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“It’s not pretty
it’s much better
than that”
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Calderdale

Welcome to a Pretty Gritty movement

In Calderdale we have different groups, organisations and individuals all talking about the place in different ways and through
different communications. This means the people we talk to don’t get a sense of consistency, a hook, or an understanding about
what Calderdale is and why it’s different to everywhere else.

By talking to the people who live and work in Calderdale, as well as those who might want to come here, a place brand has been
created that says who are and why we’re special, and wraps it all up in consistent visual language and tone.

Pretty Gritty is…
It’s a place brand for Calderdale. It’s not owned by any single organisation or person. If you have something to say about
Calderdale to the world, you can use Pretty Gritty to help you say it. And The more people that we use it, the stronger our voice
will be, the more we’ll resonate with people and the more they’ll understand who we are and what we stand for.

Pretty Gritty isn’t…
It’s not designed to replace any existing brand, but it’s up to you how you use it. You might want to use it as an umbrella brand
that sits over your own. You might want to incorporate an element of it, such as the logo. It may be you have a joint venture with
another person or organisation and you want a strong Calderdale brand for your communications that your own brands can sit
within. You might just want to use on a shop window or to design a badge, piece of jewellery or t-shirt to show your support. It’s
yours, and you can use it however you’d like to.
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Calderdale – Introduction

Narrative

Who we are and what we stand for

Pretty Gritty is a style, an outlook and
a sense of what this part of Yorkshire is
all about. It’s our way of describing the
combination of people and landscape
that makes the communities in
Calderdale what they are today.

This narrative condenses what makes us
special in a few paragraphs. We hope that
when combined with the rest of these
guidelines it helps you to tell your stories
of this area and to convey why you are
proud to be Pretty Gritty.

Calderdale is a special part of Yorkshire. Few places offer this blend of beauty and
history in such a small place. Our location in Pennine Yorkshire gives us the wonderful
rivers, hills, valleys and moorland. But Calderdale is much more than beauty and great
views. Calderdale is full of places that need to be there, that have a purpose, not just
places to see.

These places are part of the soul of Calderdale, places which help to tell Calderdale’s
story. And what a story it is. This area was the cradle of the industrial revolution.
Mills and factories brought prosperity and the people who worked in them brought
a true spirit of community. Most of the shops, theatres and public buildings which those
communities built are still here. Victorian and Edwardian architecture framing stories of
the people, who not only strived to make a success of their lives and their communities
but who helped to change the world.
Our towns and villages are real not quaint. Our rural landscapes offer great walking and
cycling, but you won’t just admire the view, you’ll get caught up in the place. It’s full of
places that will make you want to find out more.
Some parts of Yorkshire are beautiful. Some parts of Yorkshire offer great heritage.
Some areas are cosmopolitan, and others rural. Yorkshire people are always honest, proud
and determined. Our place brings all of these characteristics together like nowhere else.
Some places would be content to be pretty, but it’s not enough for us.
We are better than pretty. We are Pretty Gritty.
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Calderdale – Introduction

Brand Map

Product
values

Three adjectives that sum up Calderdale’s
key attributes and features.

YORKSH
IR
E

R ES
ILIE

Core idea

PRETTY
GRITTY
PROUD

IND
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Product values

IN
T

ENT

Three adjectives that describe the
brand’s personality and tone of voice;
a benchmark for how the brand looks,
speaks and behaves.

IT

LIG
EL

Personality values

W

Personality
values

TIV
EA
CR

The core of the brand – the compelling
and differentiating idea that the brand
sets out to own in the mind of its
target audience.

NT

Core idea

e
l
a
d
r
e
d
l
ca
8

Calderdale – Introduction

Brand Map

Our Brand Map

Pretty Gritty is our core idea. It is
communicated through our personality
and product values which help to bring
the Calderdale brand to life.

Our brand personality helps us to define
how we communicate our core idea, and
the manner in which we behave.

Core Idea
Pretty Gritty
It is the idea that binds the Metropolitan Borough of Calderdale and our communities
together. It represents the best of Yorkshire’s characteristics, landscape and heritage
all concentrated in one small area. It’s an idea that all 200,000 of us can get behind.

