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PRIMARY LOGO

OUR LOGO

LOGO WITH TAGLINE

USE OF COLOURS

Our logo should be used in full colour wherever possible. 
However, if the logo appears on a darker or coloured 
background, an all white logo may be used to increase 
visibility and improve readability. Similarly, an all black logo 
may be used.

Our logo should not appear in any other single colour 
unless commissioning a print that is less than three colours 
and an increased pallette would have cost implications.

You must not edit any part of our logo, including its colour, 
typeface, spacing or icon position.

LOGO SPACING
Our logo should have a 
minimum half an ‘i’ of clear 
space around it to ensure 
that it is kept free from 
other elements.

The area between the pink 
lines must be kept free of 
elements. Green padding 
indicates safe zone.

On some occassions we 
may wish to display our 
tagline. You must use the 
pre-made logo and tagline, 
and not create our own.

WEBSITE FAVICON

Preferred version Alternative versions



PRIMARY COLOUR PALLETTE

RASPBERRY CRUSH
#c02d88

MIDNIGHT PURPLE
#6c3b8f

POWDER BLUE
#076db6

BOLD BLACK
#121b21

SECONDARY COLOUR PALLETTE

ORANGE COURAGE
#eb5b54

TEAL EMPOWERED
#00a8a2

WARM WELLBEING
#f9b952

SUBTLE BLACK
#616261

USE OF COLOUR TINTS

100%

75%

50%

25%

10%

The use of coloured tints is acceptable for all primary 
and secondary brand colours. Tints can be used to add 
subtle colour highlights to imagery, and to provide a light 
background for text to separate an area of text from the 
main body text.

Please be sure to consider accessibility when tints are used 
to highlight text, and ensure that a strong enough colour 
contrast is retained.

OUR COLOURS



PRINT TYPEFACE

Helvetica Neue

WEBSITE TYPEFACE

OUR TYPEFACES

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo
PpQqRrSsTtUuVvWwXxYyZz
0123456789!?@#%^&*()+=-
Regular weight for blocks of body text. Bold, Italic, 
Medium, and Light weights can be used to emphasise 
words or sentences.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789!?@#%^&*()+=-
Bold Condensed All Caps can be used for titles.

Where Helvetica Neue is not available, Arial may be used in it’s place.

The typeface size should not be smaller than 12pt. Wherever possible, we 
recommend using 14pt for accessibility.

Basic Sans

AaBbCcDdEeFfGgHhIiJjKkLlMm
NnOoPpQqRrSsTtUuVvWwXxYyZz
0123456789!?@#%^&*()+=-

Regular weight for blocks of body text. Bold, Italic, 
Medium, and Light weights can be used to emphasise 
words or sentences.

LOGO TYPEFACE

Optima Bold

AaBbCcDdEeFfGgHhIiJjKkLlMm
NnOoPpQqRrSsTtUuVvWwXx
YyZz0123456789!?@#%^&*()+=-

This typeface should only be used as part of our logo. 
It should not appear in any other situations.



TITLE COLOURS HIGHLIGHTING TEXT IN A PARAGRAPH

TITLE COLOUR BLOCK

COLOUR AND TEXT

OUR NAME

TITLE EXAMPLE NUMBER ONE
TITLE EXAMPLE NUMBER TWO
TITLE EXAMPLE NUMBER THREE

Except for in a title where all caps is used, our name name 
must be used consistently within all communication. 

The name mirus should be always be written using lower 
case, and highlighted in bold wherever possible.

mirus-wales should only be used on legal documents 
such as contracts and invoices. In the majority of 
communications, the name mirus can be used 
independently. If you are unclear which version to use, 
please contact the finance director for guidance.

TITLE COLOUR BLOCK EXAMPLE 01

EXAMPLE 02 THIRD EXAMPLE

A number of methods can be used to highlight words or 
sentences within a block of paragraph text. These methods 
can be used in conjunction with each other to increase 
prominence.

You may use a bold word or sentence within a block of 
paragraph text. This is our preferred method.

You may use an italic word or sentence within a block of 
paragraph text.

You may use a primary coloured word or sentence within 
a block of paragraph text. In some circumstances using our 
secondary colours may be permitted.

