
Identity guidelines

29 November 2016
Nesta guidelines v1.0



Introduction

2/66
Guidelines v1.0



Introduction
Logo
Graphic Language
Typography
Tone of Voice
Art Direction
Applications
Misusage
Contact

Welcome to the Nesta guidelines.

We have created this document as a guide for 
anyone who is commissioning, writing, designing 
or producing Nesta branded communications. 

This document summarizes the thinking which 
drives our new brand. There is an overview of 
our style, an explanation of the basic elements 
of our new identity and lots of examples of how 
we bring all these things together. At the end of 
the document you’ll also find some examples of 
things you shouldn’t do.

Our brand identity is crucial to the success of 
our vision, so please take a few minutes to have 
a look through.
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Our visual identity is designed to 
express the role of Nesta as part of 
a forward-thinking and supportive 
ecosystem.

Nesta promotes change by 
encouraging and inspiring its partners 
and its team. Therefore its identity 
expresses an open, collective universe 
of components that move and  
provoke each other. 

Our identity4/66
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The Nesta mark is a summary of 
the ecosystem.  Its elements suggest 
movement and relationships. 

The type is modern but timeless, 
uninfluenced by quick trends.  
The colours are classic. The addition  
of purple punctuates the energetic 
combination of elements.

Our logo
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Logo – Overview The Nesta logo suggests relationships 
between different components in constant 
movement. There are different configurations 
of the logomark to be used in different  
situations. The main logo reflects Nesta (and 
its ecosystem) and should be used on its own.

Other versions will be applied when the 
Nesta logo appears with its partners or with 
descriptors. Those versions demonstrate the 
flexibility of Nesta’s brand architecture. Nesta 
can be more visible when it’s leading or 
supporting collaborative partners.
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Wordmark Our wordmark is drawn to be harmonious 
with the Nesta’s symbol, which has a 
contemporary, open and accessible quality.
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Logo – Monochrome We have a created monochrome versions 
of the logo to accomodate the limitations 
of printing single colour applications. 

They have a small gap between the two 
semicircles, so that all elements are legible.
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Logo – Primary / Vertical Lockup This is the vertical version of our logo.  
It is our primary lockup and should be  
used wherever possible across all print  
and digital applications.  

It has the most effective balance between 
different elements to represent the idea of 
the brand.

Introduction
Logo
– Introduction
– Overview
– Wordmark
– Monochrome
– Vertical lockups
– Small use lockups
– Horizontal lockups
– Degree of visibility
– Clearspace
– Minimum size

Graphic Language
Typography
Tone of Voice
Art Direction
Applications
Misusage
Contact

10/66
Guidelines v1.0



Logo – Small Use Lockup When space is very limited and can not 
accomoate the minimum size of our 
primary lockup, we have the option of 
using this version. 

Introduction
Logo
– Introduction
– Overview
– Wordmark
– Monochrome
– Vertical lockups
– Small use lockups
– Horizontal lockups
– Degree of visibility
– Clearspace
– Minimum size

Graphic Language
Typography
Tone of Voice
Art Direction
Applications
Misusage
Contact

11/66
Guidelines v1.0



Logo – Horizontal Lockup When vertical space is limited or we 
have a descriptor that accompanies 
our logo this version should be used. 
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Logo – Degree of Visibility Our identity needs to be flexible enough 
to vary in emphasis, from highly visible to 
more recessive.

We use the elements of the identity to allow 
us to move along this scale, which enables 
us to play a leading role, such as on our 
website or annual report, or to support, for 
example when endorsing an event. There 
are a series of logos that allow us to adapt 
its degree of visibility.
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Visible

Perspective

Core activity
Nesta website 
Annual report

Igniter
Health Lab events

Partners
New Radicals

Platform
Challenge Prize Centre
FutureFest
The Long+Short

Branded
Readie
IGL

Invisible
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Logo – Core initiatives / descriptor Our brand has several core initivites, to 
clearly differentiate between the parts of 
our organisation we pair our horizontal 
lockup with a descriptor. 
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Point size : Leading
1 : 0.95

The descriptor has a fixed relationship to 
the logo. This relationship has been carefully 
considered and should not be altered. 

