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—»  HORIZONTAL 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

YaY

YaY

03

graphic element.

The clear space surrounding the full logo should k
equal to that of one quarter the total height
of the logo.

AUTO

f

= TRAIL

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.

Minimum logo width

B 30mm >
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= HORIZONTAL LOGO: ALTERNATIVE OPTIONS 04

—

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 suita
,

or can not be used. In such situations apply the m g ‘
e ective alternative logo to deliver the best A LI T D T R AI L A LI T D T R AI L
=/ =z

visual result.

Flat colour Greyscale

/‘\ /‘\ .
AUTO @TRAIL AUTD@TRAIL

Solid single colour Solid white-out
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— VERTICAL LOGO

st

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.

05
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AUTO-TRAIL
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VERTICAL LOGO: ALTERNATIVE OPTIONS

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 suita /\

or can not be used. In such situations apply the m /
e ective alternative logo to deliver the best

visual result. \/_'/

AUTO-TRAIL

Flat colour

AUTO-TRAIL

Solid single colour

06
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AUTO-TRAIL

Greyscale

AUTO-TRAIL

Solid white-out
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— THE ICON

—

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.

07
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THE ICON: ALTERNATIVE OPTIONS

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 suita /-\

or can not be used. In such situations apply the m ﬂ
e ective alternative logo to deliver the best

visual result. \1/

Flat colour

Solid single colour

Greyscale

Solid white-out

08
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—»  WHITE OUT LOGO

—

The Auto-Trail logo should always have signi cant(Q - 50% use full colour

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.

0% colour

20% colour

30% colour

-

e 4
AUTO 'i/TRAlL

—

-~
AUTO I’"_A')/TRAIL

—

4
ALlTI:l//iJ TRAIL

09

51 - 100% use white-out

100% colour

90% colour

80% colour

70% colour

60% colour

~

/
AUTO = TRAIL

~

/[
AUTO = TRAIL

~

/
AUTO ™ TRAIL

-~

7
AUTO (‘/ TRAIL

~

L
AUTO {"/TRAIL
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—»  BRAND COLOUR

—

Auto-Trail has a clean and crisp presentation, whd
possible select colours within brand. Make use of
white space to draw focus to in brand colour bloc!
or type.

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 G54 B:84 #303654 Auto-Trail Red
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 Auto-Trail Grey
RAL7042

Auto-Trail Blue

Auto-Trail Light Grey

10
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—»  BRAND MISUSE ‘ 1

—

The Auto-Trail logo and icon should always be
presented as correctly shown here to give the bes V V

representation of the brand.

-
The Auto-Trail logo or icon should not be modi ed /4 /4
: AUTO TRAIL

or altered in any way.

(!

The logo or icon dimensions should always be
maintained at a 100% ratio and never skewed,
distorted or stretched.

—

1

f
= éﬁ!’

-
AUTOTRAIL

AUTOTRAIL

— X 3

—

= AUTOTRAIL
D —
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~ —

4 4
iy_j AUTO ;'j TRAIL
AUTOTRAIL
Do not move elements Do not add elements Do not outline

f

— v /4
AUTO = TRAIL AU"&%‘EA& AUTO == TRAI

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

= L
AUTO & TRAL AUTO » TRAIL W‘{ — TRAIL

Do not skew, stretch, compress or distort Do not add highlight or outer-glow Do not duplicate and overlap the brand
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—»  BRAND MISUSE

—

Take care when positioning the Auto-Trail logo or

icon, to avoid any backgrounds which may interfe
with the brands visibility or compromise its integrit

For best results always maintain a 100% solid col
mono logo or icon. Choosing one of the Auto-Trai
brand colours (see Colour Basics) or white.

Avoid using a 100% black unless impractical or n(
possible to use the approved brand colour.

Do not use on low contrast backgrounds

Avoid multicoloured backgrounds

Avoid using similar tone gradients

Only apply brand colours

Do not apply percentage tints

/‘\
AUTO C'JTRAIL

Don't apply multicolours to a mono logo

13
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When using thElorizontal Auto-Trail logo When using th¥ertical Auto-Trail logo
keep the presentation tidy with equal boarders and ample spakeep the presentation tidy with central alignment and ample spz

/\
AUTO f'JTRAI

AUTO o TRAIL

—

-~
AUTO f!jTRAIL
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—»  APPLICATION: THE ICON
—

When applying the icon to documents or

marketing material, the logo should always be When using thauto-Trail icon

placed at the top as rst point of call. keep the presentation tidy with equal boarders and ample space.

