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VERTICAL LOGO



Horizontal is the primary orientation of the logo to 

be used when possible. 

SURROUNDING SPACE

The space around the logo is vitally important.  

with no encroachment from any other text or 

graphic element.

The clear space surrounding the full logo should be 

equal to that of one quarter the total height  

of the logo.

Nothing at all should encroach into this  

clear area.

MINIMUM SIZE

Auto-Trail logo should not be reproduced at any 

less than 30mm full width.
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HORIZONTAL LOGO

Minimum logo width

30mm 

Y

1/4Y

1/4Y
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The Auto-Trail logo should always have signi�cant 

contrast to the background colour,  

as shown opposite.

Due to print or presentation restrictions there may 

be occasions when the full colour logo is not suitable 

or can not be used. In such situations apply the most 

e�ective alternative logo to deliver the best  

visual result.
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HORIZONTAL LOGO: ALTERNATIVE OPTIONS

Flat colour Greyscale

Solid single colour Solid white-out
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Vertical is the secondary orientation of the logo, 

to be used when it is not possible to use the 

horizontal version. 

SURROUNDING SPACE

The space around the logo is vitally important. 

With no encroachment from any

other text or graphic element.

The clear space surrounding the full logo should 

be equal to that of one quarter the total height of 

the logo.

Nothing at all should encroach into this  

clear area.

MINIMUM SIZE

Auto-Trail logo should not be reproduced at any 

less than 25mm full hight.
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VERTICAL LOGO

Minimum logo hight 
(illustration not to size)

25mm 

Y

1/4Y

1/4Y
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The Auto-Trail icon should always have signi�cant 

contrast to the background colour,  

as shown opposite.

Due to print or presentation restrictions there may 

be occasions when the full colour icon is not suitable 

or can not be used. In such situations apply the most 

e�ective alternative logo to deliver the best  

visual result.
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VERTICAL LOGO: ALTERNATIVE OPTIONS

Flat colour Greyscale

Solid single colour Solid white-out
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It is recommended that the icon only to be used 

independently in limited situations:

- Where the brand is well known 

- In-conjunction with the Auto-Trail logo 

-  When supported by other Auto-Trail referenced 

text and or images showing Auto-Trail products. 

SURROUNDING SPACE

The space around the icon is vitally important. 

With no encroachment from any

other text or graphic element.

The clear space surrounding the icon should be 

equal to that of one quarter the total height  

of the logo.

Nothing at all should encroach into this  

clear area.

MINIMUM SIZE

Auto-Trail logo should not be reproduced at any 

less than 15mm full hight.

BRAND GUIDELINES

THE ICON

Minimum logo hight 
(illustration not to size)

10mm 

Y

1/4Y

1/4Y



The Auto-Trail icon should always have signi�cant 

contrast to the background colour,  

as shown opposite.

Due to print or presentation restrictions there may 

be occasions when the full colour icon is not suitable 

or can not be used. In such situations apply the most 

e�ective alternative logo to deliver the best  

visual result.
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THE ICON: ALTERNATIVE OPTIONS

Flat colour Greyscale

Solid single colour Solid white-out



The Auto-Trail logo should always have signi�cant 

contrast to the background colour, 

as shown opposite.

To ensure the logo has the strongest presentation 

possible apply this basic rule of thumb, under 50% 

shade background colour apply the full colour 

logo(s). Over 50% background shade use the  

white-out logo options.  
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WHITE�OUT LOGO

0% colour

20% colour

40% colour

30% colour

100% colour

70% colour

90% colour

60% colour

80% colour

50% colour

0 - 50% use full colour 51 - 100% use white-out



Auto-Trail Red

Auto-Trail Grey

Auto-Trail Red
C:10 M: 94 Y: 88 K: 02

R:213 G:52 B:51   #d53433

Pantone coated 200 C

Pantone uncoated 200 U

RAL3001

Auto-Trail Blue
C:85 M:77 Y:39 K:38

R:48 G:54 B:84   #303654

Pantone coated  2765 C

Pantone uncoated 2765U

RAL5011

Auto-Trail Grey
C:45 M:36 Y:35 K:01

R:157 G:155 B:157   #9d9b9d

Pantone coated  877 C

Pantone uncoated 877 U

RAL9006

Auto-Trail Light Grey
C:23 M:17 Y:16 K:0

R:196 G:198 B:201   #c4c6c9

Pantone coated  421 C

Pantone uncoated 421 U

RAL7042

Auto-Trail Blue

Auto-Trail Light Grey

Auto-Trail has a clean and crisp presentation, where 

possible select colours within brand. Make use of 

white space to draw focus to in brand colour blocks 

or type.  
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BRAND COLOUR



The Auto-Trail logo and icon should always be 

presented as correctly shown here to give the best 

representation of the brand.

