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THE BACKGROUND
WHAT’S THIS ALL ABOUT?

This project was commissioned with the wide support and
involvement of Darlington businesses, the community, the cultural
sector, Darlington Council and residents of the town.
Why? Because the team recognised that the competition for inward
investment is tougher than ever, and as such it’s important to ensure
that we put our best foot forward.
Though we are calling this a brand development project for the
town, what it’s really about is story telling.
Firstly, uncovering the single compelling story that is distinctive and
true to help us express what the town is all about.
And then to bring this story to life in a number of ways in words,
pictures and design.
This document outlines the outcomes of this project and should
be viewed as a working document to inform and inspire the best
possible ways to tell our story. It details all of the assets that have
been created, from key messages to logos and other artwork, and
importantly, how to use them for maximum effect.
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THE BACKGROUND
A PLACE WITH VALUES

Around 25 people either from or with a close connection with the
town were questioned and probed about what it is that makes the
culture of the town different or unique.
After careful consideration these are the words and phrases that
seem to best represent what they said.
This was a very useful springboard for all of the work in this document
which tries to stay true to these values. However, any project or
initiative that seeks to represent the town should find them a useful
starting point.
For example, one experiment we tried was to turn them into a
local character portrait - see what you think.

“THE HUMBLE HERO WHO
STEPPED AWAY FROM THE
ORDINARY, WAS TOLD IT WOULDN’T
WORK, AND DID IT ANYWAY!”
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THE BACKGROUND
WHAT WE DO BEST

At first most of the people we spoke to felt that there is
nothing that distinctive or different about Darlington. They
said that there are many other places with more things to say
for themselves and reasons to stand out. However, when you
look deeper, there are many amazing things that have happened
and still happen here, from the birth of the railways, to some of
the most leading engineering companies, not to mention some
highly imaginative construction and development projects.

IT BECAME CLEAR THAT THE BEST
THING ABOUT THE TOWN WAS THE
SPIRIT THAT HAS ENABLED ALL OF
THESE GREAT THINGS TO HAPPEN.
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The french capital excels at many things,
however, the best and most well known of
these is that Paris is the city of love.
SO WHAT IS DARLINGTON’S BIG STORY
THAT IT CAN TELL THE WORLD?
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OUR BIG STORY

INGENUITY
1. the quality of being clever, original, and inventive, often in the process of applying ideas to solve problems or meet challenges.
2. Ingenuity (ingenium) is the root Latin word for engineering.
Ingenuity. The story that emerged or brand idea for the town is this simple.
Why is it right...
It’s credible, and defendable.
It is universal in that it helps us tell a range of different stories about the town in a coherent way.
It ties together the town’s past, its present, but most importantly of all, can inspire it’s future.
Despite this, it also presents a challenge to ensure that the town lives up to this ambition and keeps on proving it to be true.
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OUR BIG STORY

DARLINGTON:
AN INGENIOUS PLACE
IN A PLACE THAT IS NOT KNOWN FOR ANYTHING IN PARTICULAR, WE CAN BE
CONFIDENT ABOUT THE FUTURE BECAUSE THAT SAME IMAGINATIVE SPIRIT, BLIND
TO REASON, WHICH ALLOWED A SMALL GROUP OF RAILWAY-MEN AND WOMEN
TO KICK-START MODERNITY, IS STILL ALIVE AND WELL.
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HOW WE EXPRESS OUR STORY:

A NEW LOGO
BYLINES
FLEXIBLE SHIELD
COLOURS AND FONTS
PHOTOGRAPHY
HOW WE SPEAK
HOW WE LOOK

(MESSAGING AND TONE OF VOICE)

(DESIGN ELEMENTS)
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A NEW LOGO
LOGO INSPIRATION

Everything about the Darlington branding is rooted in the town itself. The design of the logo brings three ideas together to create something new, but inspired by the past. The two lines represent a railway
track which cuts straight through the heart of the town and its history. The font and colour-ways also borrow from railway references including a hue called ‘Darlington Green’. The shield is a simplified,
modern interpretation of the town crest. Later in this document you will find how this can be adapted to be used in flexible and ingenious ways!
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A NEW LOGO

APPLYING THE LOGO
The main logo can be used in all three
colour-ways and is happy on light as it is
on lighter and darker backgrounds.
Where possible the background colours
should be the light grey and dark grey as
detailed in these guidelines.
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A NEW LOGO
LOGO LOCK-UP

On the right you will find some guidance
on how to apply the logo and give it
space to breathe.
Taking this simple guidance into account,
it should be applied far and wide across
the town.
Dx2

Dx2
Dx2

Dx2

12

A MOST
INGENIOUS
TOWN
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BYLINES

LOGO LOCK-UP WITH
BYLINE PLACEMENT 1
We should be proud to tell the world
that ingenuity is a big part of the town’s
past and future, so though there might
be some instances where the simple logo
is more appropriate, we should use the
version with the ingenious by-line whereever possible.