Logo – Core initiatives / descriptor
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Logo – Platform initiatives The horizontal lock-up is used when the 
Nesta’s logo is locked up with its platform 
initiatives. This is demonstrated with the 
Challenge Prize Centre and FutureFest’s 
identities shown here.

When Nesta has to have more presence,  
it could be used in the leading postion (left). 
When an initiative has developed  
a strong identity, Nesta could be used in  
the supporting position (right).
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by

by
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Logo – Partnership projects We will use the Horizontal Lock-up 
when Nesta is in partnership with other 
organisations. The position of Nesta’s logo 
depends on the role of Nesta.

Nesta as leading partner

Nesta as supporting partner
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Logo – Partnership projects

Nesta as leading partner Nesta as supporting partner

Ruth Puttick, Peter Baeck & Philip Colligan

The teams and funds 
making innovation 
happen in governments 
around the world

27 March–1 April 2014
Manchester
futureeverything.org

We have demonstrated these two 
partnership projects scenarios on  
this page.
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The clear space of the Primary lockup is 
equal to the diameter of the yellow circle.

The clear space of the Nesta wordmark is 
equal to the height of the lowercase “ a”.

Logo – Clearspace To ensure the logo stands out and has 
the impact it deserves there is a minimum 
clearspace around it. No other elements 
should enter this space. 
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The clear space for horizontal lockup is equal 
to the height of the black half circle.

The clear space for the small use lockup 
is equal to 2 times of the diameter of 
the red circle.

This page shows the clear space while using 
the Nesta’s Horizontal and small use lockup.Logo – Clearspace
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18mm
120px

28mm
200px

Logo – Minimum size

20mm
150px

20mm
110px

When using the Nesta logo, we must 
adhere to these gudelines of minimum 
sizing to ensure that it is always legible.

Do not use the logo any smaller than 
the minimum sizes indicated. 
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Graphic Language
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Within our identity system is a graphic 
language of circles, derived from the 
logo. The circles should feel dynamic, 
effervescent and energetic.

This graphic language conveys  
the spirit of an open environment.  
It serves as a catalyst for new ideas.

Our graphic language
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Graphics – Overview Please follow the following guidelines 
when using the grid  to create graphic 
compositions for Nesta’s communications.

We have a vertical and horizontal version 
of the grid. The rules for using them are 
explained on the following pages.
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Graphics – Scaling (Vertical) 1. The grid should always be scaled to the 
width of the application 

2. You may crop or extend the grid if it does 
not fit the application once scaled

3. Always scale the graphic elements 
together with the grid

Template width 
210mm / 100%

6 sheet / Scale the template by width 
1200mm / 571%

Extend if the grid if doesn’t 
reach the height of target 
format after resized

Square format (180mm2) / 
Scale the template by width 
180mm / 85.7%

Crop the grid when 
it exceeded the target 
format after resized
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Template width 
1024px / 100%

Scale the template by width 
1920px / 187.5%

Crop the grid when 
it exceeded the target 
format after resized

Graphics – Scaling (Horizontal) 1. The grid should always be scaled to the 
width of the application 

2. You may crop or extend the grid if it does 
not fit the application once scaled

3. Always scale the graphic elements 
together with the grid
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Colour – Primary palette

PANTONE® 1235 C

C0 M31 Y100 K0
R255 G184 B25

PANTONE® Process Black

C30 M30 Y0 K100
R0 G0 B0

PANTONE® 7530 C

C33 M35 Y43 K15
R165 G148 B130

PANTONE® 2602 C

C55 M100 Y0 K0
R155 G0 B195

PANTONE® Orange 021 C

C0 M77 Y100 K0
R255 G90 B0

PANTONE® 192 C

C0 M99 Y61 K0
R255 G0 B65

We have created a primary palette of six 
colours which reflect our fresh and friendly 
personality. The palette is predominantly 
virbrant and designed to stand out on top 
of imagery. 

