


Welcome to The Duke of Edinburgh's Award (DofE).
We help young people build lifelong belief in themselves.

From social media to fundraising proposals, this brand
toolkit is for anyone creating communications for the DofE
charity. It helps us communicate our unbreakable belief in
young people through our logo, colours, fonts, photography,
graphic elements and how we talk. By using it, you're
helping deliver our vision of a UK where every young

person feels limitless.

This is Youth Without Limits.

The DofE brand toolkit
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‘Getting
most
our brand

The visual feel, design and
layout of any Youth Without
Limits communications should
match our tone of voice

and photography:

¢ Do create bold, confident
and dynamic layouts.

e Do lead with large,
impactful headlines.

e Do create strong,
single-minded hierarchy :
of messaging. ' H

e Do ensure a connection
between audience
and subject.

e Do make young people

the heroes. e —
___.,_:F‘;"P

e =yl
=t

~Note: see the 'brand in action'
section (page 60) for more
examples of best practice.

Get into The Duke of

Edinburgh’s Award
at DofE.arg

The DofE brand toolkit






Our purpose We help young people build lifelong belief
e e e 1N themselves, supporting them to take on
that make us unique expressed

naneparsgiann.tcanvevses  tHIEIF OWN Challenges, follow their passions,

movesemsmavesms: and discover talents they never knew they
had. Because when you prove to yourself
that you're ready for anything, nothing can

hold you back.

The DofE brand toolkit
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How we talk:
our personality

At the heart of our brand is
our “defiant optimism” tone
of voice, encapsulating young
people’s consistent ability

to defy expectations and
achieve anything.

We've developed this set of
characteristics to help us express
this idea. They should steer the
words we use, the images we
choose, and the stories we tell.

The DofE brand toolkit

Energetic
Think sports brand not charity

Celebratory
Shows the best of young people

Challenging
Defying expectations and stereotypes

Can-do
Positive and practical

Inclusive
For all young people not some

1



How we talk:
our strapline

Our strapline is used anywhere we
need to provide context and explain
the DofE’s mission. For example, in
settings where people might not
know much about what we're trying
to help young people achieve.

We underline the word 'you' in
'youth' to celebrate the diversity
of young people and highlight the
personal impact DofE can make.

In most instances our strapline
appears as a lock-up with our logo
(See page 27).

Note: don't feel you need to use

the words “without limits”, “unlimited”
or “no limits” in body copy or
headlines. You can express this

idea without repeating the words

(see examples on following pages).

The DofE brand toolkit
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How we talk:
our audiences

DofE has a number of distinctive
audiences, including participants,
parents, licensees and donors

of all levels. We should flex our
tone of voice according to the
audience and what we know will
resonate for them.

Think about who you're talking
to and consider which qualities
of our personality will help you
connect with them.

Note: if talking to anyone new,
whether that’s participants,
supporters, parents or licensees,
remember to use our name in full,
The Duke of Edinburgh's Award.

The DofE brand toolkit

Participants

When appealing to our participants, we emphasise
being energetic, celebratory and inclusive. It's firstly
about fun, shared experiences with friends. DofE
should feel doable not elite, especially when we're
talking to first-timers (see next page). We're careful to
emphasise the flexibility and freedom to make DofE
your own, so that we're not only appealing to athletic/
outdoorsy young people, but every young person.

Parents

When talking to parents, we emphasise celebrating
the best of young people and being inclusive. We
should emphasise our trustworthiness as a long-
established, safe environment for young people.

We should also draw out the lifelong benefits of DofE,
such as skills and CV development.

Supporters

When talking to supporters, we celebrate the best
of young people and emphasise how young people
are defying expectations and stereotypes. We need
to communicate to donors that we rely on public
generosity to reach young people across the UK.
We should show donors that our cause is relevant
and urgent, while celebrating the power and agency
of young people to change their own lives.

Licensees

When talking to the organisations and individuals
who deliver our programmes, we should emphasise
inclusivity; the importance, impact and potential

of DofE for every young person. We can include
more impact statistics and information on our
reach, seeking to include and inspire licensees

far beyond schools.

