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Welcome to the AMW Brand Style Guide. This document serves as your roadmap for
implementing our brand identity.

The framework illustrated throughout the following pages forms the foundational cornerstone of
our brand, it will guide you on who we are and how to apply our brand consistently. This guidance
acts as a creative platform, allowing for flexibility and creative thinking to enable a dynamic and
adaptable brand that evolves alongside our business.

Should you have any questions or need clarification on applying any rule or guidance outlined in
this document, please don’t hesitate to contact us at info@AMW.com
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1.1 Purpose
1.2 Vision
1.3 Mission




BRAND
PURPOSE

2 [#= BRAND

Our purpose is to empower brands and
creators by elevating their digital presence
through intentional, story-driven media.
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BRAND
VISION

Our vision is to see Strategic Creative Media in Every
Brand's Toolbox. Where businesses of every size
can access high-end content that drives connection,
visibility, and sustainable growth.
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AMY BRAND STYIE GYIDE

Our mission is to become a leading creative media partner
known for producing sustainable, high-quality content that
helps brands grow with clarity and confidence. We are
committed to refining every story, enhancing every message,
and ensuring that creativity and strategy work hand-in-hand.



2.1 Brand Personality
2.2 Voice Pillars
2.3 Voice in Use




BRAND
PERSONALITY

Derived from our purpose, vision, and
mission, our brand personality becomes
clear. These five defining characteristics
capture who we are, shaping how we
communicate, create, and connect with
our audience.

4 VERBAL IPENTITY

1. Strategic

2. Insight-Led

3. Decisive

4. Measured

5. Purpose-Driven

But Never Overcomplicated
But Still Creative

But Open to Collaboration
But Forward-Thinking

But Adaptable



2.2

VOIGE
PILLARS

Our voice pillars form the foundation of
our verbal identity. These principles guide
the tone, language, and intention behind
every message we craft. They ensure
consistency, clarity, and authenticity
across all communication, reflecting our
values and speaking directly to the needs
of our audience.

0 VERBAL IPENTTTY

1. Strategic

2. Professional

3. Forward-Thinking



Built upon our core verbal principles, our trueline stands as our fundamental brand
promise. It serves as our core touchpoint for all brand communication efforts, offering
direction for new brand language and informing the implementation of our voice.

VOIGE IN USE

TRYEUNE: EXAMPIES OF VOICE (N YSE:

High-Impact Content for Ambitious Brands
Refined Media Crafted With Intention

STHATEGIG anATI“E Creative Strategy That Moves You Forward

Strategic Media Solutions (SMS)

ME“IA T“. EI.E“ATES Elevating Brands Through Storytelling

Purpose Led Creative (PLC)

vnun BnANn Made for Growth - Built with Insight

Story Driven Media
Designed for Clarity
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Primary Logo

Symbol

Color Variants

Clearance & Minimum Size
Logo Misuse
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THIS IS OUR PRIMARY LOGO. IT IS THE MAIN A BRIND STVE Gue
PRIMARY IDENTIFIER OF OUR BUSINESS ACROSS ALL
L0GO BRAND APPLICATIONS.
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3.2

GOLOUR ! PURPLE - SUCK O WHIE 2 WHE oN PURPIE

VARIANTS

Our logo may be used in AMW
Black, Purple & Off-white. Use the
elements in your communications
piece to determine the best colour
application.

3. WHI[E ON BUYE

MNN

. . s

MNN

AMW black should be used on light
backgrounds. The primary Purple &
Black should be used on Off-white
and white backgrounds, whereas
the AMW Off-white should be used
for dark backgrounds and the AMW
Blue.

When placing the logo over imagery
you can use the primary logo varient
with the Off-white outline.
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CLEARNGE
AREA

X PN o
When placing our Primary Logo it is

important to ensure it aligns with both
the clearance and minimum size rules.

GLEARANGE AREA ” >

For maximum impact our logo needs
a space of it's own. This space is
defined by 22X’ where ‘X' is the height
of the bottom line of the logo.

X X

MINIMUM SIZE

To ensure clarity across digital and
print applications our logo should
never be reproduced at any size below
15MM.,

DRIVEN

- NNV
- N




3.4
THE
MASGOT

Our mascot icon acts as a
secondary brand identifier,
stepping in when the Primary
Logo isn't suitable, such as

in small-scale applications,
informal touchpoints, or
Instances where the Primary
Logo is already present within
the design.