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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s 4
— APPLICATION BACKGROUND IMAGES

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.

v/

i ~

AUTO - TRAIL

\

AUTO = TR

v/

-

AlL
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The prime font family for Auto-Trail is Brandon

TYPEFACE: MARKETING PRIMARY

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

AbBbCcDdEeFfGgHhIiJJKKLIMmMNN
OoPpQqRrSsTtUUVVWWXXYYZz

AbBbCcDdEeFGgHhIIJJKKLIMmMNN
OoPpQgRrSsTtUuVVWwWXXYYZz

AbBbCcDdEeFGgHhIIJJKKLIMmMNN
OoPpQIRrSsTtUUVVWWXXYYZz
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' " TYPEFACE: MARKETING SCRIPT

— I
—

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.

Hand Of Sean Regular AbBbCcDdEeFGgHIiJJKKLIMmMNN
OoPpQQRrSsTtUuVVWwWXXYyZz
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TYPEFACE: MARKETING SECONDARY

— I
—

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).

Bank Gothic Medium AbBbCcDdEeFfGgHNIIJJKKLIMmNN
OoPpQgRrSsTtUuVVWwWXxYyZz

Bank Gothic Light AbBbCcDdEeFfGgHIiJJKKLIMmMNN
OoPpPQIRrSsTtUUVVWwWXXYyZz
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- Iy
—

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).

Ariel Bold

Ariel Regular

Ariel Bold Condensed

Ariel Regular Condensed

TYPEFACE: INTERNAL USE

AbBbCcDdEeFfGgHIiJJKKLIMmMNN
OoPpQgRrSsTtUUVVWwWXXYyZz

AbBbCcDdEeFGgHIiJJKKLIMmMNN
OoPpQQgRrSsTtUUVVWwWXxYyZz

AbBbCcDdEeFfGgHIiJJKKLIMmMNN
OoPpPQgRrSsTtUUVVWwWXXYyZz

AbBbCcDdEeFGgHIiJJKKLIMmMNN
OoPpQQgRrSsTtUuVVWwWXxYyZz
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The Auto-Trall 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 imager
Eg: sponsorship, stationery or package branding.

Ensure the correct font and sizes are applied.
If this is not possible, avoid using the formal layou
and refer to the ‘informal use’ of the tagline.

For formal application with the Auto-Trail Logo, use upBaras&othic BT Lightn Auto-Trail Blue.

TOGETHER WE'RE GOING PLACES

Place the taglinie against the baseline of the Auto-Trail white space and scale to ensurei it is the same width aso.

f

ALITEI //JTRAIL

................................................... O GCETHER WE'RE GOING: PLACES

Don't aE;Iow the tagline to encroach the Auto-Trail logo white space or exceed thie width of the logo.

f

AIJTEI //JTRAIL

................ T-@GETHER WERE. GOING PLACES e
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—»  TAGLINE: INFORMAL APPLICATION
el

The Auto-Trail tagline: Brandon Grotesqu&/hen applying the tagline informally, Example advert with tagline
TOGETHER WE'RE GOING PLACES use a upercase throughout, font weight is optional to suit your design.

The tagline may be used formally or informally.
Here we outline informal use in conjunction with

the Auto-Trail logo. TOGETHER WE'RE GOING PLACES

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.

Bank GothicWhen applying the tagline informally,

Informal sans-serif fonts: use a upper-case throughout, font weight is optional to suit your design.

- Brandon Grotesque

- Ariel

- Bank Gothic

Ideally the tagline is to be presented using a

TOGETHER WE'RE GOING PLACES

the tone of the marketing you are creating. If the AUTO = TRAIL

presentation is product focused using body text WILD DAYS,
and call to action content, then maintaining the cosv NIGHTS
|

Auto-Trail font. Select the font best suited to

same font style for the tagline is potentially the

best solution to maintain the tone of the marketing/ Ariel: When applying the tagline informally

document. See the example (right). use a upper-case throughout, font weight is optional to suit your desig

=i

Please see the following page for informal : “t ( -

D:M Gt et
———

script fonts.

