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What we do 
is not unique, 
the way we 
do it, is..



INTRODUCTION 
TO LIFELINE 

Lifeline is an independent private limited company 
specialising in the design, installation and maintenance 
of Electronic Fire & Security Systems.

Established in 1990 by the Lee family and based in Newport, on the Isle of Wight, the 
design team, engineers and customer support staff are renowned for the extensive 
depth of expertise and experience.

The company has developed and grown steadily ever since its inception. Lifeline 
prides itself on a personal and individual style of service to each of the members of 
our highly valued prestigious client base.

One of our first major achievements was to gain NACOSS (National Approvals Council 
for Security Systems) approval for Intruder Alarm Systems back in 1994, which 
included ISO 9001 Quality Assurance. Having gained this accreditation the company 
has grown in stature, and added NSI accreditation for Access Control & CCTV.

In September of 2004, Lifeline were amongst one of the first 50 companies in the 
UK to receive BAFE SP203 accreditation for the Design, Installation, Commissioning 
& Hand over and Maintenance of Fire Alarm Systems. This means that architects, 
specifiers and end users alike can have the confidence of a system being designed 
and installed by a company that is independently inspected by a third party 
accreditation body. Lifeline has continuously maintained high levels of achievement in 
these approvals ever since, winning awards both nationally and locally.
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THE LIFELINE 
IDENTITY 

LIFELINE
IDENTITY

WORD-MARK

BRAND
SQUARES

Today, a company no longer builds its reputation 
solely on products or services. The image that it 
conveys is also seen to be a measure of its success.

The form of the Lifeline Brand Squares are based on a checker graphic 
associated with police and crime solving across the globe. It represents 
Lifeline as an authority in security services. There are 15 full brand squares 
in the graphic, in no circumstances should these squares be reduced in 
number or cropped.

The Lifeline word-mark uses a custom-designed typeface and should not be 
altered. Together, the Brand Squares and word-mark create the Lifeline
Identity. The identity forms the most significant feature of the Lifeline 
brand and corporate identity and should be used on all aspects of branded 
communication. The Lifeline Identity should never be altered, tilted, 
distorted, manipulated or disassembled on any application.
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COLOUR PALETTE
AND VARIATIONS 

An Identity to fit all circumstances.

To allow for easy application to various media the Lifeline Identity can be 
output in specific variations. No other variations other than the ones shown 
here should be used.

Whenever possible the primary identity should be used at all times. 
However in circumstances that this is not possible or suitable due to a clash 
of colours for instance one of the other 3 variations should be used.

The Lifeline Identity in its various forms utilises three-colours:

Pantone Neutral Black C (CMYK 0,0,0,100). In some print circumstances 
a CMYK Value of 60, 40, 40, 100 can be used to create a deeper printed 
black for some publications if required.

White

Pantone 485 (CMYK 10,100,100,0)

Under no circumstance should an alternative colour be applied to the 
Lifeline Identity.

PRIMARY IDENTITY PRIMARY IDENTITY REVERSE

POSITIVE IDENTITY NEGATIVE IDENTITY
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IDENTITY
CLEAR ZONES 

A clear brand

The Lifeline Identity has a specified clearance zone. This ensures clarity of 
communication and prevents the identity from becoming lost or crowded. The 
minimum distance the logo should sit from any other text, image or graphic on any 
media should be equal to the height of 1 of the 15 Brand Squares. 

An example of the clearance zone can be seen here.  

MINIMUM CLEARANCE EQUAL TO HEIGHT OF SQUARE 
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CORRECT
USAGE

Consistent application will reinforce the Lifeline Identity 
as a brand leader.

The Lifeline Identity has been specially designed as a unit and must not be recreated. 
These correct variations of the Lifeline Identity have been supplied with this 
document.

The Lifeline Identity can be scaled proportionally to any height however it should not 
be reproduced at a width below 20mm. Below this width the logo will become hard 
to read and will not be clear enough to represent the Lifeline brand productively.

MINIMUM 20MM

MAXIMUM, UNLIMITED
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LIFELINE
TYPOGRAPHY

Consistent typography use across all media.

Ultra Sans is the font used within the Lifeline Identity. However Ultra Sans 
is not used as a supporting font throughout Lifeline branded materials. It is 
dedicated to the Lifeline Identity only. In all Lifeline printed communications, 
Calibri Light, Calibri Regular and Calibri Bold are used. It is recommended to 
use Calibri Bold for headings and statements within documents. This applies 
to business documents, correspondence, promotional materials, displays, 
product labels, signs etc.

In Lifelines online materials Proxima Nova Bold and Adelle Regular can also be 
used within body text. 

abcdefghijklm
ABCDEFGH
1234567890
Calibri Light

abcdefghijklm
ABCDEFGH
1234567890
Calibri Regular

abcdefghijklm
ABCDEFGH
1234567890
Calibri Bold

abcdefghijklm
ABCDEFGH
1234567890
Adelle Regular

abcdefghijklm
ABCDEFGH
1234567890
Proxima Nova Bold

PRINT FONT SET

ONLINE FONT SET
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BRAND
EXAMPLES

Branding communicates what you do, what you stand 
for and what makes you special, and should be applied 
consistently across everything you do.

As can be seen from the marketing materials the brand should be carried consistently 
across all media. It’s like a fingerprint; it reflects the mood and tone we want to 
capture in whatever piece of communication – advertising, newsletters, brochures, 
signs, web sites, etc. 360-degree branding captures the thought that every point of 
contact that an individual has with Lifeline should reflect the same tone.

The footer example below is one that Lifeline use regularly. You will notice the 5 
brand squares on the right hand side of the footer. In some instances the 15 brand 
squares can be reduced to 5 as a separate entity as can be seen below. You will notice 
that this is purposely separate from the Lifeline Identity and the full Lifeline Identity 
on the left reinforces brand consistency. 
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FREQUENTLY 
ASKED QUESTIONS

For any further information please contact Lifeline on 01983 
521621 or email us at info@lifeline-security.co.uk

Q. What are the Lifeline Pantone Matching System (PMS) Corporate Colours?
A. Pantone Neutral Black C (Lifeline Black), Pantone 485 (Lifeline Red)

Q. What is the Lifeline Corporate Typeface?
A. Calibri Light, Regular and Bold

Q. If printing in one-colour, can I print the Lifeline logo in that colour, even if it is not one of the 
acceptable colours?
A. No, but you can print the negative version of the logo in a colour box.

Q. Can I use the Lifeline logo in a headline?
A. The logo can be used as part of a headline and in body copy as long as the clearance zone is 
adhered too

Q. Can I squash or stretch the Lifeline Identity to fit my dimensions?
A. No, under no circumstances should the logo be warped out of its original proportions
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