14



How we talk:
matching
young people's
motivations

For young people, DofE is

first and foremost an amazing
opportunity to spend time with
friends, have fun and make
memories. The sense of it being
tough and challenging should
grow gradually as they continue
their DofE journey.

The DofE brand toolkit

Bronze

For first-timers, DofE is
mainly about fun, shared
experiences with friends. It

should feel doable not elite.

Fun with friends

Silver

As young people continue
with DofE, there's room to
emphasise the chance to push
themselves further.

Gold

Silver and Gold participants
are looking for the most
challenge, taking their
passions and skills to the
next level.

Challenging

15



How we talk:
our cause

The following paragraphs are
designed to help anywhere

we need to further explain our
purpose and cause. Use as and
when needed to bring more
depth to our communications.

The DofE brand toolkit

We believe in young people

Decades of supporting young people to do their DofE has taught us one thing: never doubt what
young people can-do. Time and again, we've seen that when young people build belief in themselves,
there are no limits to what they can overcome.

We back young people to be themselves

DofE offers young people the chance to discover they can-do anything, achieve anything and overcome
anything life throws their way. Because when you prove to yourself that you're ready for anything,
nothing can hold you back.

We're for every young person

DofE isn't just for some young people. It’s a powerful way for any young person to build lifelong belief
in themselves, whatever their interest, background or ability.

We're ambitious for change

Our vision is a UK where every young person feels limitless. Where every young person has the skills,
resilience and self-belief to take on their own challenges, follow their passions and discover talents they
never knew they had.

16



How we talk:
real stories

DofE is unique to every young
person who takes part. We
always look to illustrate the
impact DofE can make with
quotes and first person stories
from young people to bring
authenticity and personality to
our communications.

The DofE brand toolkit

“DofE has pro

ught us together,

brought ys Closer” T'quarn, 16

hat if you can
ing to

ise t
“ fE made me realise
Jliotvd mething, it'’s always go

any more opportunities than

open up SO M
saying no.” Ffion, 18

elping me fulfil my future
and goals.” Habeeba, 18

“DofE is h
passions

“DofE helps you get to know yourself
better, discover things that you didn't
know about yourself.” Summer, 14

“DofE is a Space where you
don’t need to worry, you don’t

need to be someone you'’re not.”
James, 23

“To have achieved my Gold Awgrd,w
| feel astonished and outstanding!

Kieran, 24

17
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How we talk:
our headlines

Personality: Energetic /
Can-do / Celebratory

Audience: Participants

UNSTOPPABLE

The DofE brand toolkit

It's celebratory of the
power of young people

It's energetic and
active, empowering
young people

It's can-do, overcoming
anything life throws your way

19



How we talk:
our headlines

Personality: Energetic /
Challenging / Can-do

Audience: Parents,
participants, supporters

The DofE brand toolkit

It's challenging,
pushing beyond
expectations

It's energetic, emphasising
the active nature of DofE

It's can-do, highlighting positive
impact and practical skills

20



How we talk:
our headlines

Personality: Inclusive /
Energetic / Celebratory

Audience: Participants

JUST BEYOU

The DofE brand toolkit

It's celebratory of young
people, reinforcing that they're
amazing as they are

It's energetic, active and
accessible to everyone

It's inclusive, making
DofE personal

21



How we talk:
our headlines

Personality: Energetic /
Challenging / Inclusive

Audience: Licensees

The DofE brand toolkit

TAKING

It's challenging, defying
conventional thinking about
young people

SERIO

It's energetic, using active wording
and punchy sentence structure

vsly

It's inclusive, treating all young
people with respect

22



How we talk:
a checklist for
good writing

The DofE brand toolkit

v/ Is it conversational and accessible?
v/ Does it feel natural when | read it out loud?

v/ Is the language active and direct, rather than passive? (e.g.
‘young people make their mark’, rather than ‘the mark made
by young people’).

v/ Have | provided real stories to make an emotional connection?

v/ Is it free from jargon and internal language? (e.g. ‘jobs’ rather
than ‘employability’).

v/ Is it inclusive of different types of people?
v/ Have | varied the sentence length to help create a flow?

v/ Is it focused on my audience, rather than my organisation?
(Does it use ‘you’ more than ‘we’, and ‘we’ more than ‘DofE’?).

v/ Have | told my audience what one thing they can-do?

