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Intfroduction

In these guidelines we outline the building
blocks of our brand, including what

we stand for, what sets us apart, why

we choose the words we choose, and how
we have decided to show up in the world.

These guidelines are broken down into
three sections. Defining our brand, our
brand identity and brand in action. Great
brands are built through the consistent
delivery of the brand messages through
all touchpoints - a strong, unified message
reinforces not only who we are and why
we exist, it also drives recognition, trust,
success, and of course ultimately: business
growth. This document is a guide to how we
visually communicate the Peacock brands.
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Section 1.0
Defining our brand



Who we are

We are a healthcare
solutions business and
we have a clear purpose
to enhance quality of
ife. We are driven by
ensuring our patients
are always at the heart
of everything we do.
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Our mission is to treat more patients,
better. By providing life changing healthcare
solutions; in the right place, at the right time.

Our purpose is to enhance quality of life.

Our values and behaviours allow us to set
the right tone for our business:

— We believe people matter

— We say we can rather than we can’t
— We find solutions not problems

— We listen, learn and act

— We do what we say

— We have fun



Section 2.0
Our brand identity



Our logo

The Peacock family of logos act as visual
shorthand for all we stand for. It is simple,
assured and modern.

Our logos consists of three elements: the icon
‘heart’, logotype and divisional identifier.

Theicon ‘heart’ represents hands and the concept
of support, something which is integral to the way
we work. These are balanced by the logotype
reflecting Peacocks heritage and expertise.

The primary versions of our logos are shown
here. They should be used wherever possible.
These three elements should never appear
separately. The only exception to this ruleisin
selected digital uses and merchandise material
that has been approved by the brand team.
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Logo clearspace

When you place our logo in a design, please
make sure you give it room to breathe; we
call this “clearspace.”

Always leave a clearspace area equal to
the x-height of the ‘heart’ icon.

Our logo is a valuable asset that must be
treated with care. Always use the approved
electronic artwork and never adapt,
manipulate or recreate the logo.

For the full set of logo assets,
¢ please click the download folder.
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Logo minimum size

We want people to see our family of logos
clearly across all our communications. To
make sure it’s visible to everyone, we have a
minimum size for print and digital formats.

There will be occasional exceptions, such as
merchandise and stationery, but please stick
to the minimum sizes wherever possible.

Digital: Minimum width 170 px.
Print: Minimum width 60 mm.
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Q9 Peacocks

MEDICAL

170 px/60 mm
minimum size



Usage on backgrounds

The full-colour logos should be used only on W Peq COC ks

white, black, or blue coloured backgrounds. MEDICAL

Avoid using full-colour logos on photographs
unless the logo sits on a dark or light area of
the image.

Peacocks

Peacocks
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One-colour use

The one-colour logo should be used only
on photographs and colour backgrounds
within the Peacocks colour palette.

The one-colour logo should only be used
in white, black or blue colourways.

If using a blue background, we prefer to
use the full-colour logo. However, if design
limitations conflict with this, then the logo
should appear in white on blue.
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Additional logo versions

‘Heart’ icon

The ‘*heart’ icon is a simpler version of the
logo and should only be used for social
media profiles, favicon and when the full
logo can’t be used.

Mono versions
Use only when colour productionisn’t an
option or available.
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Logo misuse @P@OC © ©
o

Cks < Peacocks

. MEDICAL
Our logo is central to our brand, so please ¢

take care when you use it. Here you'll find

some things to avoid.
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Never use the logo at an angle
other than horizontal.

Peacocks

MEDICAL

Don't rearrange the
logomark and/or icon.

o
Peacocks

MEDICAL

Don't use the logomark
without the icon.

Don’t alter the colour palette of

any of our logos.
o
W Peacocks

MEDICAL

Don’t squash, stretch or distort
the dimensions of the logo.

(X
W Peacocks

MEDICAL

Don’t use drop shadows
or any other effects.
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Core colours

Our primary colours help give our brands
their distinctiveness. The colour palette has
been developed to add vibrancy to all our
communications. White should also be used
to keep the tone inviting and open.