The Auto-Trail logo or icon should not be modi�ed 

or altered in any way. 

The logo or icon dimensions should always be 

maintained at a 100% ratio and never skewed, 

distorted or stretched.
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BRAND MISUSE



Do not move elements Do not add elements Do not outline

Do not change colours Do not add shadows Do not change the font

Do not add highlight or outer-glowDo not skew, stretch, compress or distort Do not duplicate and overlap the brand
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AUTO              TRAIL
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BRAND MISUSE



Take care when positioning the Auto-Trail logo or 

icon, to avoid any backgrounds which may interfere 

with the brands visibility or compromise its integrity.

For best results always maintain a 100% solid colour 

mono logo or icon. Choosing one of the Auto-Trail 

brand colours (see Colour Basics) or white. 

Avoid using a 100% black unless impractical or not 

possible to use the approved brand colour.
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BRAND MISUSE

Only apply brand coloursDo not use on low contrast backgrounds

Do not apply percentage tints

Don’t apply multicolours to a mono logoAvoid using similar tone gradients

Avoid multicoloured backgrounds



When applying the logo to documents or 

marketing material, the logo should always be 

placed at the top as �rst point of call.

It is not vital that the logo needs to be placed 

against an edge - but when doing so,  

apply these guides.

When placing the brand against edges ensure equal 

distance margins are used on any facing sides.

Primary position of the brand is paramount, where 

possible lead with the logo, ensuring secondary 

content is not placed above the branding. 

14

When using the Horizontal Auto-Trail logo,  
keep the presentation tidy with equal boarders and ample space.

When using the Vertical Auto-Trail logo,  
keep the presentation tidy with central alignment and ample space. 

BRAND GUIDELINES

APPLICATION: LOGO



When using the Auto-Trail icon,  
keep the presentation tidy with equal boarders and ample space. 

When applying the icon to documents or 

marketing material, the logo should always be 

placed at the top as �rst point of call.

It is not vital that the logo needs to be placed 

against a edge - but when doing so,  

apply these guides.

Primary position of the brand is paramount, when 

using the Auto-Trail Icon, there is �exibility to 

place the Icon under other page content.

When placing the brand against edges ensure equal 

distance margins are used on any facing sides.
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APPLICATION: THE ICON



The logo or icon may be placed over an image 

providing the image is of relatively �at colour and 

creates enough contrast for the full logo to be 

legible and stands proud of the background.
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APPLICATION BACKGROUND IMAGES 



AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

The prime font family for Auto-Trail is Brandon 

Grotesque. This should be used wherever possible 

within internal and external marketing material. 

Ideally suited for headings or body text within print 

and digital marketing materials.

Where possible use the fonts weights shown.  

Other weights within the family may be used if 

necessary, (not illustrated).

Brandon Grotesque

Brandon Grotesque Regular

Brandon Grotesque Light
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TYPEFACE: MARKETING PRIMARY



The prime script font family for Auto-Trail is Hand 

Of Sean. This is a supporting typeface ideal for 

calls to action,  social media headings and lifestyle 

focused projects within print and digital marketing 

materials. Not recommended for use as body copy 

or long sentences. 
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TYPEFACE: MARKETING SCRIPT

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 

OoPpQqRrSsTtUuVvWwXxYyZz

Hand Of Sean Regular



The secondary font family for Auto-Trail is Bank 

Gothic This is the typeface used within the  

Auto-Trail logo. To be used selectively for o�cial 

paperwork or headings only.

Where possible use the fonts weights shown.  

Other weights within the family may be used if 

necessary, (not illustrated).
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TYPEFACE: MARKETING SECONDARY

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

Bank Gothic Light

Bank Gothic Medium



 

The Ariel font family is suitable for Auto-Trail 

internal/o�cial/Legal document use, suitable as 

documents or emails headings or body text within. 