Personality Values
Yorkshire Wit
Calderdale is proudly part of Yorkshire. We’re straight talking, we tend to say it as it is.
But we like to share our wisdom coated with a sprinkling of our own type of wit.
Proud
We’re not smug or pompous. We just know we are lucky to live in Calderdale and we
enjoy telling others how fortunate we are.
Intelligent
Over the years our ingenuity has helped us succeed. These days we can’t outspend
the competition but we can out-think them. We need to be smart in the way we
promote Calderdale.
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Calderdale – Introduction

Brand Map

Our Brand Map

Calderdale also has three product values
that guide what we do as a brand.

Product Values
Creative
In Calderdale we value creativity. Creativity is one of our greatest assets, you might say it
is our ultimate renewable resource. Over the years our creativity has brought success and
prosperity. These days we are more imaginative than mass produced. And in the future
our creativity will take us forward. No wonder so many creative people and businesses
like to call this part of Yorkshire, home.
Resilient
Over the years we have faced many challenges. We have been tested by our location,
by our climate and by changing economic and trading conditions. We recognise that
success doesn’t always come easily. There are always challenges to meet and obstacles
to climb. We roll up our sleeves and meet these tests head on. This resilience and grit is a
true Yorkshire trait. It is part of our DNA and ensures we look forward with confidence.
Independent
In Calderdale we like to do things our own way, we have a strong character and are
independently minded. Our way is not better or worse, it’s just the way we are. We are
proud of and believe in our communities.
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Calderdale – Introduction

Architecture

PRETTY

CaLDERDALE

Domain and Community Brand

There are two distinct levels of the brand
– Domain Brand and Community Brand.
There are times when we need to speak
of Calderdale as a whole, perhaps when
addressing a group of potential inward
investors. But there will be other times
when people will want to focus on their
own community. So we have created an
identity which works for both Calderdale
and the 6 main settlements of Halifax,
Elland, Brighouse, Sowerby Bridge,
Hebden Bridge and Todmorden.
All communications that speak to or
for the region should use the Calderdale
brand. All communications that speak
to or for a more localised area should
use the Community Brands.
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Domain Brand

Community Brand
CA

LDERDALE

BRIGHOUSE
PR

ETTY GRITTY

CA

LDERDALE

HALIFAX
PR

ETTY GRITTY

CA

LDERDALE

DGE

HEBDEN BRI
PR

ETTY GRITTY
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e
l
a
d
r
e
d
l
ca
12

Calderdale – Verbal Identity

Tone of voice

We say it with Yorkshire wit
Yorkshire people combine wit with wisdom. We are rooted but worldly wise.
Straight talking mixed with humorous insight. Wit adds warmth and personality
to our communications.

How we says things

Our tone of voice is reflective of our
brand values.

Be proud, not loud
The pride we feel in our communities comes through in the way we speak about
Calderdale. After all we have much to be proud about. We are not boastful but there
is an understated confidence in what Calderdale offers as a place to visit, live and work.
Be clever… but not too clever
It is the ingenuity and imagination of the people of Calderdale which has helped us
succeed and adapt to change. This creativity is reflected in the way we talk about
Calderdale. We should be original, playful, smart and never dull. It’s important that
we don’t sound like all the other places creating noise and demanding attention.
Creativity is our ultimate renewable resource, let’s use it to bring people to us.
A sense of reality
Our place is real. It is full of interesting people and fascinating places, all with stories
to tell. We should reflect this in the way we talk about Calderdale. We don’t use
tired clichés or vague generalisations. We are specific, we use interesting facts
and true stories.
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Calderdale – Verbal Identity

Tone of voice

Examples

The examples here show our tone
of voice in use.

Example 1
We would not say - Halifax has a unique history which makes it the ideal place to locate
your business.