These colours are always used in their 100%
solid form and never as tints.
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C:100 M:90 Y:40 K:35
R:11 G:37 B:81
#0b2551

PANTONE: 2768 C

C:0 M:68Y:100 K:0
R:237 G:107 B:6
#ec6a05
PANTONE: 1505 C

C:75M:0Y:0K:0

R:0 G:182 B:237

#00b5ec

PANTONE: Process Cyan C

C:68 M:0Y:56 K:0O
R:25 G:210 B:150
#19d296
PANTONE: 3395 C
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Use of colour

The percentage proportions shown here are
a general guide to the use of primary colours
on applications. Remember to include

plenty of white space on layouts to allow

the content to breathe.
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Typography SemiBold

Our typography is an integral part SemiBold is used for titles and headings
of our brand. Outfit is used as our primary

typeface as it is available in a range of

weights, appropriate for uses across

RegU|CIF

This enables our brand to maintain a
consistent voice in all our communications. Regular is used for body copy and bold body copy

Outfit is available from Google fonts. Always
use Ouftfit or, if that is not available, Arial. °
The default type size for all printed material | I g | I -|-
aimed at a general audience is 10pt.
Light is used for body copy

Peacock Group
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Type specimen

H1 - Outfit SemiBold, 36/38

Your progress is our passion

H2 - Outfit SemiBold, 24/26

Our patients are at the heart of everything we do

If we work together as one team anything is
possible and we can achieve great things

H4 - Outfit Regular, 12/14

Who are we

B1 - Outfit Light, 10/12

Established in 1903, Peacocks Medical Group has been supplying
medical equipment and services for almost 120 years across the UK
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Photography and video

To reinforce the user-centric, accessible
nature of our brand and business, we use a
strong photography and video style that is
grounded in reality. It is centred around
those who work with, and benefit from,
Peacocks. It captures these people living
their daily lives.

Images in this document are for reference only

Peacock Group
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Content

Our brand photography has a reportage,
natural feel. Whether you are sourcing stock
imagery and footage, capturing your own
pictures or briefing a photographer, make
sure you follow the guidelines for both content
and style. Allimagery should show how we are
“Transforming patients life's everyday”.

Style

All photography and videography should
follow three simple principles to achieve a
consistent style.

— Be shot in natural, available light, avoiding
direct sunshine or bright synthetic light.

— Appear natural and unposed.

— Contain colours that are calm and
composed, without feeling curated.
Aim for desaturated or muted tones.
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Image examples (lifestyle)
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Image examples (products/services)
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Image examples (surgical + medical)
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Cropping images

An image will be more effective and have
greater impact when it is appropriately
scaled and cropped using the graphic device.

Peacock Group
Brand Guidelines

Original

Cropped

22



Graphic device

We use graphic devices to further

strengthen our identity and create striking
communications. The device can help you to
create visuals that vary in their style in order
to appeal to different audiences but remain in
line with our brand.

Circle1

Circle 2

Peacock Group
Brand Guidelines

Helping to make

healthcare better
since 1903

Peacocks

23



Our icon system

Our icons play an important role in our visual
identity. They illustrate topics, ideas and
objects in a shorthand. We use them to
convey information quickly. They are never
used just for decoration.

Peacock Group
Brand Guidelines

24



Creating new icons

To create a consistent look, we construct all
our icons to the same dimension and from
the same basic elements.

Square art-board
We always draw our icons on a square art-
board to ensure proportions are similar.

Margins
We always use margins that are 10% of the
art-board width.

Line weight
We use a consistent line weight that is 4%
of the art-board width.

Style
Our icons are drawn with lines only.

Peacock Group
Brand Guidelines




Our tone of voice

Whether we're describing solutions, writing
brochures and online insights, or tweeting,
our tone of voice is one of our most
important tools.

Our words capture our brand personality.
Our content shouldn’t be overly formal,

boring, boastful or corporate.