Dx2

Dx2

A MOST
INGENIOUS
TOWN

Dx2

Dx2
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BYLINES

LOGO LOCK-UP WITH
BYLINE PLACEMENT II
We should be proud to tell the world
that ingenuity is a big part of the town’s
past and future, so though there might
be some instances where the simple logo
is more appropriate, we should use the
version with the ingenious by-line whereever possible.

Dx2

Dx2

Dx2

Dx2

Dx2
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FLEXIBLE SHIELD
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FLEXIBLE SHIELD

DOs:

FLEXIBLE LOGO
PLACEMENT

The shield is inspired by a town crest but
unlike any other it can be adapted and
interpreted in ingenious ways.
Wouldn’t it be great if every resident put
forward an image of what Darlington
means to them!

WHEN / HOW TO USE THE
FLEXIBLE SHIELD
The flexible shield should be adapted
to be used to represent various
distinctive parts of the town’s culture and
institutions e.g.

DON’Ts:

• Council funded or managed groups,
events and organisations.
• Independent groups, events and
organisations with a clear civic focus
around the growth and development of
the town.
The best way to choose the visual idea to
include in the shield is collaboratively.
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FLEXIBLE SHIELD

FLEXIBLE LOGO
PLACEMENT WITH MESSAGE
This lock-up has been created to
allow various groups and partnership
organisations to tell their own story while
at the same time reflecting the bigger
idea of being part of a town known for
ingenuity.
When this flexible shield is used, the
accompanying text should be presented
in this way to create consistency.

1xSHIELD

1xSHIELD

1xSHIELD

THE EDUCATION VILLAGE
IN DARLINGT ON - A MOST INGENIOUS TOWN

1xSHIELD
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FESTIVAL OF THRIFT
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COLOUR PALETTE
The three primary colours should be used
to create a sense of life and vibrancy.
However the grey tones will give a clean
and aspirational finish.

R 0			
C 89
G 79			
M 42
B 0			
Y 100
			K 45

R 232		
C8
G 166		
M 38
B 0			
Y 98
			K 1

R 222		
C8
G 97			
M 73
B 84			
Y 63
			K 1

#004F00

#E8A500

#DD6054

R 51			
C 70
G 48			
M 63
B 51			
Y 55
			K 65

R 173		
C 35
G 173		
M 26
B 173		
Y 27
			K 6

R 237		
C8
G 237		
M6
B 237		
Y7
			K 0

#333033

#ADADAD

#EDEDED

Avoid black in favour of the dark grey.
The light grey can often be used in place
of white.
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FONTS
The selected font is Gill Sans. As the font
of the railways this is a fitting choice. It is
also a widely available system font which
will make it easy to work with. However,
as it is so widely known, it is important
to apply it in the correct way in line with
these guidelines.

Gill Sans (SemiBold)

ABCDEFGHIJKLMNO
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
!?:“”@£$%^&*()_+-{}[]
Gill Sans (Light)

ABCDEFGHIJKLMNOPQRST
UVWXYZ
abcdefghijklmnopqrstuvwxyz
!?:“”@£$%^&*()_+-{}[]

‘Semi Bold’ and ‘Light’ are the only weights that should be used as part of Darlington town brand communications.
Titles and Head-lines
- Capitalised in ‘Semi bold’
Sub-headings 			
- Capitalised in ‘Light
Body Copy 			
- Above 12 points should be sentence case ‘Light.’
					
12 points and below should be sentence case Semi bold.
Other weights should be avoided.
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PHOTOGRAPHY
Great photography is vital in order to bring to life the full spectrum of the town, past and present. Original
photography has not been captured as part of this branding project, however, the Darlington marketing team are
working on the idea of creating an image bank to help celebrate the spirit of the town in three ways:
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HOW WE SPEAK:

BRINGING IN THE HEART

Language and messaging is very important when expressing the human heart of the town.
This means copy that is written in a heartfelt, playful and self deprecating way while at the same time being inspiring.

