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Examples
The following are some examples of how the information in these guidelines has been used for a variety of Edge projects.  
They’re intended to be used as inspiration rather than templates.
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Tone of Voice
As an independent education foundation, Edge is in a unique position. We can tell it like it is. But here are some guidelines about the 
tone all of our communications should adopt. We have four principles: provocative, conversational, progressive and inspirational. 

These can be defined as:

We provoke thought, not antagonism.

We have a strong argument to put, based on facts. We do not need to upset people to make our point.

We talk to people, not at them.

To effect change, we need to form a consensus around our point of view. Be conversational.

We are progressive, not depressive.

Our vision is of a better future. We will not achieve it if we think despairing at the present is enough.

We are inspirational, not airy-fairy. 

Edge is not a talking shop or simply a think-tank. Theorising won’t achieve our objectives as quickly as actions will.



Menu

Tone of Voice (continued)

In general, we need to ensure that all our communication is clear. There is no point in trying to waffle.  
If there’s any confusion about what we’re trying to say, ask. We need to be concise. 

If it can be said quicker, change it.

We should talk about what we’re doing, not what we could or might do. 
Actions always speak loudest.

We should be balanced. Our belief that all forms of learning are equally worthy is central.  
We promote practical and vocational learning without knocking academic learning.

We should be calm. Serious though the issues are, avoid being hysterical.

We are talking to very diverse audiences. Parents, young people, employers, the education sector,  
opinion formers and politicians are all people we need to convince. We must always be accessible.

We need to be bold. If we want people to remember our communications, 
we must find imaginative ways to make our point.

We must be consistent. Follow these guidelines and we will be.
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Logo Usage
These guidelines exist to help us all remain consistent when we’re designing communications for Edge. 
Consistency starts with the Brand mark. Please don’t distort it in any way.  
Stick to the correct colour palette, logo can not be used out of any other colour than white.
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Logo Usage
Please don’t allow the letters of Edge to appear in a background colour, or any other colour than white.  
The examples here show how it loses impact if you do.
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Downloads  – Master Logos
These are the master Brand Marks for any Edge communication. The colour breakdown is noted below.  
The minimum size for the logo is 10mm. For more information, see the Do section of this document.  
(Simply click to download master)

Pantone 486 C=0   M=47   Y=41   K=0 Mono 100K
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Downloads – Strap Lines
These are the two permissible ways to use the strap line. The position relative to the Brand mark is preset. 
Please don’t alter it, or break the line differently. (Simply click to download master) 

There are many paths to success

There are many 
paths to success



Menu

Downloads – Sub-Brand Marks
The examples here can be adjusted to fit new projects as they begin. 
The colour of the section denoting the Sub Brand should be chosen from the colour palette. (Simply click to download master) 

If you require a new sub-brand mark please contact Edge.
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Downloads – Sub-Brand Marks
This is the Sub-Brand Mark format only for projects where Edge provide funding or support, 
but the project concerned isn’t a core Edge activity. (Simply click to download master)
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