23






Our logo

Specially crafted with lettering that
is unique to the DofE, our logo is at
the heart of our brand identity.

The DofE logo has two main
elements — our Founder’s personal
cypher and the letters DofE. It has
been balanced and sized to ensure
legibility, beauty and robustness.

Note: the version of the DofE

logo containing the registered
trademark symbol @ is to help
prevent unauthorised use of the
logo and is affixed to downloadable
versions. You don't have to use this
version on all printed materials or
digital items. The ® mark should be
removed if the size of the logo being
reproduced is less than or equal to
20mm in height from the base of the
DofE letters to the top of the crown.

The DofE brand toolkit



Our logo:
clear space

This size of the square
container around the logo
is determined by the width
of the cypher (A).

Position the logo so the top
of the letters D and E meet

the central horizontal line of
the box (B).

To make sure that our logo is
easy to read and stands out,
we have created an exclusion
zone using the ‘cypher’ from
our logo.

This rule should be applied on
all communications, from print
to digital.

Minimum size:
14mm or 50 pixels

The DofE brand toolkit

Lock-up construction Clear space

— A—> — A—> @

R

U
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Our logo:
lock-up

The Youth Without Limits

logo lock-up should appear

as a sign-off on most DofE
communications. It has been
carefully set using our bespoke
DofE Unlimited Headline
typeface and shouldn’t be
altered or changed.

It's made from two important
elements — our core logo,
which visually represents our
organisation's heritage (our
'roots') and our strapline set
in our headline font which
represents our ambition to be
relevant and inclusive for all
young people (our 'wings').

It is available in various formats
that are designed specifically for
use in either digital or print.

The Youth Without Limits logo
lock-up should always have a
‘cypher height’ of clear space
around it.

The DofE brand toolkit

Lock-up construction

Clear space

27



Our logo: :
strapline usage - ¥ .

&

-
In most applications you should el
use the full logo lock-up but there -
are instances when the strapline
.
W .

e
LY
may be used separately e.g. as a el
o

4

d

headline Hort cover or on
materials where legibil
e
be larger.

~

L

L —

- !
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Our logo:
Welsh

For communications in Wales, you
should use the Welsh language
variation of our Youth Without
Limits lock-up.

Note: our Unlimited Headline font
also supports Welsh characters.

The DofE brand toolkit
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Our logo:
clear space for
co-branding

This diagram shows the minimum
space required between our logo
and any partner logo. We don't
use our Youth Without Limits
strapline when co-branding
communications with

approved partners.

For DofE produced materials,
our preference is for our logo
to lead i.e. be placed first with
co-branding logos following.

The DofE brand toolkit
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Our logo:

full name version
(for limited

use only)

This secondary version of

our logo should only be used
for official documents, Joint
Award Initiative (JAI) materials
and in other pre-agreed
communications. It is not for
general use.

Note: do not use this version of
our logo with our Youth Without
Limits strapline.

The DofE brand toolkit

Name construction

Clear space

THEDUKEOE al

____________ EDINBURGH'S AWAR

THE DUKE OF

EDINBURGH'S AWARD
{

31



Our logo:
Joint Award
Initiative (JAI)

On Joint Award Initiative (JAI)
materials the full name logo

should be used. GAISCE THE DUKE OF
THE PRESIDENT'S L \
g A i3] EDINBURGH'S AWARD

All three logos should be given
equal weight and clear space as
shown here.

White and black versions are

available for use on photography
and solid colour backgrounds.

Clear space

GAISCE
THE PRESIDENT'S
AWARD

2 THE DUKE OF
EDINBURGH'S AWARD

The DofE brand toolkit



Our logo:
placement

To help with consistency across
our communications the default
position of our logo should be in
the bottom left corner.

Note: this does not apply to
digital communications.

The DofE brand toolkit




Our logo:
colour

Our logo primarily appears in a
black, white or solid colour box.
To ensure legibility there are
multiple options depending on
the context the logo will appear
in (e.g. over photography or solid
colour backgrounds).

The versions of our logo
shown here are the only ones
you should use.