WHERE
INGENUITY
LIVES
A SMALL
INGENIOUS
PLACE

THE MOST
INGENIOUS PLACE
YOU’VE NEVER
HEARD OF

INGENUITY
AND HEART

DARLINGTON

A LITTLE
KNOWN BIG
HEARTED
TOWN
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HOW WE SPEAK
You might even get carried away and inject a little poetry into the way you use language to tell the town’s story.
This poem was inspired by the ingenious spirit of the town past and present.

A MOST INGENIOUS PLACE
In a most ingenious place we live,
A town that had the wit to give
Momentum to a dream.
Yes, a most ingenious town, with brains
To pioneer the age of trains,
And build a head of steam.

Just how ingenious down the years,
Have been our brilliant engineers,
Who had the craft and guile
To build great bridges from the North,
To span divides o’er Firth of Forth,
Sydney Harbour and The Nile.

Incredible,
Ingenious...

Inspirational,
Ingenious...

In a most ingenious way, they learned,
Wheels could turn when coal was burned,
And history could be made.
What a most ingenious gift - be proud,
We made it, gave it - shout it loud,
It’s where the tracks were laid.

Ingenious workers, hour by hour,
Make global engines roar with power,
We make them come alive.
London buses run on time,
Russian tractors - our design,
We give the world its drive.

Inventive,
Ingenious...

Incomparable,
Ingenious...

And thus ingenious men could use,
The railway lines to spread the news,
Momentous stories told.
The printed word in wide demand,
An Echo heard across the land,
The national presses rolled.

And, now, ingenious under seas,
A whole new wave of expertise,
To brave new depths we lead.
From distant days of Locomotion,
To modern skills beneath the ocean,
Oh, a special place indeed.

Influential,
Ingenious...

Ingenious,
In Darlington.
By Peter Barron
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HOW WE LOOK:

BRINGING THE
STORY TO LIFE
What follows is a selection of graphic design examples that show how the new
Darlington branding can be applied.
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Lorem ipsum dolor sit amet, consectetuer adipiscing
elit. Aenean commodo ligula eget dolor. Aenean massa.
Cum sociis natoque penatibus et magnis dis parturient
montes, nascetur ridiculus mus. Donec quam felis,
ultricies nec, pellentesque eu, pretium quis, sem. Nulla
consequat massa quis enim. Donec pede justo, fringilla
vel, aliquet nec, vulputate eget, arcu. In enim justo,
rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam
dictum felis eu pede mollis pretium. Integer tincidunt.
Cras dapibus. Vivamus elementum semper nisi. Aenean
vulputate eleifend tellus. Aenean leo ligula, porttitor eu,
consequat vitae, eleifend ac, enim. Aliquam lorem ante,
dapibus in, viverra quis, feugiat a,