The primary is for use on Nesta’s primary 
communication materials, such as the 
annual report, website, and stationery.Introduction
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Colour – Secondary palette and colour pairings

PANTONE® 619 C

C38 M30 Y94 K15
R160 G145 B40

PANTONE® 151 C

C0 M60 Y97 K0
R246 G126 B0

PANTONE® 2627 C

C90 M100 Y34 K30
R60 G18 B82

PANTONE® 240 C

C25 M90 Y0 K0
R200 G40 B146

Bright combination Warm combination Deep and accent 
colour combination

Cool combination Neutral with accent 
colour combination

PANTONE® 612 C

C26 M22 Y100 K4
R196 G176 B0

We have also included a secondary  
colour palette intended to support and 
expand the primary palette.

The secondary is for use on Nesta’s 
supporting communications, such as 
infographics, publication dividers or when 
many colors are required.

There are different ways to combine Nesta 
colors. Secondary colours can be paired 
with primary colours, using the examples 
below as reference.
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1. Use between 5 – 9 graphic shapes in your 
composition

2. Always have at least one pair of semi-
circles that are connected to one another

3. Use colours from the primary palette
4. Position full circles by aligning the centre 
of the shape to a grid’s intersect point

5. Full circles can bleed off the page
6. Position semicircles by aligning the centre 
of diameter to a grid’s intersect point

7. Semi-circles can be flipped horizontally
8. Always connect the semi-circles with a 
section of their diameter touching

Graphics – Composition

Always anchor semi-circles 
with a section of the diameter 
touching

Position semi-circles by aligning 
the centre of diameter to a grid’s 
intersect point

Always have at lease one 
pair of semi-circles that are 
anchoring to each other 

Position full circles by aligning the 
centre to a grid’s intersect point.
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1. Follow the chart on the next page for 
colour blending options of each colours

2. Ensure the focal point of the image is 
legible and clear of shapes

Graphics – on photography

Colour  Blending mode
 Yellow Normal
 Orange Normal / Multiply / Hardlight
 Red Normal / Hardlight
 Purple Normal / Multiply
 Black Normal
 Grey Do not use

Light tone imagery Mid tone imagery Dark tone imagery

Colour  Blending mode
 Yellow Normal / Hardlight 
 Orange Normal / Hardlight 
 Red Normal / Hardlight 
 Purple Normal / Multiply / Hardlight
 Black Normal
 Grey Screen

Colour  Blending mode
 Yellow Normal / Hardlight
 Orange Normal / Hardlight / Screen
 Red Normal / Screen
 Purple Normal / Screen
 Black Normal
 Grey Screen
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1. Use only the wordmark when using 
graphic elements in your composition

2. Minimum title size is 50% of cell height
3. Maximum width of typesetting is:
 - 50% of the width of horizontal format
 - 75% of the width of vertical format
4. Type margin is 50% of a cell size
5. Avoid overlapping type with multiple 
graphic shapes

6. Be mindful when overlapping type and 
graphic shapes that layouts don’t   
become cluttered or too complicated

7. Position titles at either top or middle

Graphics – with logo and typography

Innovation 
Population
Richard Avent
June 2016

Data 
for good
How big and open data can be 
used for the common good
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1. Use only colours from the primary 
palette for duotone applications

2. Use black for graphics elements
3. Use white for typography and logo

Graphics – Duotone applications

Data for good

nesta.org.uk

Digital culture panel 
29 January 2016
4–6.30pm
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1. Do not use graphics with illustration, and 
use the logo lock up insteadGraphics – with illustration

Young digital
makers
Report Summary
Oliver Quinlan
March 2015

Surveying attitudes 
and opportunities for 
digital creativity 
across the UK

Machines 
that learn 
in the wild
Machine learning capabilities, 
limitations and implications

July 2015
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Typography
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Typography – Typeface

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890()&!?/*‘’;:,.-—

Averta 
The signature typeface of Nesta is Averta. 
It is a modern typeface which has an open 
and friendly quality. The simple geometry 
of Averta makes it highly legible.