The DofE brand toolkit

‘Punched out' logos for use

on solid colour backgrounds

'Solid' logos for use over photography

34



Our logo:
usage

Here are some simple rules to
follow when using our logo.

The DofE brand toolkit

Do use the solid versions of the logo over photography.

Do use the ‘punched out’ versions of the logo over solid
colour backgrounds.

Do make sure there is a high contrast between the logo
colour and background photography to ensure the logo
can be seen clearly.

Don’t combine colours in the logo.

Don’t use the ‘punched out’ version of the logo
over photography.

Don’t change the shape of the logo box.

35
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Our brand
architecture

The Duke Of Edinburgh's Award
has a single brand that covers all
our communications activities.

We don’t create sub-brands.
Everything we produce should be
instantly recognisable as a piece
of DofE communication.

Within our standard guidance we
have built in flexibility to support
all our business-critical needs.

With agreement from the
Engagement team, there

are occasions when we
develop special treatments

of our core brand for specific
communications of strategic or
financial importance.

Every year, young people doing their Duke of Edinburgh's
Award make a massive impact. Vote for this year’s change

makers at DofE.org/ThislsYouth2023 #ThislsYouth2023



Our brand
architecture:
Communications
Products

Communications Products

are special initiatives run

by DofE that require their own
name. This covers activities such
as gala evenings, events and
sponsored challenges. In 99% of
cases Communications Products:

* Are named clearly and
descriptively.

e Have their own descriptive
hashtag and call to action.

* Make use of creative and

descriptive headlines depending

on audiences.

* Are signed-off with Youth
Without Limits.

e Carry our core brand visual
identity and tone.
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Our brand
architecture:
Communications
Products (cont.)

Naming

Don't make it too conceptual
Do describe the event

e.g. Gower Walk 2023.

Hashtag
Use DofE at the start e.g.
#DofEGowerWalk2023.

Headlines
Feel free to write creative headlines
for different audiences.

-

Help young people build lifelong belief in | Sty e

themselves by raising money for The Duke _ ' ! ) o
Strapline of Edinburgh's Award. " & a2 . j s
Always use Youth Without Limits : ¥ ' s el
y ' Sign up today and do it for youth. ae

DofE.org/Gower-Walk

#DofEGowerWalk2023

-.. ll.
The DofE brand toolkit /f



Our brand
architecture:
commercial
partners

These logo variations are for
use by official DofE partners
on DofE materials, or to
allow partners to brand

their DofE communications.

* Partner visual identity leads.
» Use appropriate commercial
partner logo.
* No Youth Without
Limits sign-off.

TTTTTTTTTTTTTTTT
EEEEEEEEEEEEEEEEEEEEEEEEEE

The DofE brand toolkit
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Our brand
architecture:
fundraising
partners

These fundraising-specific logos
are designed to signify specific
types of partnerships and funders
and should only be used by
organisations authorised by the
DofE Fundraising team.

e Lead with our partner’s
visual identity.

e Use appropriate DofE supporter
or partner logo.

e No Youth Without Limits sign-off.

8 SUPPORTER | PARTNER |5 SIRATECIC

The DofE brand toolkit

Proud supporters
of The Duke of
Edinburgh’s Award

RSM :

41
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Our brand
architecture;

decision tree

Use this decision tree to establish
how materials should be branded.

Is it a DofE only initiative or are
other organisations involved?

The DofE brand toolkit

Does the initiative
—— require its own name?
(see page 39)

DofE ONLY

WITH OTHERS

Is the initiative being

run by DofE?

Use core branding with
Youth Without Limits sign-off and
a descriptive name / hashtag
(see page 39)

YES
NO

Use core branding with Youth

Without Limits sign-off
Use DofE core branding and appropriate
‘sponsored by’ or 'supported by' messaging
(see page 38)

YES
NO

Use our partner’s visual identity with the
appropriate DofE logo e.g. 'In aid of'
(see page 40)

42



Colour

We use a vibrant colour
palette that brings boldness,
energy and confidence to our
communications and helps us
stand out as a youth charity.
There is no hierarchy or
preference within this colour set.
Simply use whatever colour works
best with your photography,
audience or subject matter.