It can also be used within
graphic elements or subtle
visual moments, serving as a
distinctive brand marker and an
extension of the visual universe
that defines our brand.

The established color guidelines
for the Primary Logo also apply
to this asset.

% (oGos
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MASGOT
SGALING

When integrating the mascot
iNto your communications, it's
essential to priorotise the clarity
of the registered trademark,
particualy when it's scaled
down for reproduction.

INn such cases, choose small-
use varient that omits the
registered trademark to ensure
clear legibilty in reproduction.

7 (oGS
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3.6

MASGOT
CLEARANGE

When placing our Mascot it is
important to ensure it aligns
with both the clearance and
mMinimum size rules.

GLEARANGE AREA

For maximum impact our logo
needs a space of its own. This
space is defined by ‘0.5X’, where
X'Is the height of the asset.

MINIMUM SIZE

To ensure clarity across digital
and print applications our logo
should never be reproduced at
any size below 15MM.
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0.5X

0.5X

gf}d 1I5SMM

0.5X

0.5X




Consistent use of our logo is key to
accurately representing our brand and
upholding visual coherence across all
brand applications.

Here are some examples of what you
should avoid when using our logo.

Do Not:

Squash, stretch or distort
Apply effects

Recolor

Rotate

Change the typeface

Use weak contrast

Resize individual elements
Place on complex backgrounds
Add a stroke

1.

2.
3.
4.
5

o.
7.
8.
2l
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4.1
GOLOUR
PALETTE

Our brand’s colour palette is curated
to embody boldness, honesty, and
unapologetic individuality.

These aren’t safe, corporate shades
designed to blend in. They're striking,
high-impact, and deliberately
distinctive.

Each color in our palette cuts through
the noise, reflecting our commitment
to challenging the status quo in this
busy sector.

They're designed to grab attention,
Mmake a statement, and signal that we
do things differently. No fluff, no filler,
just straight-talking confidence.

27 coloyr=

AMW OFF-WHITE

HEX f4ede3
RGB 244/237/227
CMYK 5/7/12/0

AMW BLACK

AMW PURPLE

AMW BLUE

HEX 24121
RGB 36/31/33
CMYK 73/69/58/78

HEX b32fbf
RGB 179/47/191
CMYK 54/83/0/0

HEX 539BDB
RGB 83/155/219
CMYK 67/29/0/0




AMYW BRAND ST/E GUYIDE

Maintaining a consistent color balance across the brand is crucial to achieving

4-2 visual consistency. White space is crucial and the black is most impactful use
of lettering. Always introduce contast with our colours to add emphasis o our

coluun HIEH"GHY design communications.
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4.2
GOLOUR
VARIANTS

Here are our recommended colour
pairings for applying the brand across

communication materials.

Your selection of colours will

be context driven and different
combinations will be more effective
depending on the application and use
with our brand elements.

+
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4.3
BAGKGROUND

PATTERNS







5.1 Primary Typeface

5.2 Primary Type Specimen
5.3 Type Hierarchy

5.4 Hierarchy Example




PRIMARY
TYPEFAGE

Anton is our primary typeface, it is
used for all our headlines, impactful
communications and messages.

27 [YPOGRAPIHY

ABGDEFGHIJKLMNOPQRST
UVWXYZ1234067890-&*
@3I1]+( :;)#£90.
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Montserrat Regular
Montserrat Medium

9.2
SEGONDAY

TYPEFAGE Montserrat Semibold
Montserrat Bold

Monts(,je]zratbisgur seconddalry typeface and Mon tse rrat Reg u/ar

Is used for body copy and large passages .

of text Montserrat Medium

Relgular orfMekc)jiL(ij are ou;pri;nary Montserrat SemibOId

selections for body copy. The chosen

vyeightdwill bte digend%}:rjwt on it's fght Montserrat BOId

elements. Medium, Semibold and Bc?ld

are used for highlighting and emphasis.

Montserrat
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890-&*@?!/+(,:).