This typeface allow us to communicate in 
a clear and apporachable way.
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Typography – Hierachy

Title – Averta Light

Paragraph – Averta Bold/Regular/Italic

Descriptor – Averta Regular

Infromation – Averta Regular

10 ways we 
 are helping 
 to change 
 the world for 
 the better

FutureFest 2015

FutureFest 2015, which ran 14–15 March 2015 at Vinopolis, London, 
focused on six themes: thrills, music, money, machines, democracy and 
global - which focused in on two rapidly-developing cities in Africa.

Highlights included Vivienne Westwood and Edward Snowden challenging 
the establishment and discussing the future of democracy; best-
selling author Jon Ronson questioning the power of social media and 
Baroness Helena Kennedy QC examining power structures in the face of 
globalisation.

The programme spanned discussion, performances, installations and interactive 
experiences. Attendees were engaged as active participants, informed and 
challenged to explore and formulate their own vision of the future.

www.nesta.org.uk 

1 Plough Place 
London EC4A 1DE

info@nesta.org.uk 
 @nesta_uk 
 www.facebook.com/nesta.uk

Nesta is a registered charity in England and 
Wales with company number 7706036 and 
charity number 1144091. Registered as a charity 
in Scotland number SCO42833. Registered office: 
1 Plough Place, London, EC4A 1DE.

To create a visual hierarchy in our 
communications to help guide our readers 
through them, we use a variety of type 
weights. Below are four examples that 
show how we use the different weights of 
our typeface.
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Typography – Typesetting When setting type we should always range 
left. Other alignments are only used for 
captions or when using type as illustration.

Machines
that learn
in the wild
Machine learning capabilities,
limitations and implications
July 2015

3 bedrooms
Garden
Rural location
Pool

Machine learning algorithms ‘learn’ 
to predict outputs based on previous 
examples of relationships between input 
data and outputs (called training data). 
A model of the relationship between 
inputs and outputs is gradually improved 
by testing its predictions and correcting 
when wrong. Machine learning is a set of 
computerised techniques for recognising 
patterns in data. It is a way of generating 
something like the ‘line of best fit’. It’s useful 
to automate this process when the data 
has many features and is very complex.

What is machine 
learning?

6 Machines that learn in the wild

For example, lots of factors affect house 
prices. There is no simple relationship 
between, say, house size and price. A 
computer can crunch through details of 
thousands or millions of houses for sale to 
model the relationship between different 
factors and price.

Using these algorithms bypasses 
the need to write specific code to solve 
each specific problem and each algorithm 
can be used to solve lots of different 
problems by adapting the model to fit 
different data sets. The field of machine 
learning uses many of the same techniques 
and ideas as other fields, such as statistics 
— from which it also borrows methods but 
uses different nomenclature. There are 
multiple types of problems that machine 
learning algorithms can be used to solve. 
The most common are classification, 
regression and clustering.

Classification
Labelled data is used to train the 
algorithm so it can guess the label to 
attach to new unlabelled data. The 
algorithm is effectively modelling the 
differences and similarities between groups 
or classes. Examples include spam email 
filtering and fraud detection from unusual 
transactions or payments.

Classification might be used with the 
house market data to find rural properties, 
when they haven’t been labelled as such. 
Having two or more of a bundle of features 
like ‘farmland’, ‘near village’ or ‘own water 
supply’ may together predict whether a 
property is rural or not.

Regression
Data is given a real value rather than a 
label. The algorithm must predict values for 
new data. The price of a stock or a market 
over time is an example application.

Regression could be used to calculate house 
prices based on the historical local market 
data. The analysis would test out several 
factors including property size, proximity to 
amenities or whether it has a garden or not. 
It would then look for a strong relationship 
between these factors and price variation. 
A model for new prices could be developed 
based on these relationships.