TOGETHER WE'RE GOING PLACES

Eg: here the brand tagline is away from the brand logo
therefore the informal presentation style can be applied.
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f
>
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The Auto-Trall 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.

— TAGLINE: INFORMAL APPLICATION

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

Together we’re going places

23

Example social post with tagline

Eg: The script tagline would be better suited to the freedom
of a social media lifestyle image.
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——  EXAMPLE USE: STATIONERY 24

When applying the logo to stationery and internal
use or legal documentation, the logo should alwa
be placed at the top as rst point of call.

=4
AUTO \yTRAIL TRAIL

AUTO =

Electrical Installation Certificate BS 7671 : 2018 Inc. Amd 1 erwmsosesuusnns comeate o
- o won = TOGETHER WE'RE GOING PLACES

- BT

[ ——

If using the primary logo, these should always be

it i s e s .
[t G e sean st

placed top right, top left or central. . oo WE e s G
— e O -l | a maccenss accumsan lacus vel fcisis.

Enwmmmwnm«mmmm-mmwm Lorem ipsum doler i amet. consectelur alpiscing it sed do iusmd fempor inciddunt ut Iabore e dolore magna sl
o ot i et e ey
| e o i st 12125052 St e e ek et Quis Ipsum ulrices gravida. Risus commodo viverra maccenas aceumsan lacus vl failss. Lorem (sum dolr it amet.

o] A s s s s s e
oy

ore ot dolore max

i P [ERemt et iet

ultices gravida.

Sl ity - S
=" o e B et o i P
e e e
AUTO ZJ TRAIL e s Fisuscammodo vivars mascaras accumsan faus vl facisi, Lorem ipsum dolor st aml,sonsecttar adgiscig o, sed 4o
L — e s St Ee i arekEaeis
L B o e e sy 1) R v g it oy " eiusmod tempor Incididunt ut labore et dolore magna aliqua. Quis ipsum sus suspendisse ultrices gravida. Risus commodo

.:Fm:nz-mamuw‘m-mwmm
| e sy 7 5

Pre Delivery Inspection Check Sheet

sis. commodo viverrs maccenas accumsan Iacus vel facilisie. Lorem ipsum dolor

| e oot oot g 512 Gl i e o 8 )
30HDVH QRWH FRQWHQWY 2LOO EH PRGHO DQG LQGLYLGXDO VS 7| St ommoty e S O 8 et st s e it amel, consscletur acipicing el sed do eiusmod lempor nciidunt ul labore el dolors magna aIGuAQS Tpsum
| o et s e k8210111 fi e rende s e
VEHICLE DETAILS <l o e — suspendisse ullrces gravida. Risus commodo viverra mascenas accumsan lscus vel faclsis

] 0 dts bt s e Tt e i ot e e 54
Buid No: Model: ] vt et o] i ma v 51

2| e oo e 1 (0 T D e e st s e st s Lorem ipsum dolor sil amel. consecielur adipiscing il, sed do eiusmod lempor incididunt u labore el dolore magna alique.
Chassis o [ ermo S e

n maceenas accunsan lacus vel iseilisis. Lorem fpsum dolor

ON LINE CHECKS'

%XLOG 6SHFL.FDWLRQ &KHFNHG )| 6HDW JUDPH 7TRUTXH &KHFNHG( ) L |y = [ Ll [ Tttt nicds ::,:’::;,mnm,,,.:.,, o " e m—_—— e
“DV 7THVW &RPSOHWHG (| -DWHU 7HVW &RPSOHWHG — P e

9 7THVW &RPSOHWHG ()| 9 &HUWL/FDWH 1R Fisus Gommodo viverra masgenas aooumsan isous vel 1aciisis.

9 7THVW &RPSOHWHG ()| "DV &HUWL.FDWH 1R M—mﬂw’iﬁ

TO BE CHECKED ON FINAL INSPECTION
SERVICES
5HPRWH &RQWUROV__J| (IWHULRU 6KRZHU[__J| *ULOO 3DQ [
UL enw )| (wnuQoo axps ()| © +RRN 85 apEof )

:DVWH 3LSH ([WHQWVLRY 6DWHOOLWH 1DYLJDWIRQ 6' &DUG

King regaras.