We are humans, speaking to humans.
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Best practice
Use this guidance when you're writing content
that will represent our brand:

— Clear and simple words and phrases

— Snappy sentences of less than 25 words
— Real-world examples

— Positive language

— Active voice

Our audience wants us to be clear and
concise. Try to get to the point as quickly and
easily as possible. For example, we wouldn'’t
say, “the staff will be able to assist you in
choosing” — we'd just say “we can help

you choose”.
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Why tone of voice matters

Our *one Of VOice Like any commercial organisation,

we are competing. So, we need to be
clear about what makes us different

* Helpful and purposetul oo ot ot oo
- Expert and trustworthy

* Clear and informed

- Insightful and knowledgeable

- Authentic and engaged

» Confident (never cocky)

» Clear, concise and human

- Caring and compassionate

Peacock Group
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Messaging overview

Our brand messaging outlines “what” we

are trying to communicate, and how we
communicate it. It acts as a framework on which
to base all of our external communications.

Three of the most important components

of a messaging framework are a clear
understanding of target audience, positioning
statement and a well defined brand promise.

Peacock Group
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Brand promise
Delivering pioneering products and services
that enhance every patient experience

Positioning statement

Target audience

Primary message

Pillar 1 Pillar 2 Pillar 3

Call to action
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Accessibility

Accessible design

The following guidance is offered as best
practice. You should follow this advice as far as
is practical to ensure that your communications
are inclusive and accessible to the widest
possible audience.

Typeface and type size

Always use Outfit or, if that is not available,
Arial. The default type size for all printed
material aimed at a general audience is 10pt.
This includes text in tables and footnotes. If
content is aimed specifically at people with a
visual impairment, or older people, you should
use a minimum type size of 14pt. Take account
of how the size looks (some typefaces appear
larger than others at the same point size).

Peacock Group
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Type style

Avoid italics and excessive use of capital letters
in body copy, as these letter forms affect the
outline shape of words and are more difficult to
read. Avoid underlining as it impedes legibility.
This includes web addresses - it is better to
highlight them in bold or a different colour.

Reversing out text

Do not reverse out text on photographs or
patterned backgrounds. Reverse out text only if
the background is plain and provides adequate
contrast, and only use regular or semi-bold type
that can be read clearly against the background.

Leading

Allow adequate leading (line spacing). For body
copy, add a minimum of 2pt leading to the type
point size (e.g. 12pt type should have 14pt
leading). Increase the leading for larger type
sizes. Lines of text should never touch each other.

29



Accessibility

Letter spacing

Ensure adequate, even spacing between letters.

Letters should never appear to touch. Kerning
(adjusting the space between two letters)

can cause legibility problems for people with
less-than-perfect eyesight.

Word spacing and justification

Keep word spacing even. Do not condense or
stretch lines of type to fit a particular material.
Avoid justified text. Type ranged left is easier to
read than justified type.

Line length

Avoid very long lines of type. Around 70
characters per line, inclusive of spaces,
is acceptable.

Peacock Group
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Layout

Keep layouts clean and logical - do not allow
pages to become too busy. Break text into short
paragraphs with adequate space between and
around them. Break up longer text with plenty
of helpful headings.

Columns

Allow adequate space between columns, and
use rules to separate columns if they must be
close together. Generally speaking, it is
advisable not to use designs with uneven column
widths (unless the distinction is very clear).

Text with pictures

Make sure there is a clear area for text when
running type over or around illustrations and
photos. Where possible, use bold images

in preference to indistinct or very busy ones.
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Section 3.0
Brand in action



Building signage

Peacock Group
Brand Guidelines
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Business Cards

9 Peacocks

SURGICAL & MEDICAL

Peacocks

Gary Cooper
Operations Director

E: gary@peacocksgroup.com
T: +44 (0) 191276 9600
M: +44 (0) 7790 578 002

Benfield Business Park

Benfield Road

Newcastle upon Tyne

NE6 4NQ peacocksgroup.com

Peacock Group
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Peacocks

David Stevens
Managing Director

E: davide@peacocksgroup.com
T: +44 (0) 191276 9600
M: +44 (0) 7919 627 141

Benfield Business Park

Benfield Road

Newcastle upon Tyne

NE6 4NQ peacocksgroup.com

Q9 Peacock

GROUP

Peacock

Chris Peacock
CEO

E: chris@peacocksgroup.com
T: +44 (0) 191276 9600
M: +44 (0) 07967 185 464

Benfield Business Park

Benfield Road

Newcastle upon Tyne

NE6 4NQ peacocksgroup.com
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Access card