Clustering
Data is unlabelled but can be divided into 
groups based on similarity or othermeasures 
of structure within the data. The algorithm 
tries to find the hidden structure of the data.

Clustering could be used to try and discover 
new determinants of a house’s price. Taking 
a price range, say £250,000 to £350,000, a 
clustering algorithm can create a map that 
groups houses together that share similar 
features. There might be a group that are 
small but urban. There might be another 
group that share period features and 
gardens. By comparing the groups across 
different price ranges, the analysis would 
start to show segmentation in the market 
and how it changes as prices increase.

Model Price

The machine learning algorithm builds 
a model to represent the relationship 
between different house features and price

 Machines that learn in the wild 7

Supervised, Unsupervised and 
Reinforcement learning

Machine learning algorithms can be 
broadly split into categories based on 
how they learn:

Supervised learning requires a training 
data set with labelled data, or data with 
a known output value (e.g. rural/not rural 
or house price). Classification and 
regression problems are solved through 
supervised learning.

Unsupervised learning techniques don’t 
use a training set and find patterns or 
structure in the data by themselves. 
Clustering problems can be solved with 
an unsupervised approach.

Semi-supervised learning uses mainly 
unlabelled and a small amount of labelled 
input data. Using a small amount of labelled 
data can greatly increase the efficiency 
of unsupervised learning tasks. The model 
must learn the structure to organise the 
data as well as make predictions.

Reinforcement learning uses input data 
from the environment as a stimulus for 
how the model should react. Feedback is 
not generated through a training process 
like supervised learning but as rewards or 
penalties in the environment. This type of 
process is used in robot control.

There are a few key limitations of machine 
learning approaches that impact on 
their usefulness for certain tasks, as 
well as their ability to function in real-
world environments. Machine learning 
algorithms function very well on tasks 
related to familiar data from a training 
set. Limitations tend to surface when the 
algorithm tries to incorporate new data. 
As these systems advance, they are quickly 
becoming better at categorising familiar 
data and performing tasks such as image 
or speech recognition. Improvements in 
understanding what a picture or sentence 
means or interpreting it for use in other 
contexts have been much slower.

8 Machines that learn in the wild

Assumptions and inductive bias

Machine learning algorithms will make 
assumptions about the ‘best’ function that 
fits the data. It is possible to find multiple 
functions that fit with a given training data 
set. To choose one, the machine learning 
algorithm will need to make assumptions 
about what the function being modelled 
looks like. This inductive bias guides the 
learning algorithm to one hypothesis or 
function over another. Assumptions can 
be about the distribution of the data; 
many algorithms assume the data lies in 
a standardised distribution or that some 
factors are more relevant than others when 
classifying data. For example, the minimum 
description length assumption is akin to 
Occam’s razor where the simplest solution 
is considered more likely to be correct. 
An algorithm that uses this assumption 
will create a model biased to the simplest 
function that fits the data.

These assumptions inform the algorithm’s 
ability to cope with new data outside the 
training set. There is a trade-off between 
simple models that can generalise well 
beyond the training data and complex 
models that better fit the training data. 
Both simple and complex hypotheses can 
cause problems when trying to find the 
best function: 

Overfitting
The model uses complex hypotheses and 
focuses on irrelevant factors in the training 
set limiting the ability to generalise when 
faced with new data.

Underfitting
The model only considers simple 
hypotheses and therefore excludes the 
‘real’ function.

Assumptions made by the learning system 
have implications for the model, final 
outputs, how well the model will cope 
with new data and how fast the machine 
learning algorithm can learn.

Several different functions 
might fit the same data set

X

y

 Machines that learn in the wild 9
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10 Predictions for 2015

In 2015, enough fruit and veg will be diverted from 
food waste to offer millions one of their five a day, 
says Meera Chadha.

