Erewash Canal Association
[bookmark: community-branding-guide-short-version]Our Style Guide
 	
Why This Guide Matters

This guide helps everyone speak with one clear, welcoming voice. As a volunteer-led organisation, many people share our story — online, in print, and face to face. Having a simple, shared guide means our words, images, and messages feel consistent, friendly, and true to who we are.

It’s here to support, not restrict. It helps us:
· Stay welcoming and community-focused
· Communicate clearly and confidently
· Protect our identity and reputation
· Make it easier for volunteers to create posts, posters, and publicity

Who We Are
We are a community of local people and volunteers caring for the Erewash Canal.
With strong roots dating back to 1968, we build on the tremendous work that saved and shaped the canal. Today, we carry that legacy forward — caring for the environment, welcoming new ideas, and bringing people together to enjoy and protect the canal for the future.

[bookmark: our-objectives]Our Objectives

· To care for restore and protect the Erewash Canal, its structures, and its natural environment for public benefit.
· To share knowledge and skills through education and training, promoting heritage, safety, and respect for the waterway.

[bookmark: our-values]Our Values
Our work is guided by three core values:
Environment – Caring for the canal, its wildlife, and its future
Positivity – Focusing on what’s possible and welcoming new ideas
Community – Working together with partner groups to keep the canal open and shared for everyone to enjoy

[bookmark: our-voice]Our Voice
Confident, casual, friendly, and inclusive
Use the first-person, “we” and “our” avoid the third-person
Examples: “Join us”, “Come along”, “Help us care for the canal”. Use “we” rather than “the Erewash Canal Association”.
[bookmark: look-feel]Look & Feel
[bookmark: logo]Our name
Please use Erewash Canal Association, which is our working title, please don’t abbreviate this name.
Logo
Always use the official logo
Don’t stretch, squash, or recolour it
Leave clear space around it

We also have colour coordinated banners and footers that can be used.
[bookmark: colours]Colours.
Please use these hex codes that build on our logo colours:
Primary Colours - #41B2B8 Turquoise - #E48A37 Orange - #1C58A8 Dark Blue
[image: ]Secondary Colours - #F6F4F0 Off White - #90A955 Green- #D6AF5A Gold
[bookmark: fonts]Fonts and presentation 
Arial or ABeeZee, simple and easy to read. Try to always use a modern sans-serif font. I personally prefer Calibri
No smaller than 11 pt
Ideally no more than two fonts per document
The regular weight should be used for body text, the bold for headings, or emphasis. 
Ideally use line spacing of 1.15 or more. 
To keep documents accessible, avoid the use of italics, underline and all-caps. 
Sentence length is important. For best readability, sentences with 11 words are easy to read; those with 21 are fairly difficult, and 29+ are very difficult.
Have wide margins, white space around printed matter increases readability.
[bookmark: images]Images
Use real images of: - The canal in all seasons - Volunteers and community events - Walkers, boaters, anglers, families - Details like locks, bridges, wildlife.
Natural, unposed, and authentic works best.  Remember the adage, a picture speaks 1,000 words., and like it or not people will avoid reading large amounts of text, preferring pictures and videos.
Always check with people in the photos before publishing to ensure consent and comfort.  Avoid using copyright material. and reference documents and photos where possible Reference documents and photographs should always be attributed to the owner.



Social Media & Publicity
Platforms & Purpose - Facebook and Eventbrite - Share events, volunteer opportunities, fundraising, and community stories.
Talking to some younger relatives over Christmas it seems that Instagram and TikTok is where the younger generation are at. Should we consider using these platforms as well as FB?
Tone & Voice Online - Follow the guidance in the ‘Our Voice’ section for tone, language, and inclusivity - Use the hashtag: #ErewashCanalAssociation - Encourage engagement: ask people to like, share, and comment on posts.  Other hashtags that help link our posts to other pages and enable people to find us when searching are: #CRT #LifesBetterByWater #ErewashCanal  #ErewashValley #CanalHeritage #LivingHistory #HeritageEducation #CanalLife
Should we also use geotags such as #Sandiacre - to attract nearby audiences?
Posting Guidelines - Maintain a regular posting schedule - Types of content: photos, videos, announcements, volunteer spotlights - Ensure posts reflect the Association’s values and tone.
Visual Identity - Use brand colours, fonts, and logo in graphics - Keep text clear and readable - Images should be natural, authentic, and high quality.
Engagement & Community - Respond to comments and messages politely and inclusively - Encourage interaction in a friendly, welcoming way.
Photography & Consent - Always obtain permission from people in photos before posting - Highlight the canal, volunteers, and community events authentically.

[bookmark: quick-check-before-you-share]Quick Check Before You Share
Ask yourself: - Does this feel friendly and inviting? - Does it reflect community and care? - Would someone new feel welcome?
Has the document been proofread for duplicate words, typos etc.? Silly mistakes reflect badly on any organisation.
If yes — you’re on brand.
Written by Stacey Reynolds, amendments in red/ additions in green are by Doug Swain
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