
THE BARRY TOOLKIT 



The Barry visual expression has been created to 
reflect Barry’s ‘big idea’ and themes. All future 
activity and communications should be driven by 
this conceptual engine. 

Barry’s brand expression is made up of various 
elements including a unique visual language, 
visual identities, colour palette, typefaces and 
photography. 

We encourage you to make the most of this as 
you apply it across design in the public realm as 
well as in print and marketing collateral, which 
feels and looks like the overall brand. 

The visual language is a highly adaptable and 
evolving system, not just a static logo. 
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VISUAL LANGUAGE TOOLKIT
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The visual language can be 
used flexibly to allow for many 
variations. Some examples 
are in full bleed juxtaposed 
with bold and simple use of 
typography, or in its white out 
form to be used over colour 
from the colour palette. Shapes 
from the visual language 
have been extracted for use 
as a portal system to house 
photography. Please consider 
white space to ensure high 
quality design.
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The visual language cannot be used in its entirety so 

must be cropped.  

Scale is an important part of applying the visual 

language. Please do not scale the visual language 

down to a size where it does not have a key presence 

on the page or scale up to where only singular parts 

of the overall form are visible.  

When the designer is choosing how to crop the visual 

language they should respect its dynamic attributes 

and show as much detail as possible. However the 

designer must be aware not to show too much or too 

little of the visual language in the desired cropped. 

The visual language should not be used in 
its entirety.

The visual language should not be scaled where 
too many or too little of the porthole textures are 
visible. Please see examples as a visual guide to 
find the optimum placement. 

The visual language has 
been created as one of 
the primary visual tools 
for communications. The 
following describes how 
to effectively apply the 
visual language. 
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The visual language can only be used on 
white.

The visual languages should not be rotated.

The proportions of the visual language should not 

be changed and only one visual expression can 

be used per individual layout. The visual language 

can only be used on white and can not be rotated.  

The visual language should not be modified as 

every aspect of it has been designed to represent 

Barry’s story.  

DO NOT skew, compress or warp the visual 
language.
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Type should primarily be set along the clear 
areas of the visual language or be typeset 
on a solid colour next to the visual language, 
following all visual language rules stated.  
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Y Is resequo tem quassit mintiberit por 

aceptatur sum faciis sitatquunt omniat.Mus 

si voluptiumqui ut quiam qui bea sum nis 

abor sus doluptas aceptatur sum et verae adi 

officipsus, odio odi

Is resequo tem quassit mintiberit por 

aceptatur sum faciis sitatquunt omniat.Mus 

si voluptiumqui ut quiam qui bea sum nis 

abor sus doluptas aceptatur sum et verae adi 

officipsus, odio odi

Is resequo tem quassit 

mintiberit por aceptatur sum 

faciis sitatquunt omniat.Mus 

si voluptiumqui ut quiam 

qui bea sum nis abor sus 

doluptas aceptatur sum et 

verae adi officipsus, odio odi

Is resequo tem quassit 

mintiberit por aceptatur sum 

faciis sitatquunt omniat.Mus 

si voluptiumqui ut quiam 

qui bea sum nis abor sus 

doluptas aceptatur sum et 

verae adi officipsus, odio odi
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The visual language can be used alongside 

photography, however, ensure that the visual 

language is not placed over photography or 

photography placed over the visual language. 

Please see page 11 which introduces the white 

visual language, which can be used over 

photography. 

Photography can be integrated within the visual 

language. Provided is a window graphic which 

can hold photography. Please ensure that the 

focal point of the image is not lost outside of 

the window.  

When placing the visual language, avoid 

clashing with colours in the photography. 
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Is resequo tem quassit mintiberit por 

aceptatur sum faciis sitatquunt omniat.Mus 

si voluptiumqui ut quiam qui bea sum nis 

abor sus doluptas aceptatur sum et verae adi 

officipsus, odio odi
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The visual language has been supplied in a white out 

form. This part of the visual language is particularly useful 

when applying over photography or used, in part, over 

an output which already has a strong visual presence 

and a subtler link to Barry is required i.e. association with 

partner brands.  