Colour block backgrounds can be used to highlight titles and subheadings. 
When using a colour block background, our primary three colours should be 
favoured (though in some circumstances using our secondary colours may 
be permitted). The colour block should be resized to be a good fit for the text, 
allowing padding space around the text. Helvetica Neue Condensed in white all 
caps should be the only typeface and colour used with a colour block.

Coloured titles can be used to highlight titles and subheadings. 

When using a coloured text, our primary three colours should be favoured 
(though in some circumstances using our secondary colours may be permitted). 

Coloured text should only appear on a white coloured background. 



PHOTOGRAPHS

IMAGERY

Whether for web site content or promotional print items, photography 
must, where possible, be of people connected to mirus. Images 
demonstrate the service we provide and should show ‘real’ people who 
appear empowered, happy, and in control of their own lives.

Please ensure a completed consent form allowing public use of the 
image is signed by the all people in the image, or by the photographer 
in the case of verbal consent.

Images must be high quality, and not stretched out of proportion. 
Candid imagery is preferred over posed photographs, and a matte filter 
should be applied wherever possible.

When photos taken at events are uploaded to Facebook albums, 
they should contain a white, 70% opacity mirus logo watermark in 
the bottom right corner. When photographs are used in our website 
banners they should be resized to 16:9 and not be watermarked.

A number of sample best practice images appear on this page. An image with our watermark.



OUR DESIGN, CREATE & SHARE HUB

GETTING INVOLVED

If you are a staff member, and need to create branded content to help 
you share news and information about mirus, you can visit our Design, 
Create and Share Hub at the link below:
miruswales.sharepoint.com/sites/DesignHub

MIRUS LOGOS, VALUES AND COLOURS
Here you can find our logo in all approved variations (though we like to 
use the full colour one where possible), our values icons and posters, 
and footers for you to add to your existing documents. 

DESIGN TEMPLATES
You’ll also find design templates made in Microsoft Word, that you can 
edit with your own content to make branded designs for some of the 
most commonly requested documents. By using the templates, you 
can make sure your communications not only look great, but represent 
mirus perfectly too. 

We’ve got templates for all kinds of documents, like posters, 
brochures, leaflets and flyers, and we’re adding new templates all 
the time. If there’s a designed document type you’d love (and think 
others could make use of to) but can’t find - please get in touch with 
miruscomms@mirus-wales.org.uk to suggest a new template.

PHOTOGRAPHS & VIDEOS
We’ve created a library of photographs and videos that you can use 
in mirus designs, to promote us on social media, and to liven up your 
presentations. All of the photographs on the Design Create & Share 
Hub have the appropriate permissions to use on mirus publicity, but 
please don’t use the names or locations of any of the people we 
support without obtaining additional permissions. 

Our photographs are only for use in connection with mirus.

TELL US YOUR STORY
If you’ve got a great story to tell about yourself, a colleague, someone 
supported, or a volunteer we would love to hear from you. Maybe 
you’ve achieved something you’ve been working towards, or someone 
you support has made a positive change to their life - we are all ears!

We’re looking for stories from all areas of the organisation that we can 
share on social media and on our website to spread the fantastic things 
the people who are connected with mirus do.

We’ve made it really easy for you to submit your story using the form 
on the Design, Create & Share Hub or by emailing 
miruscomms@mirus-wales.org.uk

MIRUS MOMENTS
At mirus, we love hearing about and rewarding the fantastic work our 
staff do through ‘mirus moments’.

You can help us to celebrate the success, achievements, hard work 
and creativity of your colleagues by nominating them to be in with 
a chance of winning a prize! If the person you nominate is a winner, 
we’ll use the information you provide to share their awesomeness with 
others - online through social media, and on our internal channels.

Nominate using the online form at: bit.ly/mirusmoments



OUR ICONS

OUR VALUES

TOGETHER RESPECTFUL RESPONSIBLE EMPOWERING COURAGEOUS

OUR STATEMENTS



TONE OF VOICE PLAIN ENGLISH

LANGUAGE

Everything we do, say and share needs to reflect our values, culture 
and positive attitude. Whether it’s through the emails we send, the 
content on our website, our social media posts, or as we talk to people 
around us, we want people to see our energy and passion for the work 
we do.