&

Gustomer service desk

SKHHO 7ULPV [ 6sDUH :KHHO ) 7rzEDU —
7\UH ,QADWRU ([ &RUQHU 6WHDG\ +PQGIHRRONLW —

GENERAL LOOSE ITEMS

[ SOFT |

[ “DELWDWLROQ «DUEHW] 6WHs &busHw [ J| &DE abUSHW | s

[[sFowwHU axvkLR@V J| @c00 axvkirov | | Tao1725700 | & PN LT eR——
[ CHASSIS| | o

\

\

6LOYHU :LQGVFUHEQ %W0%@&F $UP 7DEOH 6LQN 30XJV
B8PEUHOOD $ZQLQJ +DQGOH 'UDLQLQJ S5DFN
/XWRQ %XQN 3RO /IXWRQ /IDGGHU &DUSHW 6ZHHSHU
Q %XQ H Q = AUTO = TRAIL
0DLQ 7DEOH 30DVWLF (QWUDQKH 6WHBVSDWFK %DJ AUTO » TRAIL =
>/
ADDITIONAL COMMENTS (Include any shortages) S R ER WERE G OINBPLAC S P .

aromgesoitzonk

TRWH QI VKRUWDIHY RWKHU WKDQ WKRVH OLVWHG DERS H FUNWH DMAAKGSHRIMEF®0 WAL DO

3ULQW
SDWH

6LIQDWXUH
3RVLWLRQ

Auto-Trail V.R. Limited

Ao T VR Led.
7ULIDQR +RXVH *HQHVLV :D\ (XURSDUF *ULPVE\ 1RUWK (DVW /LQFROQVKLUH 'I 78 8QLWHG |
7

AUTO = TRAIL
3DUWV 'HSDUW P HEi0) 1412 BRI o) 7AZ57 1002 =
SKILVWHUHG 215H  7ULIDQR +RXVH *HQHYLY ‘D1 (XURSDUF *ULPVEL 1RUWK (DVW ILQFROQVKLUK ‘I 78 SHILVWHUHG L0 (

Paul Howes
T G
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> EXAMPLE USE: ADVERTISING %

—

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 witl
information, keep paragraphs short, focusing on essential points.

o

—=
= TRAIL

- .
AUTO = TRAIL — 5 AUTO

—

-
AUTO = TRAIL

WILD DAYS,
COSYNIGHTS _

Adventure with no limitations in our range of high S L e
specification campervans. These lightweight motorhomes

Join the #VanLife revolution

make navigating down even the most tricky of roads a
breeze and they can be parked on a standard driveway. They
offer the ease of a comfortable drive without compromising
on the renowned Auto-Trailluxury within. Two and four
berth campervans are available in 2 variety of specifications,
S0 you are free to choose the best fit for you.

Want to know more? Visit: www.auto-trail.co.uk

Together we've going places Exodibon  VeLie' S V-lino SE Voline Sport
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/('- EXAMPLE USE: POINT OF SALE 28
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— DOCUMENT FOOTER 30

When creating a consistent document footer
Ensure the following order is applied:
Positioned left: the Auto-Trail Tagline
Positioned right: Call to action

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

4  TOGETHER WE'RE GOING PLACES For more information visitvw.auto-trail.co.uk 5

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

4  TOGETHER WE'RE GOING PLACES For more information visitvw.auto-trail.co.uk 5

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

TOGETHER WE'RE GOING PLACES-or more information visitvw.auto-trail.co.uk TOGETHER WE'RE GOING PLACES www.auto-trail.co.uk
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—» PRESENTATION FILE sl

Section header Feature Statement Key points

Bullet feature Text feature Details Image features
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Trigano House, Genesis Way, Europarc, Grimsby, North East Lincolnshire, DN37 9TU

T:+44 01472571 000 E: MARKETING@AUTO TRAIL.CO.UK W: WWW.AUTO TRAIL.CO.UK

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-Trall, 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.