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit. Aenean commodo ligula eget dolor. Aenean massa.
Cum sociis natoque penatibus et magnis dis parturient
montes, nascetur ridiculus mus. Donec quam felis,
ultricies nec, pellentesque eu, pretium quis, sem. Nulla
consequat massa quis enim. Donec pede justo, fringilla
vel, aliquet nec, vulputate eget, arcu. In enim justo,
rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam
dictum felis eu pede mollis pretium. Integer tincidunt.
Cras dapibus. Vivamus elementum semper nisi. Aenean
vulputate eleifend tellus. Aenean leo ligula, porttitor eu,
consequat vitae, eleifend ac, enim. Aliquam lorem ante,
dapibus in, viverra quis, feugiat a,
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A MOST INGENIOUS TOWN
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean
commodo ligula eget dolor. Aenean massa. Cum sociis natoque penatibus et magnis dis parturient montes, nascetur ridiculus mus. Donec
quam felis, ultricies nec, pellentesque eu, pretium quis, sem. Nulla
consequat massa quis enim. Donec pede justo, fringilla vel, aliquet
nec, vulputate eget, arcu. In enim justo, rhoncus ut, imperdiet a,
venenatis vitae, justo. Nullam dictum felis eu pede mollis pretium.
Integer tincidunt. Cras dapibus. Vivamus elementum semper nisi.
Aenean vulputate eleifend tellus. Aenean leo ligula, porttitor eu,
consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus in,
viverra quis, feugiat a,
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A MOST INGENIOUS TOWN
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula
eget dolor. Aenean massa. Cum sociis natoque penatibus et magnis dis parturient
montes, nascetur ridiculus mus. Donec quam felis, ultricies nec, pellentesque eu,
pretium quis, sem. Nulla consequat massa quis enim. Donec pede justo, fringilla vel,
aliquet nec, vulputate eget, arcu. In enim justo, rhoncus ut, imperdiet a, venenatis
vitae, justo. Nullam dictum felis eu pede mollis pretium. Integer tincidunt.
Cras dapibus. Vivamus elementum semper nisi. Aenean vulputate eleifend
tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim.
Aliquam lorem ante, dapibus in, viverra quis, feugiat a,
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean
commodo ligula eget dolor. Aenean massa. Cum sociis natoque
penatibus et magnis dis parturient montes, nascetur ridiculus
mus. Donec quam felis, ultricies nec, pellentesque eu, pretium
quis, sem. Nulla consequat massa quis enim. Donec pede justo,
fringilla vel, aliquet nec, vulputate eget, arcu. In enim justo,
rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis
eu pede mollis pretium. Integer tincidunt. Cras dapibus. Vivamus
elementum semper nisi. Aenean vulputate eleifend tellus. Aenean
leo ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam
lorem ante, dapibus in, viverra quis, feugiat a,
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo
ligula eget dolor. Aenean massa. Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus. Donec quam felis, ultricies nec,
pellentesque eu, pretium quis, sem. Nulla consequat massa quis enim. Donec
pede justo, fringilla vel, aliquet nec, vulputate eget, arcu. In enim justo, rhoncus
ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis eu pede mollis pretium.
Integer tincidunt. Cras dapibus.Vivamus elementum semper nisi. Aenean vulputate
eleifend tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim.
Aliquam lorem ante, dapibus in, viverra quis, feugiat a, Lorem ipsum dolor sit amet,
consectetuer adipiscing elit. Aenean commodo ligula eget dolor. Aenean massa.
Cum so.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit.
Aenean commodo ligula eget dolor. Aenean massa. Cum
sociis natoque penatibus et magnis dis parturient montes,
nascetur ridiculus mus.
Donec quam felis, ultricies nec, pellentesque eu, pretium quis, sem. Nulla consequat massa
quis enim. Donec pede justo, fringilla vel, aliquet nec, vulputate eget, arcu. In enim justo,
rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis eu pede mollis pretium.
Integer tincidunt. Cras dapibus.Vivamus elementum semper nisi. Aenean vulputate eleifend
tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam lorem ante,
dapibus in, viverra quis, feugiat a,
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.
Aenean massa. Cum sociis natoque penatibus et magnis dis parturient montes, nascetur
ridiculus mus. Donec quam felis, ultricies nec, pellentesque eu, pretium quis, sem. Nulla
consequat massa quis enim. Donec pede justo, fringilla vel, aliquet nec, vulputate eget, arcu. In
enim justo, rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis eu pede mollis
pretium. Integer tincidunt. Cras dapibus.Vivamus elementum semper nisi. Aenean vulputate
eleifend tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam
lorem ante, dapibus in, viverra quis, feugiat a, Cras dapibus.Vivamus elementum
semper nisi. Aenean vulputate eleifend tellus. Aenean leo ligula, porttitor eu,
consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus in,
viverra quis, feugiat a,
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SHARING WITH PRIDE:

GETTING
INDEPENDENT
BUSINESSES
AROUND THE
TOWN INVOLVED
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SHARING
WITH PRIDE
We want to allow everyone in the town
to share the various and ingenious things
that they do to contribute to its culture
and economy. This is why we have
provided some creative formats where
they can fill in the blanks and give things
their own creative spin.
This would work well as a way of
engaging medium and small businesses to
amplify the launch of the new branding,
with a clear call to action to show your
ingenuity!
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SUMMARY
The new Darlington branding is a great start to help to tell a compelling story about the town - and it
will be amazing to see how the different organisations and businesses use and adopt it so it feels part
of the furniture.
This is a story about ingenuity which is hopefully as inspiring as it is true. But it is also a moving
target. The real work to be the most ingenious town in the world has only just begun!

A MOST
INGENIOUS
TOWN
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