This font is generally available to all users. To be 

used if the primary Auto-Trail approved fonts are 

unavailable. 

Where possible use the fonts weights shown.  

Other weights within the family may be used if 

necessary, (not illustrated).
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TYPEFACE: INTERNAL USE

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

AbBbCcDdEeFfGgHhIiJjKkLlMmNn 
OoPpQqRrSsTtUuVvWwXxYyZz

Ariel Regular

Ariel Bold

Ariel Bold Condensed

Ariel Regular Condensed



The Auto-Trail tagline: 

TOGETHER WE’RE GOING PLACES 

 

The tagline may be used formally or informally.

Here we outline formal use in conjunction with the 

Auto-Trail logo.

Formal application examples would be when the 

tagline is being used for internal, training or legal 

documents. Or for marketing materials when the 

brand is being displayed without any other imagery 

Eg: sponsorship, stationery or package branding. 

Ensure the correct font and sizes are applied.  

If this is not possible, avoid using the formal layout 

and refer to the ‘informal use’ of the tagline.  
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TAGLINE: FORMAL APPLICATION

TOGETHER WE’RE GOING PLACES

TOGETHER WE’RE GOING PLACES

TOGETHER WE’RE GOING PLACES

Don’t allow the tagline to encroach the Auto-Trail logo white space or exceed the width of the logo. 

Place the tagline against the baseline of the Auto-Trail white space and scale to ensure it is the same width as the logo.

For formal application with the Auto-Trail Logo, use upercase Bank Gothic BT Light. In Auto-Trail Blue.



The Auto-Trail tagline: 

TOGETHER WE’RE GOING PLACES 

 

The tagline may be used formally or informally.

Here we outline informal use in conjunction with  

the Auto-Trail logo.

Ideally the tagline is to be presented using a  

Auto-Trail font. Select the font best suited to the 

tone of the marketing you are creating. 

 

Informal sans-serif fonts:  

- Brandon Grotesque 

- Ariel  

- Bank Gothic 

Ideally the tagline is to be presented using a  

Auto-Trail font. Select the font best suited to 

the tone of the marketing you are creating. If the 

presentation is product focused using body text 

and call to action content, then maintaining the 

same font style for the tagline is potentially the 

best solution to maintain the tone of the marketing/

document. See the example (right).

Please see the following page for informal  

script fonts.
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TAGLINE: INFORMAL APPLICATION 

TOGETHER WE’RE GOING PLACES

TOGETHER WE’RE GOING PLACES

TOGETHER WE’RE GOING PLACES

Brandon Grotesque: When applying the tagline informally,  
use a upercase throughout, font weight is optional to suit your design.

Ariel: When applying the tagline informally,  
use a upper-case throughout, font weight is optional to suit your design.

Bank Gothic: When applying the tagline informally,  
use a upper-case throughout, font weight is optional to suit your design.

Eg: here the brand tagline is away from the brand logo  
therefore the informal presentation style can be applied.

Example advert with tagline
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The Auto-Trail tagline: 

TOGETHER WE’RE GOING PLACES 

 

The tagline may be used formally or informally.

Here we outline informal script fonts can be applied 

in conjunction with the Auto-Trail icon.

Informal script fonts:  

- Hand Of Sean

Ideally the tagline is to be presented using a  

Auto-Trail font. Select the font best suited to 

the tone of the marketing you are creating. If the 

presentation is relaxed, social and lifestyle focused, 

the script font may be more suitable. 

Please see the previous pages for other tagline font 

and formatting options.
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TAGLINE: INFORMAL APPLICATION

Together we’re going places

Eg: The script tagline would be better suited to the freedom  
of a social media lifestyle image.

Alternatively when using the script font Hand Of Sean,  
use a upper and lower case type style.

Together we’re

going places

Example social post with tagline



When applying the logo to stationery and internal 

use or legal documentation, the logo should always 

be placed at the top as �rst point of call.

If using the primary logo, these should always be 

placed top right, top left or central.