Black

Print

CMYK O 0 0 100
Pantone Black C
Digital

RGBO 0 O
HEX 000000

Blue

Print

CMYK 100 90 30 15

Pantone 288 C
Digital

RGB 25 40 105
HEX 002869

Pink

Print

CMYKO 84 0 O
Pantone 806 C
Digital

RGB 248 45 159
HEX F82D9F

Red

Print

CMYK 20 100 100 O

Pantone 186 C

Digital

RGB 197 26 27
HEX C51A1B

Yellow

Print

CMYK 2 10 92 O
Pantone Yellow C
Digital

RGB 255 220 O
HEX FFDCOO

Orange

Print

CMYK O 65 100 O

Pantone 1505 C

Digital

RGB 238 114 0O
HEX EE7200

Green

Print

CMYK 62 0 7115
Pantone 802 C
Digital

RGB 83 218 63
HEX 53DA3F

Purple

Print

CMYK 74 87 0 0
Pantone 2098 C
Digital

RGB 132 0 198
HEX 8400C6



Supporting
colours

When supporting colours are
needed to highlight information
(e.g. roll-over states on website
buttons) or to break up complex
visual elements (e.g. charts and
diagrams) tints of our colour 30% 30% 30%
palette can be used.

60%

To ensure enough contrast
between tints only use 100%,
60% and 30%. Always ensure
there is at least 70% contrast
between text and background
colours and tints.

Note: these colour tints should 60%
never be used on their own and
should only be used alongside 30% 30% 30%
the 100% colour versions.
100%
60%
30% 30% 30%

The DofE brand toolkit
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Award
colours

These colours have been
developed to signify the Award
levels. Their use should be limited
to areas which directly link to
each of the Award levels (e.g.
Welcome Packs) and

are not to be used in general
DofE communications.

The DofE brand toolkit

Gold

Print
CMYK 26 37 76 2

Digital
RGB 198 159 82
HEX C69F52

Silver

Print
CMYK 10 8 10 32

Digital
RGB 178 177 176
HEX B2B1BO

Bronze

Print
CMYK O 68 68 37

Digital

RGB 170 81 57
HEX AA5139

45



Colours:
usage

- Ty
unsroPﬂABlf
L3 s

Do match headline and logo colour. Whenever this isn't Don't use more than two colours per layout
possible use a white or black headline.

Here are some simple rules to
follow when using colour.

UNSTOPPABLE

Do use solid background colours with black or Don't mix colours within headlines
white headlines (see accessibility section for best colour
combinations).

UNsroP}’l’“?l*L

Join today . WITHOUT
®  atDofE.org LIMITS

Do lead with a single colour whenever possible and Don't use tints in headlines and logos
where necessary aim to use only one other colour for
boxes and highlights.

The DofE brand toolkit
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Colours:
accessibility

For accessibility, ensure there is
at least 70% contrast between
text and background colours.

Note: Unlimited Headline should
not be used for body copy or
essential information.

The DofE brand toolkit

Your DofE

Do use light text on darker background colours Don’t use light text on light background colours
and dark text on lighter background colours. and dark text on dark background colours.

Do use text over clear space within photography. Don't use text over complex or high

contrast photography.

Since 1956, in the UK more than 6.7 million
young people have benefitted from a DofE
programme and more than 3.1 million

have achieved a DofE Award.

Do set text with at least 120% leading and line lengths Don’t use coloured text on coloured backgrounds
between 50-70 characters.

47



Graphic
elements

Our angled boxes have
developed to add ene
variety to both print a

communications.

Best applied at angles
3-5 degrees they can k
used to break-up and
information or simply tc
create impact.

Images can also be pla
an angle to compleme
elements.

Note: angles should be
sparingly to avoid maki
overly complex and to k
communications access

The DofE brand toolkit




The story
behind our
headline font

DofE Unlimited Headline is our
headline font. It was specially
co-created with a 16-year-old
art student for the DofE and

is her own handwriting, so we
always treat it with care.

It is designed to capture the
spirit of the DofE and brings
energy and uniqueness to
our communications.

Note: there are

alternatives characters for
B,C,D,E,FG,LMN,0O,PR,

S,T and Z. These can be
accessed through the Adobe
Creative Suite and should be
combined with the standard
characters to add to the
hand-crafted feel of the font.

