
GCW is a game changing property 
consultancy who partner with investors, 
owners and occupiers within an ever 
changing town centre landscape. This 
guide will show you how to present 
our brand identity in a consistent and 
recognisable way.

Brand guidelines.
Version 2.1
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Logo.
Master logo

This is our master logo, available in three colours - 
red, black and white.

Red is the primary logotype colourway. Use wherever 
possible. Where this colourway can’t be used - 
perhaps red conflicts with the background colour or 
it’s a black and white document, the red logo can be 
replaced by the black or white versions instead.

Our logo should not be modified or altered in any 
way and should never be placed inside a box.

1.1

Black logo | Ref: GCW-B

White logo | Ref: GCW-B

Red logo | Ref: GCW-A
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Logo.
Master logo: use with holding  
device

To  make our logo stand out as much as possible on 
different backgrounds, we can house it within a circle 
device. The circle not only reflects the circular nature 
of the letter forms within the logo, it forms the basis 
of our visual identity – the circular ‘graphic device’.

Our logo should only ever be housed within a 
circle and not any other shape. 

1.2
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Retails’  
changing room. 

James Cons shares his 
insight on the growth of 
past retail.

Movie on up.

Phil Fishwick on The Light 
Cinema’s latest opening in 
Redhill.

Taking the  
pathway forward. 

Simon Horner goes back 
to school.

Keeping towns 
centre stage.

Evolve.

09 
23

14
12

Duncan Kite, and Simon 
Morris share their thoughts 
on a bright future at GCW.

Leading the Retail Evolution

4 11

1.3

Logo.
Master logo: examples of use
This page shows examples of each master  
logo in use.
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• 26 ACRES OF RETAIL, LEISURE AND COMMUNITY USES
• FOOTFALL OF OVER 220,000 A WEEK

Duncan Kite
duncan.kite@gcw.co.uk
DD 020 7647 4804
M 07974 215 337

Rupert Rudkin
rupert.rudkin@gcw.co.uk
DD 020 7647 4826
M 07743 248 803

GCW.CO.UK

Nick Symons
nicksymons@mmxretail.co.uk
DD 020 3130 4654
M 07977 998 825

David Hobbs
davidhobbs@mmxretail.co.uk
DD 020 3130 4655
M 07719 033996

Simon Colley
simoncolley@mmxretail.co.uk
DD 020 3130 4658
M 07534 438 411 

MMXRETAIL.CO.UK

Sabri Marsaoui 
Asset Director
sabri@edmontongreencentre.co.uk
M 07939 590 157

EDMONTONGREENCENTRE.CO.UK

Black logo | GCW Website

White logo | GCW Newsletter Red logo | Third party document
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Logo.
Logo with contact details  
lock-up

For instances where our logo needs to be used in 
conjunction with our contact details, there’s a logo 
lock-up version.

1.4

This grey box is only used to display the white lockups on this page. Please don’t put the logo within a box. 
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1.5

Logo.
Logo lockup: example of use

This lock-up version of the logo is mainly used  
in red on our sales boards (see page 18), but  
can be used elsewhere as necessary.
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Leading the Retail Evolution
Evolve.

Our graphic device, the circle, must be used in a 
purposeful way – e.g. to hold information or to  
frame imagery. Avoid using more than three circular  
devices together.

2.1

A singular circle can be used to 
hold simple information, eg dates.

A circle accompanying the logo can 
be used to hold information such as 
a title for a newsletter.

Graphic device.
How it works
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Occupation from October 2018
Drop o� point directly onto Holloway road.
D2 gym space with good ceiling height. 

Prime corner
unit to let.
Town, Address, Postcode 

Occupation from October 2018
Drop o� point directly onto Holloway road.
D2 gym space with good ceiling height. 

Prime corner
unit to let.
Bath, 56 Southgate Street
BA1 1TG

Graphic device.
Examples of use
 
Our Property Details template shows how using  
our graphic device to hold  certain information 
focuses the eye towards the information, giving it 
more emphasis.

2.2
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Typography.

We use three different fonts.

Gilroy. We use it for headings 
in Extra Bold & Light. 

Helvetica Neue. We use it in Light, Light Italic, Medium & 
Medium Italic.

3.1

Brand typeface

Body copy font

PC system font

Aptos is our recommended pc system font. We use it in light 
italic, semibold and semibold italic.
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Keeping towns’ 
centre stage.

In an ever-evolving world where retail has faced many challenges, 
shopping continues to play a key role amongst other town centre uses 
vying for consumer attention.  GCW’s managing partners, Duncan Kite, 
and Simon Morris share their thoughts on a bright future at GCW.  