RESPECTFUL
For others to trust us and believe in the work we do, our tone has to 
be genuine and honest – never patronising. We always consider the 
values and beliefs of others, so we make sure that the language we use 
reflects the respect we have for people.

COURAGEOUS
We are positive, innovative and brave. We believe in mirus and what 
we can achieve. Our confidence should be clear for all to see, by using 
phrases such as “we will”, “we can”, not “we could” or “we should”.

EMPOWERING
We focus on the positive; what can be achieved and what support we 
can give. We show examples of positive risk taking, tell our stories, 
value each others’ strengths and achievements, and celebrate success.

TOGETHER
We achieve success by working together, not just with mirus staff, but 
people we support, their families, volunteers, and other organisations. 
The challenges we face are largely misunderstood, and we aim to 
change that by building positive relationships with our communities.

It’s important to us that everyone who comes into contact with our 
communications understands what we are saying. This means using 
language that is accessible, and where possible supported with 
images, design or video.

We’re working towards making sure that everything we write is in Plain 
English.

A FEW BASIC GUIDELINES
• Stop and think before you start writing. Make a note of the points 

you want to make in a logical order.
• Use short words, and everyday English whenever possible. Avoid 

jargon and always explain any technical terms you have to use.
• Keep your sentences short, and try to stick to one main idea in a 

sentence. 
• Use active verbs as much as possible. Say ‘we will do it’ rather than 

‘it will be done by us’.
• Be concise.
• Imagine you are talking to your reader, and make sure you follow 

our tone of voice guidelines.  

We’re charity members of the Plain English Campaign, and as part of 
that we receive ten online course places per year. 

If you think Plain English training could benefit you as part of your work 
with mirus, please get in touch with miruscomms@mirus-wales.org.uk 
to find out more.



LANGUAGE, ETIQUETTE & GUIDANCE

EMAILS

LANGUAGE & STYLE
Emails are electronic letters and the same language style, grammar and 
brand styles should apply. We always use our mirus signature at the 
bottom of emails, and this is implemented centrally. 

Be informal, not sloppy. Your email message reflects you and the 
organisation, so be passionate, positive, empowering and respectful 
and follow our tone of voice guidelines.

Messages should be brief and to the point and written in plain English. 
People have limited time to read and respond to emails, so we should 
make it easier for them to find the information they need. 

Use sentence case. USING ALL CAPITAL LETTERS LOOKS AS 
IF YOU’RE SHOUTING. Using all lowercase letters looks lazy. For 
emphasis, use asterisks or bold formatting to make important words 
stand out. Be mindful of accessibility; not everyone can view images or 
graphics in emails, so provide image descriptions where possible.

USING TO, CARBON COPY (CC), & BLIND CARBON COPY (BCC)
To: Use for the primary person or people your email is intended for. That 
way they’ll know the email is intended for them, or that an action is 
required. 
CC: Use to send a copy to keep people in the loop. By using the CC 
field, you’re keeping them informed, but letting them know they don’t 
have any direct actions. Only copy in people who are directly involved 
to avoid cluttering inboxes. 
BCC: Use only when sending to a large distribution list, so recipients 
won’t have to see a huge list of names. 

GENERAL GUIDANCE
Email isn’t private. Never put in an email message anything that you 
wouldn’t put on a postcard. Remember that email can be forwarded, 
so unintended audiences may see what you’ve written. You might also 
inadvertently send something to the wrong party, so always keep the 
content professional and accurate to avoid embarrassment.

Don’t send chain letters, virus warnings, or junk mail. If a constant 
stream of jokes from a friend annoys you, be honest and ask to be 
removed from the list. Direct all personal emails to your home email 
account.

If you’re concerned about the content of an email, or are unsure 
whether it has come from a reputable source get in touch with the IT 
Helpdesk before clicking any links or downloading any files.

Remember that your tone can’t be heard in email and it’s easy for 
something to be misconstrued. If you’re discussing a difficult topic, 
consider picking up the phone, making a Teams call, or meeting in 
person instead.

If you receive an email that upsets you, you may be tempted to send 
an immediate, angry response to relieve your frustration. Instead, take 
time to consider your response, draft something and then revisit it a 
couple of hours later when you have had time to cool down! You can 
always choose a different form of communication, and often being 
able to hear the person’s tone and see their body language can help to 
resolve a misunderstanding.