Gaelic and Welsh characters

have also been included in the
character set.

The DofE brand toolkit
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Typography:
fonts

Our primary typeface is DofE
Unlimited Headline. It should

be used in the majority of our
headlines in our professionally
designed materials and in our
logo lock-up to build consistency
of message and voice. It should
not be used for body copy or
essential information.

Our secondary typeface is Inter.
It is used mainly as our typeface
for supporting messages and
longer copy.

Note: when using Microsoft
Office programmes including
Word, PowerPoint and Outlook,
Arial should be used in place
of Inter.

The DofE brand toolkit

Headline font — DofE Unlimited Headline

ABCDEFGH/
123456789

Supporting font — Inter

AaBbCcDdEeFfGg
1234567890

AaBbCcDdEeFfGg
1234567890

AaBbCcDdEeFfGg
1234567890

50



Typography:
type -setting

To keep a sense of conSLs?téffchQ?
distinctiveness in our marketing - *
-'3" and communications, DofE_Sg
Unlimited Headline is tyﬁre"_spe-ﬂ ol
~ following these SImpIe gwdﬁl.m S

ol

'« Always place headlinesat -~ -

a 3-5 degree angle. ﬁ |

j -

- o 3
| ﬂih e Whenever ble f|| _ s 53
*  frame fronm to- ee 6 o 2

give the feel of breakm i -': g
of the design. =~ J—'

« Whenever possible set
headlines across { the middle.
1':.'.-.'uI-h-—.]'_ "
Where an lmage does
allow for this alm to Set hea=sal =
headline sympatﬁ&jucaﬂy. N

around subjects ..... _ I:‘L-l»ﬁm__'

i. T UL & e

_1 / 22
'hf El:li rgh"ﬁ Award at DofE. urg e

- T

T = i =

B el ol T yet s, e -
A= R T
] g - =
: S ,.:ﬁsg. B gl -
el e et L e e e P SR T
S T iy 0 - ; iy i S g s e s . g . '--.-,'.I..qp-. ks
r, " = [y _.- ] =0 2 W 9 = kT -I i L+ . " I - _-. ..:. _' - H _'I i ; b e

The DofE brand toolkit

=




Continued...

e Always use tight leading
(leading is the vertical space
between lines of text).

It should be tight enough
that lines almost but don't
quite touch.

o Always use tight kerning
(kerning is the horizontal
spacing between letters).
It should be tight enough
that lines almost but don't
quite touch.

* Headlines should be kept short
and succinct to ensure legibilit
As an approximate guide you
should aim for 3-6 words.

The DofE brand toolkit



Photography ~

.y

Our photography seeks to

challenge expectations of what i
the DofE can offer young people
— so that any young person

can see themselves in our B3l
communications. It also seeks 'agﬁ it
to counter negative stereotypes,

focusing on the positive c‘
impact young people make 3
both for themselves and their
communities. Here are

four themes to bear in mind
when commissioning or |
choosing imagery: !

g i &

e

1. Unlimited youth

Strong eyes-to-camera 1
portraiture, celebrating the

individuality of participants. 2

2. Unlimited feeling
Documentary “day in the life”
style photography. Immersive, THHE .
real-life, in-the-moment '
imagery that documents the
impact of DofE.




3. Unlimited ability

Capturing and celebrating the
interests, skills, achievements
and all-round brilliance of
DofE participants.

4. Unlimited friendship
Show young people together,
having fun and enjoying time
with their friends.

* Use images that capture
real life moments.

* Use images that capture the
diversity of DofE participants.

* Use images that are dynamic
and have energy.

* Use photos of groups as well
as individuals.

* Make sure you have full
permission to use images.

Don't

e Use images that feel posed
or set up.

* Use images with filters or
visual effects.

The DofE brand toolkit




Icons and
infographics

If you're creating icons for DofE
communications, use clean,
simple, geometric shapes with
single colours and tints that
correspond to the other assets
on the page.

Notes on icon use:

e Choose commonly used icons
that are easy to recognise.

e Keep icons simple and don’t use
them over a busy background.

e Give each icon one meaning
only and don’t use it elsewhere
for a different purpose.