All rules for the visual language apply to the white visual 

language unless stated here. The white visual language 

can be used over any colour from the Barry colour palette. 

Text can be typeset over the white visual language if the 

white visual language is reduce in opacity to 30%.  

If using the white visual language with partner brands, 

the white language may be used with the partner brands’ 

colour palette. 

H
O

W
 T

O
 U

S
E

 T
H

E 
 

W
H

IT
E

 V
IS

U
A

L 
LA

N
G

U
A

G
E

11



IN
TR

O
D

U
C

IN
G

 
TH

E
 V

IS
U

A
L 

ID
E

N
TI

TI
E

S

12



The main visual identity is used when a more traditional logo is required. 

The main visual identity can be used over colours from the colour palette 

taking into consideration the legibility of the visual identity. If creating a 

document which has the potential to be printed in black and white we 

recommend selecting a colour which allows the visual identity to clearly 

stand out.  

If printing in black and white, the greyscale visual identity has been 

provided when colour printing is not available. 

The main visual identity has been supplied in white. As with the 

white visual language, the white visual identity is useful over an 

output which already has a strong visual presence and a subtler 

link to Barry is required. This can also be used as a contemporary 

watermark. The white visual identity can be used on colours from 

the Barry colour palette. However, if used with a partner brand 

then the white visual identity can be used with the partner brands’ 

colour palette.

The greyscale visual identity: Min. height 15mm. The white visual identity: Min. height 15mm.

The main visual identity: Min. height 15mm.
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E When using any of the Barry visual identities, 

please keep clear an area equivalent to the 
height of the letter ‘B’ taken from the Barry 
visual identity. Please see the example below 
for the correct placement in the clear zone.  

This clear zone is applicable to all Barry 
visual identities and when used alongside the 
visual language. 
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DO use the main 
visual identity 
over a background 
which doesn’t 
affect legibility.

DO use the white 
visual identity 
over a colour from 
the Barry colour 
palette.

DO use the white 
visual identity 
over photography 
ensuring the 
legibility of the 
visual identity.
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DO NOT use the visual identity over images that are too busy.

DO NOT use the main visual identity over a similar colour.

DO NOT use the white visual identity over a colour that affects legibility. 

DO NOT change the proportions of the visual identity. 

DO NOT rotate the visual identity.

DO NOT colour the simplified visual identity in a colour that is not present in 

the Barry colour palette.
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Pantone 489 C

Pantone 4715 C

Pantone 7693 C

Pantone 2388 C

Process Pantone Cyan C

Pantone 173 C

Pantone 1925

Pantone 214 C

C:0    

C:0    

C:0    

C:0    

C:13    

C:100    

C:100   

C:100   

C:42    

C:87   

C:64    

C:81    

C:90    

C:52    

Pantone 550 C

Pantone 625 C

Pantone 2392 C

Pantone 2235 C

Pantone 3302 C

Pantone 7488 C

Pantone 3955 C

M:82   

M:97     

M:100     

M:20     

M:42     

M:57     

M:66     

M:0     

M:7     

M:38     

M:16     

M:9     

M:21     

M:0     

Y:94    

Y:50    

Y:24    

Y:21    

Y:43    

Y:9    

Y:0    

Y:0    

Y:8    

Y:24   

Y:45    

Y:41    

Y:65    

Y:82    

K:2    

K:0    

K:4    

K:0    

K:31    

K:47    

K:0    

K:0    

K:8  

K:19    

K:30    

K:15    

K:69 

K:0    

These are the colours 
of the Barry colour 
palette and no other 
colours may be used.

We have provided 
separate colour 
palettes for screen 
(RGB), print (CMYK) 
and spot colour 
(Pantone) to make 
sure the colours are 
represented correctly 
in all circumstances.