Pre Delivery Inspection Check Sheet

TO BE CHECKED ON FINAL INSPECTION

VEHICLE DETAILS

Build No: Model:

Chassis No: Key No:

ON LINE CHECKS

�%�X�L�O�G���6�S�H�F�L�¿�F�D�W�L�R�Q���&�K�H�F�N�H�G �6�H�D�W���)�U�D�P�H���7�R�U�T�X�H���&�K�H�F�N�H�G

�*�D�V���7�H�V�W���&�R�P�S�O�H�W�H�G �:�D�W�H�U���7�H�V�W���&�R�P�S�O�H�W�H�G

�������9���7�H�V�W���&�R�P�S�O�H�W�H�G �������9���&�H�U�W�L�¿�F�D�W�H���1�R��

�����9���7�H�V�W���&�R�P�S�O�H�W�H�G �*�D�V���&�H�U�W�L�¿�F�D�W�H���1�R��

SERVICES

�5�H�P�R�W�H���&�R�Q�W�U�R�O�V �(�[�W�H�U�L�R�U���6�K�R�Z�H�U �*�U�L�O�O���3�D�Q

�:�L���)�L���6�H�W �(�[�W�H�U�Q�D�O���3�X�P�S �������9���+�R�R�N���8�S���&�D�E�O�H

�:�D�V�W�H���3�L�S�H���(�[�W�H�Q�V�L�R�Q �6�D�W�H�O�O�L�W�H���1�D�Y�L�J�D�W�L�R�Q���6�'���&�D�U�G

SOFT FURNISHINGS

�+�D�E�L�W�D�W�L�R�Q���&�D�U�S�H�W �6�W�H�S���&�D�U�S�H�W �&�D�E���&�D�U�S�H�W

�6�F�D�W�W�H�U���&�X�V�K�L�R�Q�V �,�Q�¿�O�O���&�X�V�K�L�R�Q�V

CHASSIS

�:�K�H�H�O���7�U�L�P�V �6�S�D�U�H���:�K�H�H�O �7�R�Z�E�D�U

�7�\�U�H���,�Q�À�D�W�R�U �&�R�U�Q�H�U���6�W�H�D�G�\���+�D�Q�G�O�H�7�R�R�O�N�L�W

GENERAL LOOSE ITEMS

�6�L�O�Y�H�U���:�L�Q�G�V�F�U�H�H�Q���%�O�L�Q�G�V�%�R�R�P���$�U�P���7�D�E�O�H �6�L�Q�N���3�O�X�J�V

�8�P�E�U�H�O�O�D �$�Z�Q�L�Q�J���+�D�Q�G�O�H �'�U�D�L�Q�L�Q�J���5�D�F�N

�/�X�W�R�Q���%�X�Q�N���3�R�O�H �/�X�W�R�Q���/�D�G�G�H�U �&�D�U�S�H�W���6�Z�H�H�S�H�U

�0�D�L�Q���7�D�E�O�H �3�O�D�V�W�L�F���(�Q�W�U�D�Q�F�H���6�W�H�S�'�H�V�S�D�W�F�K���%�D�J

ADDITIONAL COMMENTS (Include any shortages)

�3�O�H�D�V�H���Q�R�W�H�������F�R�Q�W�H�Q�W�V���Z�L�O�O���E�H���P�R�G�H�O���D�Q�G���L�Q�G�L�Y�L�G�X�D�O���V�S�H�F�L�¿�F�D�W�L�R�Q���V�S�H�F�L�¿�F��

�1�R�W�H�����$�Q�\���V�K�R�U�W�D�J�H�V���R�W�K�H�U���W�K�D�Q���W�K�R�V�H���O�L�V�W�H�G���D�E�R�Y�H���P�X�V�W���E�H���U�H�S�R�U�W�H�G���Z�L�W�K�L�Q���W�K�U�H�H���Z�R�U�N�L�Q�J���G�D�\�V���R�I���G�H�O�L�Y�H�U�\��

Auto-Trail V.R. Limited
�7�U�L�J�D�Q�R���+�R�X�V�H�����*�H�Q�H�V�L�V���:�D�\�����(�X�U�R�S�D�U�F�����*�U�L�P�V�E�\�����1�R�U�W�K���(�D�V�W���/�L�Q�F�R�O�Q�V�K�L�U�H�����'�1���������7�8�����8�Q�L�W�H�G���.�L�Q�J�G�R�P
�7�H�O����+44 (0)1472 571000���)�D�[����+44 (0)1472 571001���(�P�D�L�O����sales@auto-trail.co.uk���:�H�E����www.auto-trail.co.uk