Peacock Group
Brand Guidelines

9 Peacocks

SURGICAL & MEDICAL

Gary Cooper
Operations Director

35
E.-

9 Peacocks

MEDICAL

David Stevens
Managing Director

55
E.-

Q9 Peacock

GROUP

Chris Peacock
CEO

oo
Ea
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Email signature

Dear Example

On re nienisi sum venit venis quatur sundi ipis simi, alit
quatus di velenec tatiam re rem ipienia quaestrum imc
diant ut ligendit apicid modisit expliqu ossiminus maio
cusdae pelicto et, od mo etur. Pelentem sum qui adistic

Titem qui coris est, in cum il ma quae nobis aut volum
fonsa volo officim usam ut faceper ibereiur, eaqui volc

Pudis minum quaecus ex enia volorum arum que vel is
licipictatus aut que nimaiorem repra voluptat.

Gary Cooper
Operations Director

Q9 Peacocks

SURGICAL & MEDICAL

T: +44 (0) 191276 9600
M: +44 (0) 7790 578 002
peacocksgroup.com

LinkedIn | Twitter | Instagram | Facebook

Benfield Business Park, Benfield Road, Newcastle upoi

Peacocks Medical Group Limited is a company registered in England and Wales r
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Dear Example

On re nienisi sum venit venis quatur sundi ipis simi, alit «
quatus di velenec tatiam re rem ipienia quaestrum imc
diant ut ligendit apicid modisit expliqu ossiminus maio -
cusdae pelicto ef, od mo etur. Pelentem sum qui adistic

Ti tem qui coris est, in cum il ma quae nobis aut volum 1
fonsa volo officim usam ut faceper ibereiur, eaqui volo

Pudis minum quaecus ex enia volorum arum que vel is"
licipictatus aut que nimaiorem repra voluptat.

Chris Peacock
CEO

Q9 Peacock

GROUP

T: +44 (0) 191276 9600
M: +44 (0) 7967 185 464
peacocksgroup.com

LinkedIn | Twitter | Instagram | Facebook

Benfield Business Park, Benfield Road, Newcastle upor

Peacocks Medical Group Limited is a company registered in England and Wales n

Dear Example

On re nienisi sum venit venis quatur sundi ipis simi, alit quodita pro coreprovid
quatus di velenec tatiam re rem ipienia quaestrum imaxime ntibusd aerias
diant ut ligendit apicid modisit expliqu ossiminus maio tet officillibus qui ide
cusdae pelicto et, od mo etur. Pelentem sum qui adistia sperum fuga.

Ti tem qui coris est, in cum il ma quae nobis aut volum repudis remporepe
fonsa volo officim usam ut faceper ibereiur, eaqui volorep eliquia nobit, abo.

Pudis minum quaecus ex enia volorum arum que vel is volorum ut parchiliae
licipictatus aut que nimaiorem repra voluptat.

David Stevens
Managing Director

Q9 Peacocks

MEDICAL

T: +44 (0) 191276 9600
M: +44 (0) 7919 627 141
peacocksgroup.com

LinkedIn | Twitter | Instagram | Facebook

Benfield Business Park, Benfield Road, Newcastle upon Tyne NE6 4NQ

Peacocks Medical Group Limited is a company registered in England and Wales number 00560972
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Letterhead and Compliment Slip
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Peacocks

Alana Jones
JUMP UP

Milburn House

Dean Street
Newcastle upon Tyne
NETILE

Wednesday 23 November 2022

Dear Sir/Madam,

Harum vel mi, namus et odia sim duci fe rempore stiscit aturit molorec taquam simus, eatet
molorrum facestio molest, qui quam dolent velenturio imillor umquam ratiuscime por aut
quam ut erat.

lllab invellessi sinum quam, ident lat resequibus eium hit quae. Ad ut ipit, con con resequi
untio. Nequis quamendae rempero officatur? Tur? Dio beaquam sin net et distia
idemperibus ilibusam autem autet lab isto etur, soluptat qui vel maioration etur, soluptae
dus, odiciis tectur?