C
M

YK

RG
B

Pantone 5585 C

Pantone Cool Grey 1C

Pa
nt
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e

C:2    

C:4    

C:4    

C:23    

C:19    

C:6    

C:10    

C:24    

Pantone 460 C

Pantone 5793 C

Pantone 7530 C

Pantone 468 C

Pantone 7519 C

C
O

LO
U

R
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A
LE

T
TE

M:2     

M:0     

M:2     

M:3     

M:6     

M:13     

M:18     

M:42     

Y:55    

Y:100    

Y:4    

Y:19    

Y:34    

Y:41  

Y:25    

Y:45    

K:3    

K:0   

K:8   

K:8   

K:12   

K:4   

K:32   

K:68   

R:248  

R:0  

R:136  

R:0  

R:0  

R:125 

R:0  

R:0  

R:229  

R:229  

R:228  

R:77  

R:148  

R:24 

G:48  

G:0   

G:0  

G:160 

B:18

B:73 

B:104

B:141

G:197  

G:168  

B:175

B:154

G:101  

G:70  

B:86

B:63

G:61  

G:185  

B:101

B:40

G:87  

G:159  

B:163

B:227

G:192  B:198

G:102 B:118

R:255  

R:247  

R:237  

R:187  

R:204  

R:234  

R:181  

R:74  

G:224  B:105

G:237  B:0

G:237  B:239

G:201  

G:209  

G:212  

G:164  

G:57  

B:189

B:168

B:171

B:149

B:52
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When writing body text always use the typeface 

Futura Bk Bt. Please set the type to optical kerning 

with the tracking set to 0 (in InDesign).  

The typeface can be downloaded via  

this link: https://profont.net/family/futura-bk-bt.html 

Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura 
Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT 
Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura 
Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT 
Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura 
Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT 
Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura 
Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT 
Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura Bk BT Futura 

HALIS R BOLD HALIS R BOLD HALIS R
BOLD HALIS R BOLD HALIS R BOLD HALIS
R BOLD HALIS R BOLD HALIS R BOLD
HALIS R BOLD HALIS R BOLD HALIS R
BOLD HALIS R BOLD HALIS R BOLD HALIS
R BOLD HALIS R BOLD HALIS R BOLD
HALIS R BOLD HALIS R BOLD HALIS R
BOLD HALIS R BOLD HALIS R BOLD HALIS
R BOLD HALIS R BOLD HALIS R BOLD
Halis R Bold Halis R Bold Halis R Bold Halis R 
Bold Halis R Bold Halis R Bold Halis R Bold Halis 
R Bold Halis R Bold Halis R Bold Halis R Bold 

Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica
Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular
Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica
Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular
Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica
Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular
Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica
Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular
Helvetica Regular Helvetica Regular Helvetica Regular Helvetica Regular Helvetica
Regular

SECONDARY FONT: 
HELVETICA REGULAR

BODY TYPE: 
FUTURE BK BT

When neither of these typefaces are 

available, for example in online applications 

or Powerpoint, the above rules do not apply. 

In these cases Helvetica should be used as a 

secondary font. 

MAIN TYPEFACE: 
HALIS R BOLD

The main typeface for the Barry brand is  

Halis R Bold. For titles or headings please set the 

type to optical kerning with the tracking set to  

50 (in InDesign). While for bold body text please 

use in lowercase with the optical kerning with the 

tracking set to 0 (in InDesign). 

The typeface can be downloaded via this link:  

https://www.myfonts.com/fonts/ahmet-altun/halis-

rounded/bold/
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When using Halis R Bold as the main text, the designer should 

confidently fit the space so it commands the layouts. When 

using with Futura bk bt as the body text, Halis R Bold should 

only be use as highlights or intro paragraphs. 