28 [YPOGRAPHY
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TERTIARY
TYPEFAGE

Slowdex is our tertiary typeface and

is primarily used for annotations.
However, Slowdex can be used relatively
anywhere throughout our brand to create
contrast and scale creativity within our
communications.

ABCDEFGHITK(MNOPR
RS WVWXYZ1234567890

"@Pl=+( ;) H#E.
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2.4

TYPE
SETTING

When producing written copy,
maintaining visual hierachy is crucial for
optimal legibility and readabilty.

As a general rule, we recommend Anton
for headlines and always capitalised.

Montserrat SemiBold or Bold for
subheadings, Montserrat Regular for body
copy and Slowdex for annotations.

Slowdex can also be used creatively and
replace Anton for headlines. It can also be
used for emphasis and contrast, such as
phrases or headlines.

30 [YPOGRAPHY

Headline
Anton

All Caps
Leading 76-90%
Tracking 15-35pt

Sub-Heading

Montserrat SemiBold/Bold
Leading 76-90%

Tracking 15-35pt

Body

Montserrat Regular
Leading 110%
Tracking 15-35pt

Button
Antonio Bold
All Caps
Leading 110%
Tracking 25pt

Annotation
Slowdex

Leading 110%
Tracking 30-60pt

VIARKETING
SIARTS HERE

| know what you're thinking.
Here’'s another marketing agency.

Bringing partnership back into the picture. And making recruitment feel more
strategic, more human, and more sustainable. Because when schools hire well,
everything improves. Staff stay. Pupils thrive. The culture grows stronger. And that's
what we're really here for. We do recruitment the way it should be.

GONTACT US

AMUWMEDI4. COM



GOLOUR
USE

When using our colors in communication
and messaging, it is important to
maintain legibility and readability.

Use these recommended pairings
as a platform to think creatively
and experiment with color in your
communications.

37 [YPOGRAPIY

OFF- WHITE ON BUACK

DESIGNERS
START HERE

BUJCK ON OFF-WHIE

DESIGNERS
SIART HERE

BlyEe ON Bl4CK GREEN ON BUACK

DESIGNERS | DESIGNERS
START HERE | START HERE

OFF-WHITE ON PYRPLE BUACK ON 6REE=N

DESIGNERS DESIGNERS
START HERE START HERE




TEXT
HIGHLIGHTS

When using our colours in
communication and messaging, it is

important to maintain legibilty and
readabilty.

To create impact or emphasise a key part

of your messaging, you can introduce a
third colour.

32 [YPOGRAPHY

FIND YOUR
VOIGE...

PRIOROTISE
STORIES...




9.7

Our brand is bold, lively and impactful.
there will often be situations where

we want to convey this in our
communications - choosing a large, bold
type will help express this energy and
engage our audience.

AMUWMEDI4. COM

35 [YPOGRAPHY



BEGOME MORE VALURBLE
AND GLOSE
CLIENTS

Our brand is bold, lively and impactful.

there will often be situations where

we want to convey this in our

communications - choosing a large, bold

type will help express this energy and WHAT'S INGLUDED WHAT'S INGLUDED

engage our audience. WHAT'S INCLUDED WHAT'S INCLUDED
WHAT'S INCLUDED WHAT'S INCLUDED
WHAT'S INCLUDED

AMWMEDI4.CcOM

GO GET "EM GOURSE EFREE

Our brand is bold, lively and impactful. there will often be
situations where we want to convey this in our Brand.

THE PROPER
STRATEGY PACK

BUY NOW LEARN MORE —

£300

NO GATEKEEPING

Our brand is bold, lively and impactful. there will often
be situations where we want to convey this in our
communications - choosing a large, bold type will help
express this energy and engage our audience.

N0 EGOS

Our brand is bold, lively and impactful. there will often
be situations where we want to convey this in our
communications - choosing a large, bold type will help
express this energy and engage our audience.

NO SHORTGUTS

Our brand is bold, lively and impactful. there will often
be situations where we want to convey this in our
communications - choosing a large, bold type will help
express this energy and engage our audience.




EXTRA
EMPHASIS

For even more visual contrast and
emphasis, you can use our tertiary
typeface Slowdex to highlight key words
or phrases in your messaging.

You can also create ‘stickers’ to add more
texture and contextual information to
your designs, such as in presentation
documents.

