of lock ups to create 
unique backgrounds, patterns, 
animations and that ‘something 
different’. The 3 shapes can 
then manoeuvre within the 
Freestyle boundary when using 
collectively to create a pattern. 
When used individually the 
shapes are free to break the 
boundary. 
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20. 21.Visual Identity Guidelines The Logo: Unacceptable Usage

A few rules are necessary for 
maintaining the integrity of 
the brand. Don’t compromise 
the overall look of the logo by 
rotating, skewing or distorting 
in any way. That includes 
adding unnecessary and 
unattractive text effects like 
drop shadows or outlines. Here 
are a few examples of ways you 
should never use the logo.

A. Don’t rotate.

B. Don’t squash or stretch.

C. Don’t place elements 
directly next to the logo. 
Leave enough space.

D. Don’t resize the icon.

E. Don’t rearrange any 
elements.

F. Don’t use the freestyle 
options within the Primary 
Logo lock up.

G. Don’t use off brand colours.

H. Don’t add drop shadows or 
other effects.

I. Don’t change the colour of 
the typeface, even to a brand 
colour.

EVENTS | GOLF | TRAVEL

A.

D.

G.

B.

E.

H.

C.

F.

I.
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Typeface

STRATEGY
LOGO
TYPOGRAPHY
COLOUR 
APPLICATION
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Bold
Attentive
Creative

Visual Identity Guidelines

Our typeface style is 
daring and unique yet 
practical and professional. 
It encapsulates all aspects 
of the business: bold, 
attentive and creative.
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Typography: The Three Fonts
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Aa
Drodiga
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Aa
Lato Heavy
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Visual Identity Guidelines Typography: When & How To Use

Droidiga Tagline

Lato Heavy  Statement

Lato Heavy  Heading 

Lato Heavy  Heading 

Lato Medium  Body copy

Lato Medium  Body copy

Lato Light  Sub-headings



32. 33.Visual Identity Guidelines Typography: When & How To Use

INVOICE 

 

Company 
Address Line 1 
Address Line 1 
Address Line 1 
PO5T COD3 

Payment is due by XX/XX/XX 
Please make cheques payable to IncenCvise Travel Services or pay by BACS 
Account No: 01234567 Sort 01:23:45 

Registered No: 0123456 
VAT No: 123 4567 89 

IncenCvise Ltd. The Barns, Limes Lane, Higher Whitley, Cheshire, WA4 4DU 
01925 211 400  |  info@incenCvise.co.uk 

incen1vise.co.uk

NETT VAT TOTAL

Item name

DescripCon of item £0.00 £0.00 £0.00

Item name

DescripCon of item £0.00 £0.00 £0.00

Item name

DescripCon of item £0.00 £0.00 £0.00

Total Amount Invoiced £0.00 £0.00 £0.00

Document No: 012345 
Account No: XXXX 
Our Ref No: 0012345/678 
Date of Issue: XX/XX/XX 
Clerk: Name Surname 
Cost Centre: 0123 
Booked By: Name Surname 
Email Address: name@company.co.uk

91280674

INVOICE 

 

Company 
Address Line 1 
Address Line 1 
Address Line 1 
PO5T COD3 

Payment is due by XX/XX/XX 
Please make cheques payable to IncenCvise Travel Services or pay by BACS 
Account No: 01234567 Sort 01:23:45 

Registered No: 0123456 
VAT No: 123 4567 89 

IncenCvise Ltd. The Barns, Limes Lane, Higher Whitley, Cheshire, WA4 4DU 
01925 211 234  |  travel@incenCvise.co.uk 

incen1vise.co.uk

NETT VAT TOTAL

Item name

DescripCon of item £0.00 £0.00 £0.00

Item name

DescripCon of item £0.00 £0.00 £0.00

Item name

DescripCon of item £0.00 £0.00 £0.00

Total Amount Invoiced £0.00 £0.00 £0.00

Document No: 012345 
Account No: XXXX 
Our Ref No: 0012345/678 
Date of Issue: XX/XX/XX 
Clerk: Name Surname 
Cost Centre: 0123 
Booked By: Name Surname 
Email Address: name@company.co.uk

91280674

Lato Medium 
30mm

Uppercase 18pt

Lato Heavy & Lato Light 
60mm

10pt

Lato Heavy & Lato Light 
60mm

10pt

Lato Heavy & Lato Light 
270mm

9pt

110mm

250mm

Gloss & Bloom  Captions

Drodiga  Tagline

Lato Light  Sub-heading / details
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STRATEGY
LOGO
TYPOGRAPHY
COLOUR 
APPLICATION



36. 37.Visual Identity Guidelines

Colour is an integral part 
of our brand identity. 
Consistent use of the 
colour palette will not only 
reinforce the cohesiveness 
of the brand, but colour 
also serves a psychological 
purpose by communicating 
a certain emotion to our 
clients and prospects.Th
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CORAL
PANTONE 163C
R255 G173 B135
C0 M42 Y46 K0

HEX FFAD97

PALE GREY
PANTONE 7421C
R230 G236 B232

C5 M0 Y5 K8
HEX E6ECE8

COBALT
PANTONE 2126C

R44 G58 B209
C95 M86 Y6 K0
HEX 2C34AD1

DARK GREY
PANTONE 447C

R48 G48 B48
C70 M60 Y56 K60

HEX 303030

MINT
PANTONE 7478C
R164 G232 B198
C39 M0 Y32 K0

HEX A4E8C6

Colour: References
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STRATEGY
LOGO
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COLOUR 
APPLICATION



40. 41.Visual Identity Guidelines Application: Proposal

Align all copy to this left margin 120pt

No copy above this top margin 140pt

Nothing is to go below this 
line except bleeding images 
or any graphics

Main title slide
Using Lato Light and Gloss & Bloom

Standard statement text slide
Can change background colour

Contents slide
More sections can be added underneath

Full bleed image slide
Be mindful if using text that it is clear

Itinerary slide
Using blue or coral outline

Title, images x2 and text slide on light grey
The circle and slant frame can move

Title, image x1 and text slide on dark grey
Image width can change size 

Title, images x2 and text slide on light grey
Second option, enlarging the circle

Title, image x1 and text slide on dark grey
Option with slant, image width can change size 

Title, images x3, caption text slide
Square frame on dark grey

Title, image x3, caption text slide
Circle frame on light grey

Closing slide
Simple logo and contact details
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Firstname Surname
Job Title | Department

01234 567 890
name@incentivise.co.uk

Application: Digital & Stationery

A
4 

Le
tt

er
he

ad
ed

 P
ap

er

Co
m

pl
im

en
t s

lip
N

ot
eb

oo
k

En
ve

lo
pe

Bu
si

ne
ss

 c
ar

d



44. 45.Visual Identity Guidelines Application: Signage & Merchandise
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46.

If you have any questions regarding 
how to apply these guidelines or 
require any digital assets with which 
to create Incentivise materials,
please contact: Catherine Makin
catherine.makin@incenitvise.co.uk