Fifteen million tonnes of food is wasted every year in the UK. 
While nearly half comes from household waste, an estimated 
20 to 40 per cent of UK fruit and vegetables are rejected even 
before they reach the shops because of cosmetic standards or 
surplus production.

In the aftermath of the European Year Against Food Waste 
and with the Fabian Society due to report on food and poverty 
in summer 2015, the time is ripe for volunteers, supermarkets, 
and entrepreneurs to converge in the battle against food waste 
to divert millions of portions of fruit and veg back into the 
hands and mouths of the people.

Ripe for picking
Since Tristram Stuart held the first Feeding the 5,000 event in 
Trafalgar Square on a cold and gloomy winter’s lunchtime in 
2009, the campaign against food waste has been growing. The 
debate has evolved from highlighting how much is wasted to 
taking proactive steps to harvest food that would be otherwise 
left to rot in farms through ‘gleaning’.

Gleaning 
will change 
our attitude to 
food waste
Meera Chadha

Gleaning will change our attitude to food waste
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Gleaning networks have been sprouting up across the country 
since 2011. After winning Nesta’s Waste Reduction Challenge 
Prize in 2013, the charity FeedBack now has six gleaning hubs 
in the UK. A further three are planned in 2015. This work has 
rescued hundreds of thousands of portions of fruit and veg, 
which have been directly distributed via FareShare and other 
partners to people in need.

The potential in 2015 is even bigger. FeedBack estimates that it 
will save over 200 tonnes of fruit and vegetables, equivalent to 
over 2.7 million portions, next year.

FeedBack estimates that 
it will save over 200 tonnes 
of fruit and vegetables, 
equivalent to over 2.7 million 
portions, in 2015.

“Savvy entrepreneurs are 
finding ways to transform 
the ugly sisters of the 
fruit and veg world into 
appealing new products.”

 2.7m

36

10 Predictions for 2015

Wonky fruit rebellion
We’ve already seen a growth of gleaning networks in France, 
Spain, Belgium, Greece and Poland, but it’s actually the 
novel approach of supermarkets like Intermarché that have 
really captured the imagination. Earlier this year, the French 
supermarket set out to change attitudes to ‘wonky’ fruit and veg 
by making it a viable and appealing option for consumers to buy 
directly, which they did in droves. Waitrose in the UK is following 
suit by stocking ‘weather beaten’ fruit and veg. Tesco, Sainsbury’s, 
Morrisons and Asda – take note!

Alongside a handful of supermarkets, savvy entrepreneurs are 
finding ways to transform the ugly sisters of the fruit and veg 
world into appealing new products.

2012 New Radicals alumnus, Rubies in the Rubble, started creating 
tasty jams and chutneys from surplus fruit and vegetables in 
2010. The products are now stocked in Waitrose, Selfridges and 
independent stores across Britain and Ireland. London-based 
Snact successfully raised more than £13,000 in 35 days through 
crowdfunding earlier this year to scale up its fruit jerky venture, 
while Dutch Kromkrommer is building a ’krommunity’ as well as 
wholesome soups from its crooked vegetables.

Further still, places such as Bristol Café have been set up by the 
Real Junk Food Project, to provide affordable meals for people in 
need based on the original ‘pay as you feel’ model in Leeds.

2015 will see more of these ventures hitting our high street shelves 
as consumers join the rebellion against the perfectly formed 
carrot. And if they don’t, I’ll eat my cabbage-shaped hat!

Gleaning will change our attitude to food waste
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Typography – Typesetting When setting type we should always range 
left. Other alignments are only used for 
captions or when using type as illustration.
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Digital art 
gets up close 
and personal

Typography – Tracking & kerning

-7

We often use headings at large point 
sizes and sometimes the spacing isn’t 
equal between letters. 

The basic kerning setting is Optical 
with -7 of tracking value. It is essential 
that to manually kern headings to 
ensure spacing is visually consistent. 

Kerning 
Optical

Tracking 
-7
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Typography – Leading

In China, making things 
is a national specialism: 
whether smartphones 
or air conditioners, a 
staggering proportion 
of the world’s everyday 
goods are manufactured 
in the country.