Ibusape ligenist re omnit facit at arum aut aut que expel invero et veliquas assi temque
eateniasit enimusc issintiur aut qui as mo mi, quaestor aci blabo. Ibusdaest, omnihilibus
sam, que laudae dolorectur rem lam, omnimus.

Ehenis et, conseni modionsequos ut autes ipsum ra voluptae dolupta festrum nos aspelit
quati blam lam et quas eture, et aut experehent repelia comnien discimu saperum

ipicim dem quae nobis dollitatur moloreium, estinit pra vellor sum voluptam et porem.
Dolupta ipiet volupta des aut eaque veritati illendus, totam is exceatas doluptur susdande
dicatatquae seque comnim inveri core essi nimet adio odicaturepta dolor moluptasimil.

Kind regards,

David Stevens

Benfield Business Park, Benfield Road, Newcastle upon Tyne NE6 4NQ | 0191276 9600 | p.com | p.com
Peacocks Medical Group Limited is a company registered in England and Wales number 00560972

Peacocks
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Social media examples

@ Peacocks @ Peacocks

Event
Better movement
February 18, 2023

Blog

Key considerations when
selecting a washer disinfector

Qv N
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@ Peacocks

Improving patients
health, one patient
at afime...

37



Social media examples - No images

Peacock Group
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@ Peacocks

Conference of NHS
estates, finance
and procurement

25 May
10:00

Qv

@ Peacocks

We are looking for an
Orthotic technician

Job Alert

Qv

@ Peacocks

Targeted medical
solutions for all

Whitepaper

Qv
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Presentation templates

Peacock

Main header here

Longer header here

lorem ipsum dolor sit amet
consectetur adipiscing elit
sed do eiusmod tempor

Document title in footer here

« Bullets here lorem ipsum dolor sit amet

« Consectetur adipiscing elit, sed do eiusmod

« Tempor incididunt ut labore et dolore magna
« Ut enim ad minim veniam, quis nostrud

« Exercitation ullamco laboris nisi ut aliquip

+ Commodo consequat duis aute irure dolor

< In reprehenderit in voluptate velit esse cillum

« Dolore eu fugiat nulla pariatur. excepteur sint

peacocksgroup.com

PPT templates can be downloaded from
¢ the intranet. The default font to use is Arial.

Sub section header here

Header here

Body text here lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum
dolore eu fugiat nulla pariatur. Excepteur sint

occaecat cupidatat non provident.

Document title in footer here

peacocksgroup.com
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Case study template

Impact

Eicia ipit
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Peacocks

nfroduction
rferum im aut ium Har

s. Ri

et maio
et as magnit

“ Harchil magnis rerferum im aut ium volesto ea
con rae exeribus imus. Rit vellest excessit omni
que verum et im aut ium.”

ospitals NHS Foundation Trus

October 2020 Outcome

Harchil magnis rerferum im

December 2020

Nam quo etusarr
£ 1 et aut autel

ullic
upta iun nihilit, nullia

April 2021

id sime del

March 2022

“ Vellest excessit omni que verum Harchil
magnis rerferum im aut ium volesto ea con.
Rit vellest excessit omni que verum et.”

W PeGCOCkS For more information

E: info@peacocksgroup.com
MEDICAL T: 0191276 9600 peacocksgroup.com
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Banners
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Q9 Peacocks

SURGICAL & MEDICAL

Working
to build a
healthier
world

Delivering surgical and medical
equipment solutions that work

peacocksgroup.com

Q9 Peacocks

MEDICAL

Improving
patients lives

one patient
atatime

Innovative solutions that
keep people moving

peacocksgroup.com
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Questions?

For any brand enquiries contact:
marketing@peacocksgroup.com