35 [YPOGRAPHY
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EXTRA
EMPHASIS

When aligning copy, we recommend the
options provided on this page. However,
your decision should be shaped by the
message you aim to convey and the
specific communication piece you are
designing. Therefore, we encourage

you to engage in creative thinking and
experimentation.

37 [YPOGRAPIHY
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MARKETING SYMMIT 25 =JoRy DRVEN M=Did

NOW THAT YOU -  TO BUILD A
KNOW WHAT WE ' PROGESS WE NEED
D0, WE AN START - CTOKNOW WHAT .
T0 HELP OTHERS WE FREAKIN' DO

Wi AMWMEDIA. CoM @AMW. MEDIA WE GiVE FREE #YGS




6.1 lllustration Library
6.2 lllustrations & Text
6.3 lllustrations & Imagery

6.4 Color Use
6.5 Custom Color Variations

6.6 lllustration Lock-Ups
6.7 The Stars




QUR ILLUSTARTIONS ARE THE 50U OF
OUR BRAND. FUN, ENGAGING, AND
RAW, THEY AND
EMBODY OUR MARKETING ETHOS.
SPRINKLE THEM ANYWHERE,
AND |F YOU GAN, ADD A DASH OF
ANIMATION FOR THE

<+

f\\ B

<+







THE
STARS

Our stars are our fillers and like our
Illustrations, are inspired by the cosmos.
As such, these should be implemented
as supporting assets and are there to add
more texture to our materials.

42 ILYSTARTIONS




THE
STARS

43 /LLllfﬁRFO NS I “ E G n I s

We have four types of stars in our
arsenal, which you can use to help fill the
negative space created by your design.

Ensure to coordinate the colors with
your chosen combination and explore
various sizes to achieve visual harmony.
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WEB
BUTTONS

Accum ut quodigende plis plit, cum -

guam, sandem fugia quid quatia consed
qgue dolo tem sus, im la vel et odic tet
harum untio dolore ditas de nestias

eum et, quas sit ad utatinusdaes quate FHEE DOWNI_OAD FHEE DOWNI_“AD
pedicitium alit ratur a sae pro

FREE DOWNLOAD

FREE DOWNLOAD

FREE DOWNLOAD

C )

45  COMPONEN]S




8.1 Web Buttons
8.2 Button Hierarchy
8.3 Boxes

8.4 Box Use Examples
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STORY

w DRIVEN

DIGITAL
MARKETING
AGENCY
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Username

4 THE THINKING +

Automotive branding doesn’t have to feel cold or
predictable. We built a playful visual system led by
hand illustrated snail characters, each supporting
a different part of the brand. Paired with bold
colour and smooth, animated UX, the experience
feels trustworthy but fun, making the journey
through the site as enjoyable as it is intuitive.

TURBO
SNAI

LR X KR K (XXX LN NN (IR N RN NN} 20oocev00o0

O QV

17.280 views
Username instagram template #template

o0



PROJECT DETAILS 4

Je Light Services is a leading UK specialist in
2dical vehicle design and conversion. As the
siness grew, their website no longer reflected
> scale, quality, or trust required for B2B

d public sector work. We were brought in to
Jesign the site, strengthen credibility, and turn
nto a clear, high-performing lead generator.

LUE LIGHT SERVICES

o7

4 THE THINKING +

Trust is everything in this sector. We focused on
clarity, performance, and visual storytelling to
reflect BLS's professionalism and experience. A
modern layout, bespoke photography and video,
and a clear vehicle structure make the site easy to
navigate and reassuring to use. Behind the scenes,
UX, SEO, and speed improvements ensure the
experience is smooth, fast, and built to convert.

BLUE LIGHT SERVICES

4 CLIENT NAME +
Blue Light Services

4+ DELIVERABLES 4

- Website audit & strategy

- UX and Ul design

- Website build

- Bespoke photography & video
- SEO

- Analytics and tracking setup

O QV

17.280 views
Username instagram template #template

4 THE RESULTS +

SITE SPEED INCREASE

SEO BOOST

VISUAL IMPACT

UX/UI SATISFACTION

STRATEGIC CREATIVE

MEDIA THRT E(evqfEs
YOYR BRAND

www. AMUWME D4 .com