We might say - Halifax is a bit like Miracle gro for businesses. Once known as “Town of
a Hundred Trades”, our town has helped companies flourish from small beginnings to
famous brands. Halifax Building Society, Mackintosh’s and Crossley all called Halifax their
home. Perhaps we can sprinkle a little magic on your business?
Example 2
We would not say - Calderdale is a heaven for cyclists. Here you’ll find routes for all
tastes and abilities.
We might say - Cragg Vale climb is not for the faint hearted cyclist. Rising up from the
village of Mytholmroyd it is the longest continuous incline in England. No wonder it was
the greatest challenge on the Le Grand Depart 2014. But we promise the reward at the
top is worth the red face and aching thighs, the view from the top is champion.
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Calderdale – Verbal Identity

Tone of voice

Examples

The examples here show our tone
of voice in use.

Example 3
We would not say – For the visitor, Calderdale offers something for everyone interesting towns, beautiful countryside and a wealth of attractions.				
				
We might say - If you had a choice which would you visit? (A) the Coolest Place
to live in Britain, (B) the 4th Funkiest Town in the World, (C) the UK Town with
the most local identity. Don’t think about it for too long. Just visit Hebden Bridge
because others have decided it is all three.
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Calderdale – Verbal Identity

Messaging

Headlines

Our tone of voice is an important way
of communicating who we are.
Our headlines voice our personality
and express our core idea – Pretty Gritty.
These examples show how the idea
of Pretty Gritty is expressed by joining
opposing words or turns of phrase.
Our language can use local idioms
or phrases to create a warm and
distinct dialect.
This play on words and contrasting
typography should only be applied to
headlines. For more standard headlines
that don’t use this contrast (for example
Contact Details) the regular copy
typeface should be used (Montserrat).
See the section on typography for more
information.
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Calderdale – Visual Identity

Logo

Colour logos for white or light background
PRETTY

Colour logos

Our logos should be reproduced in full
colour where possible.

CaLDERDALE
GRITTY

CA

LDERDALE

BRIGHOUSE
PR

ETTY GRITTY

CA

LDERDALE

HALIFAX
PR

ETTY GRITTY

CA

LDERDALE

DGE

HEBDEN BRI
PR

ETTY GRITTY

There are two full colour versions –
one for use on white or light
backgrounds and one for use on
black or dark backgrounds.

Colour logos for black or dark background

PRETTY

CaLDERDALE
GRITTY
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Calderdale – Visual Identity

Logo

Black logos for white or light background
PRETTY

Black and white logos

Our logos should be reproduced in full
colour where possible.

CaLDERDALE
GRITTY

CA

LDERDALE

BRIGHOUSE
PR

ETTY GRITTY

If it’s not possible to reproduce our logos
in full colour then use the black or white
versions. The black logo is for use on
white or light backgrounds and white
is for use on black or dark backgrounds.

White logos for black or dark background
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Calderdale – Visual Identity

Sign posting
wordmark

When space is restricted, in particular
with digital applications, such as web
banners, our sign posting wordmark
can be used.

This wordmark is always cropped to show
the characteristics of our brand stamp.
It can be used as a visual texture as above
or to communicate our Domain Brand or
Community Brand in small spaces.
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Calderdale – Visual Identity

Typography

Headline Typefaces
Our headline typefaces are Veneer
and Perpetua.
Text Typeface
Our text typeface is Montserrat.

Free alternatives
Although we recommend using the paid
for fonts, there are free alternatives that
represent a good, close match, that can
be downloaded at no cost.
Font downloads
Fonts can be downloaded from the links
to the right, there is a charge from the
publisher to use the original fonts. A free
alternative is also provided.

Veneer
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*()
Veneer – Regular weight

Veneer: http://www.myfonts.com/fonts/yellow-design/veneer/regular/
Free alternative: http://www.dafont.com/search.php?q=dcc+ash

perpetua
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*( )
Perpetua Titling – Bold weight
Perpetua: http://www.myfonts.com/fonts/mti/perpetua/titling-mt-bold/
Free alternative: http://fontsgeek.com/fonts/Perpetua-Titling-MT-Bold

Montserrat
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*()
Montserrat – Regular and Bold weight
Perpetua: http://www.google.com/fonts/specimen/Montserrat
Free alternative: http://www.fontsquirrel.com/fonts/montserrat
Brand Guidelines Version 01
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Calderdale – Visual Identity

Colour

RBG

RBG

RBG

R 140 G 200 B 60

R 170 G 170 B 170

R 90 G 90 B 90

Our Colour Palette

CMYK

CMYK

CMYK

Our colour palette has been
carefully selected to reflect
our core idea Pretty Gritty.