Point size 
30pt / 100%

Body TextTitles

Leading 
36pt / 120%

Our work 
here is done

Point size 
80pt / 100%

Leading 
76pt /95%

To ensure our text is easy to read, we have 
set some leading rules. Please follow these 
guidelines when typesetting.
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Typography – Line Length

Example copy using a line length of 28 characters / 5 words

Why you should care about 
blockchains: the non-financial 
uses of blockchain technology.

To ensure text is easy to read, we 
recommend to maintain line length  
of 28 letters / 5 words. 

Please follow this guideline of line length, 
whenever possible.
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Typography – Size

Digital technologies, from apps to online 
platforms, can help councils provide 
better services for their residents and 
mobilise communities to work alongside 
these services, as well as find new 
ways of collecting and analysing data, 
which could have a significant impact 
on the quality of future services.

Body copy 
100% (Minimum: 9pt)

Header
120% of body copy in bold

Title 
200% or higher of body copy in Light

We recommend using the guidelines  
on this page, when defining the size of  
text in communications.

Or follow our publication templates when 
designing new publications.

Supervised, Unsupervised and 
Reinforcement learningWhat is 

machine 
learning?

Sub-header 
100% of body copy in bold

Supervised learning
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Tone of Voice
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Our verbal language conveys a  
new approach to communication. 
Using a natural tone, we can 
transcend expected marketing 
vernacular. Communications portray 
rhythm and movement like the visual 
language, using simple messaging.

Our support language is simple, 
clear and straight forward.

Our Tone of Voice
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Tone of Voice – Titles and languages

See Spark Shape Shift

“Many will never use the skills 
they have gained, a tragic 
waste of a life-saving resource. 
This is about to change.”

To communicate in a direct and simple  
way that also carries the brand’s personality.

We recomend to use language and words 
that are simple and easy to understand.  
We write out titles and headlines in  
a “telegraphic” style. Avoid using  
jargons and difficult terminologies.

Data for good
Body copyTitle

Brand message
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Art Direction – Photography Photography plays an essential role 
in our identity. It should be bold and 
simple especially when used with our 
key graphic elements. 
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Art Direction – Illustration We occasionally use illustrations in 
our communications. These should 
be simple and sympathetic to the key 
graphic elements and colour.

However, we do not recommend using 
graphic elements with illustrations,  
as it would cause confusion between 
the brand identity and the content.Introduction
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Art Direction – Information graphics

Subway Fares in NYC

1950 1960 1970 1980 1990 2000 2010

3

1

2

0

Charts and diagrams are essential in our 
communications. The design is minimalistic. 
Simple lines and grey colours represent the 
basic data and primary and secondary 
colours highlight important insights.

Shapes are based on simple geometry; 
while lines are always in increments set of 
weights to ensure legibility.

University education

Entrepreneurship

Product design

New ideas

Technology

Engineering

Management

Primary/Secondary Education

Transport infrastructure

Manufacturing

Language skills

-80% -60% -40% -20% 20%0% 40% 60% 80%

43% 

37% 

34% 

34% 

32% 

33% 

26% 

18% 

16% 

16% -64% 

-76% 

-63% 

-64% 

-41% 

-41% 

-39% 

-36% 

-35% 

-33% 

-32% 

12% 

Weaker than rivals Stronger than rivals

Q. For each of the following, would you say this is an area where Britain is stronger than 
rival countries, weaker than rival countries, or in line with rival countries?

