BRAND GUIDELINES




2.0 Logo

OGO
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2.1 Logo Primary

The AHF logo is inspired by vertical structural forms,
representing the supports that hold up a building.

A logo that embodies AHF's role as a pillar of

the community.
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2.2 Logo

To mark the 50th anniversary of the Architectural
Heritage Fund, a secondary version of the logo has
been created. This special edition includes the
number ‘50’ symbolising five decades of
supporting historic buildings.

The anniversary logo should be used in place of the
orimary AHF logo for celebratory communications
and anniversary-related materials, while always
following the same usage rules as the primary logo.
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2.3 Logo Size

The visible logo (ie without the clear space) I_I_

has a minimum height of 20mm.
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There is no maximum size.
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2.4 Logo Isolation Area

The logo should always have a minimum clear area
surrounding it. The area is defined using the middle
bar from the 'F’ (see below). Space should always

be clear around the whole logo. _
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2.5 Logo

When combining two logos, the space
between the logos should be the same as
the stencil.

The AHF logo should always be in the
orimary position [to the left].

Both logos should always be the same
colour [black or white].
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2.6 Logo Colour

When using the logo in colour, AHF" should always
be in Action Point. When using the anniversary
logo, the '50" can be , Oxide Stone

or . The ‘50’ should never be Brick Dust
or Limewash.

On partner websites, the logo should be used in
either black or white.
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2.7 Logo Don’ts

Fairly obvious, but don't do anything else
to the logo, or use other colours!

Don’t outline the logo 70
Don't adjust the spacing

Don't distort the logo

Don't use a different colour

Don't clash with imagery

Don't tilt the logo
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3.1 Colour Palette

The Action Point palette is a collection of six
colours that work together to bring the AHF
brand 1o life. Each has a distinct role — from
bold shades that highlight and draw focus,

to softer tones that provide balance and clarity.

Used together, the palette ofters tlexibility
and consistency.
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3.2 Colour Palette

This chart shows each colour name and its
RGB and HEX values.
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RGB

Action Point

Oxide Stone

Brick Dust

Limewash

#FAS0T4  R:250 G:080

#O0E2337  R:110  G:035

#4B4141 R:0/5 G:065

#FAFOE6 R:250 G:240

B:065

B:230



3.3 Colour Palette CMYK

This chart shows the CMYK breakdown for . .
each colour in the colour palette, to be used Action Point C:000 M:085 Y:100 K:000

in printed materials.

Oxide Stone C:040 M:090 Y:060 K:040

Brick Dust C:060 M:060 Y:060 K:045

Limewash C:000 M:005 Y:005 K:000
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3.4 Colour Palette Tints

Tints provide additional options for backgrounds,
helping to ensure legibility, hierarchy, and
accessibility across all applications. They allow the
colour palette to be used subtly, while maintaining
a consistent and recognisable AHF identity.
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3.5 Colour Palette Combinations

This page shows all approved colour combinations
using the Action Point palette. Action Point

Action Point

Action Point Action Point Action Point

Brick Dust Limewash

Oxide Stone

Limewash

Limewash Limewash
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5.0 Tagline

TAGLINE
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5.1 Tagline Intro

REIMAGINING
HERITAGE
TRANSFORMING
COMMUNITIES

The new AHF tagline brings together both
strands of the brand: reimagining what heritage
means today and what a heritage building can
be, while also highlighting its power to positively
fransform communities.
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5.2 Tagline Language

The new AHF tagline brings together both

strands of the brand: reimagining what heritage

means today and what a heritage building can

be, while also highlighting its power to positively A .
fransform communities.
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B Reimagining Heritage
mm [ransforming Communities
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5.3 Tagline

When using the logo and tagline in colour,
AHF" must always appear in Action Point.

The tagline may be shown in ,
Oxide Stone, or , depending o

the application. The tagline must never appear
in Brick Dust or Limewash. Always ensure there
is sufficient contrast with the background to
maintain legibility.

On partner websites, the logo and tagline should
be used in black or white only.
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9.0 Contact

aht@ahfund.org.uk
020 7925 0199

3 Spital Yard

Spitalfields London
E1T 6AQ
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