PUBLIC FACING SOCIAL MEDIA

SOCIAL MEDIA

Social media is any service that facilitates online conversation; 
Facebook, Twitter and Instagram are all wellknown examples, but 
things like YouTube, Indeed, and blogs are all included too.

We use social media to celebrate the success of our staff, volunteers, 
and people we support as well as to raise the profile of the 
organisation, the work that we do, and the people we work with. We 
use the handle @MirusWales.

Our Creative Communications Officer is responsible for sharing positive 
stories and other news from our organisation, our Health, Satefy & 
Wellbeing Team are responsible for sharing wellbeing campaigns, 
advice and information, and our HR Team are responsible for posting 
about career and development opportunities. 

ENGAGING WITH OUR PUBLIC SOCIAL MEDIA
The difference between a personal and professional opinion can be 
blurred on social media, particularly if you’re discussing things that 
relate to our work. We encourage the use of social media, and like 
when our community tag or mention us, but we do have guidelines on 
where this is appropriate. 

We build relationships and connect with people through social media, 
but we should always be aware of what is and isn’t appropriate to 
share. We must never share any confidential information, or any 
images, videos, or details of the people we support and their families 
without their permission. We have a consent form to help us make sure 
we have the right permissions before posting.

Social media lets you communicate with large amounts of people 
instantly, which is great for sharing positive stories - but also means it’s 

difficult to fix an inaccurate message once it’s shared. Double check all 
content for accuracy and to ensure it’s factually correct before sharing. 
If you see something about mirus on social media that doesn’t look 
right, report it to miruscomms@mirus-wales.org.uk 

Only people who have been authorised to do so should speak on 
behalf of mirus. Once authorised, make sure that content you post 
reflects our values, our culture, and the work that we do. 

As with all of our written communications, please follow our language 
and tone of voice guidance to ensure that you’re representing mirus 
appropriately.

If you participate in social media activities as part of your job with 
mirus, that account is considered mirus property. That means, 
you won’t get to take it, or it’s following, with you if you leave the 
organisation. You must hand over passwords and login details, when 
requested and not attempt to access the account(s) once you’ve left. 
This doesn’t apply to any personal accounts, unless they are mirus-
branded or created as part of your job.

CLOSED EMPLOYEE FACEBOOK GROUPS
Chat to your colleagues in our employee only Facebook group. Visit 
bit.ly/mirusEmployeeFB or search ‘mirus main employee group’ on 
Facebook.

SUPPORTING PEOPLE TO USE SOCIAL MEDIA
Social media is a great way for the people we support to stay 
connected with the organisation, their family, and their friends. We 
encourage staff to support people to use social media platforms in a 
safe, secure and appropriate way. 



THE USE OF OTHER CHANNELS

OTHER COMMUNICATION CHANNELS

WHATSAPP
We recognise that sometimes you need to get in touch with your 
colleagues quickly, and that’s where dropping a message to a group of 
people on Whatsapp may come in useful. However, Whatsapp should 
only be used as a channel for informal discussion and chat only, and 
not as a platform for sharing work related information, details of a 
person supported, or for giving a briefing. 

Please note that adding people to a group chat will cause their phone 
number to be visibile to the other participants. Please ensure that you 
have permission from the individual to share their personal contact 
information before adding them.

In its terms and conditions, Whatsapp prohibits use for anything that is 
‘non-personal’, meaning that Whatsapp isn’t intended to be a business 
tool. 

Whatsapp’s data privacy is not compliant with our own more stringent 
measures, therefore anything that relates to mirus or our business 
should not be sent through this channel.

Please instead use work emails and the house communication books.

SNAPCHAT
Snapchat should not be used as a work communication tool, whether 
it’s formally or informally. Messages, including photo and video 
messages are instantly deleted from this platform, and this can cause 
problems when audit trails are needed.

Similar to Whatsapp, Snapchat’s data privacy is not compliant with our 
own measures. 

YAMMER STAFF FORUM
We’re currently trialling a staff forum using Yammer. We hope this will 
provide an additional place for staff to chat, ask questions, and get to 
know each other in the future.