Base: Total n = 2,077

16,000

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

14,000

12,000

10,000

8,000

6,000

4,000

2,000

0

Headline mentions of the word ‘Robot’ 
in English language news, 1999 – 2013

Personas of the UK Innovation Population

Innovation
Futurist

19%

Innovation
Romantics

12%

Innovation
Creatives

19%

Innovation
Realist

34%

Innovation
Sceptics

16%
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Download Conditions
Download Application Kit
Registration for the Event

Business

Analyst

Web

Activity

Data

Business

Analyst

Web

Activity

Data

Flow chart palette

Q. Which countries, if any, would you associate with each of the following?

1. Planning for the future

India

USA

UK

Japan

Germany

China

UK

USA

India

Germany

Japan

China

India

Japan

China

Germany

USA

UK

USA

Japan

UK

India

Germany

China

India

Germany

USA

UK

China

Japan

India

UK

Germany

USA

Japan

China

30%

34%

39%

42%

50%

62%

3. Developing new ideas

21%

31%

35%

36%

54%

56%

2. Coming up with new ideas

17%

33%

36%

38%

52%

54%

4a. Manufacturing products

24%

26%

38%

43%

46%

76%

5. Adapting to change

31%

34%

35%

36%

36%

53%

4b. Delivering services

24%

26%

31%

35%

43%

54%

Base: Total n = 2,077
Q. How important or unimportant is it for the future of the human 

race that we continue to innovate in the following areas?

Area % interested Mean score* Key audiences (% positive)

Healthcare 93% 6.21 Age 55+ (96%)1

Energy 87% 5.92 Age 55+ (91%), Conservative (90%)2

Agriculture 83% 5.66 Conservative (89%)3

Education 82% 5.66 Women (86%), Public sector (86%)4

Communications 67% 5.04 London (74%), Men (71%)5

Public transport 59% 4.74 London (71%)6

Space exploration 34% 3.64 London (47%), Age 18–34 (46%)8

Military/defence 50% 4.427 Conservative (61%), UKIP (58%)

* 1–7 scale, where 1 = lowest importance and 7 = highest importanceBase: Total (4,121)
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Applications – Motion
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Applications – Stationery
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Applications – Collaterals
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Applications – Publications
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Applications – Publications
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Applications – Staff assets
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Applications – Notebooks
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Applications – Pencils

Introduction
Logo
Graphic Language
Typography
Tone of Voice
Art Direction
Applications
Misusage
Contact

58/66
Guidelines v1.0



Applications – E-mail footer

-- 
Olly Arber
Director of Communications and Digital
020 7438 2604

1 Plough Place 
London EC4A 1DE 

nesta.org.uk | Newsletter | Twitter | LinkedIn | Facebook | Magazine

This email and any attachments are confidential and may be subject to legal privilege. Any use, copying or disclosure 
other than by the intended recipient is unauthorised. If you have received this message in error, please notify the 
sender immediately via +44 (0)20 7438 2500 or by email to information@nesta.org.uk and delete this message and 
any copies from your computer and network. The views expressed in this email are those of the author and do not 
necessarily reflect the views of Nesta. Nesta is a company limited by guarantee and registered in England and Wales 
with company number 7706036 and charity number 1144091. Registered as a charity in Scotland number SC042833. 
Registered office: 1 Plough Place, London, EC4A 1DE. 
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Applications – Tote bag
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Applications – Website
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Misusage
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Misuse – Logo To ensure consistency and integrity of 
Nesta’s brand identity, the following 
examples should be avoided. 

Make sure logo elements are always legible

Do not distort the logoDo not rotate the logo

Do not rearrange logo elements Do not keyline the logo

Use only black or white for the  
wordmark and single colour lockups

Do not recolour the logo

Use full or horizontal logo  
for co-branding applicaiton
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Our job 
here is 
done

Misuse – Applications

Make sure imagery is legible  
when applying graphicsAvoid use of gradients

Do not use combination where  
legibility is impaired Do not use colour blending on plain colours Do not use blending mode otherwise stated

Use only black or white for graphics elements 
when apply with illustrations

Always have at lease one pair of  
half circles when composing

Do not use colours that are not in the  
primary palette on graphic elements
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Contact
Olly Arber
Director of Communications and Digital
olly.arber@nesta.org.uk
020 7438 2604

Helen Durham
Publications Manager
helen.durham@nesta.org.uk
020 7438 2603
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