�3�D�U�W�V���'�H�S�D�U�W�P�H�Q�W���'�L�U�H�F�W���/�L�Q�H���7�H�O����+44 (0)1472 571003���)�D�[����+44 (0)1472 571002
�5�H�J�L�V�W�H�U�H�G���2�I�¿�F�H�������7�U�L�J�D�Q�R���+�R�X�V�H�����*�H�Q�H�V�L�V���:�D�\�����(�X�U�R�S�D�U�F�����*�U�L�P�V�E�\�����1�R�U�W�K���(�D�V�W���/�L�Q�F�R�O�Q�V�K�L�U�H�����'�1���������7�8�����5�H�J�L�V�W�H�U�H�G���L�Q���(�Q�J�O�D�Q�G���1�R���������������������9�$�7���5�H�J�L�V�W�U�D�W�L�R�Q���1�R����������������������

�6�L�J�Q�D�W�X�U�H �3�U�L�Q�W

�3�R�V�L�W�L�R�Q �'�D�W�H

�3 � ���3�U�H�V�H�Q�W���L�Q���Y�H�K�L�F�O�H�� NA��� ���Q�R�W���D�S�S�O�L�F�D�E�O�H���W�R���W�K�L�V���Y�H�K�L�F�O�H
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EXAMPLE USE: STATIONERY



Lead with a strong lifestyle image of the product. Balance with equal white space, reserved for a strong sales message and supporting product and call to actions information. Don’t overload the space with to much 

information, keep paragraphs short, focusing on essential points.
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EXAMPLE USE: ADVERTISING
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Lead with a strong lifestyle product images. Deep margins create pedigree and create white space. Keep body content light and typography light, don’t overload the space with to much information, focusing on essentials.
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Lead with a strong lifestyle product images. Deep margins create pedigree and create white space. Keep body content light and typography light, don’t overload the space with to much information, focusing on essentials.
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EXAMPLE USE: POINT OF SALE

Ensure the logo is the focus of the point of sale items. If using additional tagline, URL or calls to action don’t let them distract from the brand identity. 



Apply the same logo spacing, approved fonts and colours to signage as elsewhere, applying the 1/4 hight dimension where possible to the signage design. 
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EXAMPLE USE: SIGNAGE
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DOCUMENT FOOTER

When designing with restricted document space or using small margin, place the footer template outside the margin space. 

When designing with ample margin, the footer template can be inside the margin space. 

When applying a footer template to a narrow or single page document, ensure there is ample space between content on the left and right. 

When creating a consistent document footer

Ensure the following order is applied: 

Positioned left: the Auto-Trail Tagline

Positioned right: Call to action

4        TOGETHER WE’RE GOING PLACES

4        TOGETHER WE’RE GOING PLACES

TOGETHER WE’RE GOING PLACES TOGETHER WE’RE GOING PLACES

For more information visit www.auto-trail.co.uk        5

For more information visit www.auto-trail.co.uk        5

For more information visit www.auto-trail.co.uk www.auto-trail.co.uk
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PRESENTATION FILE

When using or adding to the supplied Auto-Trail 

presentation �le, keep slides simple and content 

light. Apply short digestible information per slide.

10 slides supplied (illustrated right).

Each slide uses the basic content guides (right), 

white outer frame and inner content margin. 

The presentation �le also maintains the corporate 

fonts and colours throughout.   

Cover

Bullet feature

Section header

Text feature

Feature

Details

Statement

Quote

Key points

Image features



T: +44 �0�1472 571 000      E: MARKETING@AUTO�TRAIL.CO.UK      W: WWW.AUTO�TRAIL.CO.UK

Trigano House, Genesis Way, Europarc, Grimsby, North East Lincolnshire, DN37 9TU

DISCLAIMER

While Auto-Trail makes every attempt to ensure the accuracy and reliability of the information contained in this document, this information should not be relied upon as a substitute  

for formal advice from the originating bodies or departments of Auto-Trail or Kal Group. This document is to be used as a guideline only.

 

Auto-Trail, its employees and agents will not be responsible for any loss, however arising, from the use of, or reliance on this information.

This publication could include technical or other inaccuracies or typographical errors. Changes are periodically added to the information herein; these changes will be incorporated  

in new editions of and insertions in the publication. Auto-Trail may make improvements and/or changes to the corporate branding described in this publication at any time.