C 40 M 0 Y 100 K 0

C 0 M 0 Y 0 K 30

C 0 M 0 Y 0 K 70

Pantone

Pantone

Pantone

PMS 382 U

PMS Cool Gray 4 U

PMS Warm Gray 11 U

RBG

RBG

R 26 G 26 B 26

R 255 G 255 B 255

CMYK

CMYK

C 60 M 0 Y 0 K 100

C0M0Y0K0

Consistent reproduction of
these colours is essential
to our brand. Please do not
recreate these colours yourself
or add any additional colours
to the palette.

Pantone

PMS Process Black U
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Calderdale – Visual Identity

Colour

Proportional Palette

Colour plays an important
role in our brand. Green,
dark grey and white are used
prominently. The use of green
is particularly important to add
vibrancy to communications.
Black and light grey are used
as supporting colours to
highlight and add depth.
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Calderdale – Visual Identity

Photography

Style

Our photography is
desaturated, this helps convey
the ‘Gritty’ aspect of our core
idea. In addition the subtle
introduction of colour, as
shown in the cycling image
opposite, adds the ‘Pretty’
element.
Please note: Images used are
not owned by Calderdale and
therefore cannot be used for
any communications. They are
for reference purposes only.

Brand Guidelines Version 01

23

e
l
a
d
r
e
d
l
ca
Calderdale – Visual Identity

Photography

Portrait Specific

People are the brand’s most
important photographic
subject. A place brand is built
by the people who live, work,
play and visit.

It’s important that the
photography champions the
personality and characteristics
of the subject. To achieve this
it’s often best to capture them
in an environment in which
they feel comfortable such
as places of work.
Subjects should have a
confident, proud expression.
Please note: Images used are
not owned by Calderdale and
therefore cannot be used for
any communications. They are
for reference purposes only.
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Calderdale – Visual Identity

Photography

Landscape Specific

Landscapes should never
be captured without the
presence or evidence of
human activity. Whether it’s
social or work related.

Please note: Images used are
not owned by Calderdale and
therefore cannot be used for
any communications. They are
for reference purposes only.
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Calderdale – Visual Identity

Layout

How to use our graphic assets

Desaturated photography

Photography
The image has been
desaturated to represent
the Pretty Gritty.

Headline
The headline is created using
our tone of voice. It plays
on the idea of opposites to
represent our Pretty Gritty
brand idea and is highlighted
by our unique typographic
style to reinforce this visually.
The phrase should always
have context within the
application.
Logo
Our logo is used as a final
stamp of approval.

AMAZINGLY

RUN OF THE MILL

INSPIRATIONAL SPACES FOR YOU
AND YOUR BUSINESS TO THRIVE IN.
www.calderdale.com

The Venner typeface is used

Lines are used to break up

to represent the ‘Gritty’

information, the line style is
taken from our logo

Brand Guidelines Version 01

The Perpetua typeface is used

An opacity of 85% is applied

Clear space is applied to

to represent the ‘Pretty’

to let image show through

communication borders

Applications
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Calderdale – Applications

Website

Home page example.
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Calderdale – Applications

Advertising

Billboard example.
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Calderdale – Applications

Advertising

Bus shelter example.
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Calderdale – Applications

Advertising

Press example.
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Calderdale – Applications

Brochures

Print example.
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Calderdale – Applications

Loyalty Card

Initiative example.
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Calderdale – Applications

Ambient

Location specific example.
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Calderdale – Applications

Ambient

Audience specific example.
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Calderdale – Applications

Tour de France

Event specific example.
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Calderdale – Applications

Tour de France

Event specific example.
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Contact details:
W: prettygritty.com
E: contact@prettygritty.com
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“the unavoidable discomforts of factory
life are here minimised by the close
proximity of God’s own country, where
the Sun and the breeze, the hills and the
moorland delight the eye and fill one
with the joy of life”