TYPESETTING STYLE TEXT CIRCLES
Text circles can be used when placing text over imagery. When 

using text circles please make sure that sufficient space is left 

between the text and the edge of the text circle.  
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E Rum am que prae verum 

dolores simenda consequossit 
lab illiquo Acculluptat 
haruptassit quis velectium 
faceperore dunt. Rum am que 
prae verum dolores simenda 
consequossit lab illiquo 
Acculluptat haruptassit quis 
velectium faceperore dunt. 
Rum am que prae verum 
dolores siharuptassit quis 
velectium faceperore dunt.

Rum am que prae verum dolores 
simenda consequossit lab illiquo 
Acculluptat haruptassit quis 
velectium faceperore dunt. Rum 
am que prae verum dolores 
simenda consequossit lab illiquo 
Acculluptat haruptassit quis 
velectium faceperore dunt.
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E Rum am que prae 

verum dolores 
simenda consequossit 
lab illiquo Acculluptat 
haruptassit quis 
velectium faceperore 
dunt. Rum am que prae 
verum dolores simenda 
consequossit la.

Is resequo tem quassit mintiberit por 
aceptatur sum faciis sitatquunt omniat.Mus 
si voluptiumqui ut quiam qui bea sum nis 
abor sus doluptas aceptatur sum et verae adi 
officipsus, odio odi Is resequo tem quassit 
mintiberit por aceptatur sum faciis sitatquunt 
omniat.Mus si voluptiumqui ut quiam qui bea 
sum nis abor sus doluptas aceptatur sum et 
verae adi officipsus, odio odi Is resequo tem 
quassit mintiberit por aceptatur sum faciis 
sitatquunt omniat.Mus si voluptiumqui ut 
quiam qui bea sum nis abor sus doluptas 
aceptatur sum et verae adi officipsus, odi.
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The photography should celebrate and help bring 

to life Barry’s themes:

Spirit of Innovation 
Quayside and Seaside 

and its big idea:

Making Waves

The images should be animated with people where 

possible and taken in a reportage style so they are 

accessible and real. In every case always look for a 

wide shot to set the scene, a mid shot to tell a more 

focused story and a textural shot to aid with design 

layouts. All photography should aim to go beyond 

simply capturing Barry’s assets images should 

communicate confidence and creativity with unusual 

perspectives and story led textures such as pebbles, 

water, seaweed and industrial metal and wood. We 

also recommend experimentation with the human 

elements in the photography, for example, shadows, 

blurred movement and foreground partials. 

Look for the small details that show Barry’s distinctive 

and innovative personality such as playful signage, 

humorous touches and design details which 

communicate a connection to water. Avoid nostalgic 

classic seaside and quayside shots and instead aim to 

communicate modernity i.e someone taking a selfie 

with an iPhone. Show people doing business together 

in a non-corporate way, collaborating at cool cafés 

and hot desks with a sense of fun.

 A photography bank has been provided in relevant 

divided folders. New photography should aim to build 

on this suite, not replace it, and also be categorised in 

the same way to aid in design. 
22
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The visual expressions that make up the visual language have been provided 

in three file formats stated below. 

psb - very large scale printing 

tiff  - �suitable for print use 

jpegs - suitable for small scale print use 

png - recommend for digital use 

The white visual expressions have been provided in two file formats stated 

below.

psb - very large scale printing 

tiff - � � suitable for print use

png - recommend for digital use 
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The white visual identity has been provided in two file formats stated below. 

eps - suitable for print use at any size 

png - recommend for digital use

The main visual identity has been provided in three file formats stated below. 

eps  - �suitable for print use at any size 

jpegs - suitable for small scale print use 

png - recommend for digital use
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The window asset has been provided as an eps file so designers have the 

flexibility to use it in various design programmes as per output specification.
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The images shown are for illustrative purposes only
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The images shown are for illustrative purposes only
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A THINKINGPLACE TOOLKIT 
PRODUCED FOR BARRY
BY PETER ANDERSON STUDIO. 

WWW.THINKINGPLACE.CO.UK