The icon pack is available from
the Engagement Team. Please fill
out the briefing form on the Hub.

The DofE brand toolkit

CI =S ORVAl

55



Infographics are very useful if
you need to make complex data
and statistics easy to understand.
Always use iconography in the
DofE brand style.

The DofE brand toolkit




Video:
using text

We have various text styles for
video use.

Split screens

Use an angled box to contain
headlines in Unlimited Headline
or longer quotes in Inter.

Text box (most audiences)
Use angled boxes to show names
in Unlimited Headline.

Formal text box

(formal audiences)

For more formal audiences a
straightened up box with Inter.

Subtitles
Subtitles should be in Inter, no : : :

longer than two lines and apply Sl e f E{::)Ic;err:;;:‘)afiicipant
a 50% drop shadow. '

It has taught'me to step out of my comfortzone which will
help me in the future

-
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Video

End cards

We have two default styles

of end card for use across our
video content.

Logo and strapline style

Use this style to apply our
logo and strapline at the end
of film where no call to action
is needed.

Call to action style
Use this style to apply a call to
action to the end of our films.

DofE.ofé/do >

The DofE brand toolkit




5. Brand in action
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Website

The DofE brand toolkit

Do DofE

Run DofE Support DofE Resources and tools

Féhallenge yourself this year and learn new skills by trying

out a DofE activity you have never done before.

Get into DofE

Cymraeg Donate

DofE Shopping

eDofE login

Q
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Social

The DofE brand toolkit

12:00 all =

B & g & =

P\ DofE
DE

#YouthWithoutLimits

m Fi 3 Shares

12:00

<

@ dofeuk &

Qv

BE likes
#YouthWithoutLimits

n Aafaiils &

DOFEUK
Posts

ull

= [}

Follow
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Social

The DofE brand toolkit

TH
THOUI,

/ sl

LIMITS:

The Duke of Edinburgh's Award

53K likes - 57K followers © Message gl Like

Posts Aot KMentions Fundraisers Reels Photos Moz - *e

Intro Posts == Filters

Yoaur ottcial source of information, resowces and news aboul The
Duke of Edinburgh's Award. @ The Duke of Edinburgh's Award g

i ‘ﬁ
One week 1o gol

B Hurry, the cleck s eking! Just one week I8 to nomanate far This s Youth?
ﬂ Page - Non-probhit organisation

Dot miss this opportunity to celebrale the excephional young innovators and leaders who are
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Email

g W KX~ = P g W | & =~

Congratulations on starting Challenge yourself and learn new skills
your DofE jourey. by trying out DofE.

Ivenimustiis a im am sum aut eat quatiisi asinull uptatis et fuga. Ivenimustiis a im am sum aut eat quatiisi asinull uptatis et fuga.
Ut uta dolo est asped mo et ex enimaxim eost, sim aborem. Ut uta dolo est asped mo et ex enimaxim eost, sim aborem.
Caborro mo discitatus voluptam alique maximent laccuptatios Caborro mo discitatus voluptam alique maximent laccuptatios
quiduntemqui opta sit at quiduntemqui opta sit at

mdoutmore
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PowerPoint

Project Update

Q1 Status Report

N YOUTH
£ THOUT
DE Ryt

The DofE brand toolkit

April 2023

e Q1 highlights
* Progress report
» Key challenges
e Opportunities

* Next steps

Q1 Project update April 2023
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Mailers
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Event : '

YOUTH
ouT
banners wt'lrrﬁlrs

0

OF

The Duke of Edinburgh's Award

The Duke of Edinburgh's Award
DofE.org
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Merchandise

The DofE brand toolkit






Further information

If you are a Licensed Organisation or Approved Activity Provider,
please contact your Operations Officer or the AAP Team with any queries.

For general brand advice contact the Communications Team
at communications@DofE.org.

© The Duke of Edinburgh’s Award is a Registered Charity No: 1072490, and in Scotland No: SC038254,
and a Royal Charter Corporation No: RCO00806. Registered Office: 9 Greyfriars Road, Reading, RG1 1NU.

Updated: February 2024.
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