In the last decade, retail has faced multiple upheavals.  
The rise of the internet, social media, desire for experience 
over consumption, and today jostling for its place alongside 
the alternative sectors making their presence felt in town 
centres. And, of course, surviving Covid lockdown closures.

September 202312 September 2023

Typography.
Example of use

3.2

Gilroy extra bold  
for headlines 

Gilroy light for  
subheadings 

Helvetica Neue for bodycopy
(In this example we’ve used the
Helvetica Neue light) 

Our newsletter is a great example of our typography 
in use. Gilroy for the headings and Helvetica Neue for  
body copy. 

Aptos (PC system font) This should only be used 
when Helvetica Neue is not available and for internal 
use only. 
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4.1

Colour palette.

Primary palette

Secondary palette

Our colour palette is bright and engaging, 
giving us stand-out and recognition across all 
touchpoints.

Colours should be used with purpose, to  
aid clarity or help to break up information,  
for example.

Our secondary palette compliments the primary 
palette and gives a contemporary feel.
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Colour values.

C:5 M:27 Y:89 K:0
R:236 G:191 B:75
HEX: ECBF4B

4.2

P: 7627 (C) / 7621 (U)
C:16 M:96 Y:100 K:6
R:181 G:53 B:38
HEX: B53526

C:93 M:71 Y:62 K:81
R:0 G:0 B:0
HEX: 000000

C:0 M:0 Y:0 K:0
R:255 G:255 B:255
HEX: FFFFFF

C:25 M:100 Y:100 K:25
R:142 G:39 B:30
HEX: 8E271E

C:4 M:71 Y:3 K:0
R:216 G:114 B:160
HEX: D872A0

C:52 M:0 Y:25 K:0
R:145 G:200 B:200
HEX: 91C8C8

Pantone and CMYK values should be used for  
printed materials.

RGB values are for digital use only e.g. websites, 
email templates and PowerPoint presentations.

Hex values, like RGB values, are for digital use.
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Colour tints.

4.3

100%

75%

50%

25%

Tints play a crucial role, adding depth, 
amplification and creating a visual hierarchy. 
These are the only values that can be used for 
tints.
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Colour tints.
Use of tints

4.4

Background colours

100%

75%

50%

25%

Use Black TypeUse Black Type
Use White Type

Use Black Type
Use White Type Use White Type

Use White Type Use White Type Use White Type

Use Black Type
Use White Type Use White Type Use White Type

Use Black TypeUse Black Type Use Black TypeUse Black TypeUse Black Type

Use Black TypeUse Black Type Use Black Type Use Black TypeUse Black TypeUse Black Type

Use Black TypeUse Black TypeUse Black Type Use Black TypeUse Black Type
Use White Type Use White Type Use White Type

Use White Type

Tints are useful when creating larger communications 
items such as newsletters, emails or on our website. 
They can be used as background colours, or to 
highlight important information. A 25% tint is best 
used as a background colour only.

Please make sure that any text used over a tint 
is legible – we’ve shown some guidance on this 
page, but you can also use an accessibility contrast 
checker to test this when using tints for digital 
content. 
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Colour tints.
Examples of use

4.5

Here are examples of how a combination of full 
colour graphics and background tints can create 
interest and help section out content on the page. Our Brands Team.

At GCW, we review and manage assets to create robust property portfolios for 
occupiers, based on satisfying their specific customers’ requirements. We achieve this 
by immersing ourselves in our clients’ businesses and use an approach driven by data 
market insights.

Our team apply their wide market knowledge to your business needs, reporting directly at board level with both a 
strategic long and short-term perspective as well as resolving and reporting on immediate issues. 
 
We no longer create a distinction between lease advisory and acquisition/disposal roles. We blend our teams to 
ensure we’re leveraging our clients’ position by forming a holistic strategy based on technical and market knowledge. 
Reducing occupational costs, building flexibility, and ensuring every branch is in the best possible location for success, 
now and in the future.
 
Our team think holistically and consider the broader opportunities, identifying clever solutions in this  
ever-changing town centre landscape.  

JE

SM

AM

OW

WM

EC

SH

CS

Octavia Wyatt 
07530 304 443 
octavia.wyatt@gcw.co.uk

Charlie Hanrahan
07305 910 696
charlie.hanrahan@gcw.co.uk

John Eden
07772 260 371
john.eden@gcw.co.uk

Emma Clarke
07799 604 406
emma.clarke@gcw.co.uk

Will Mabbett
07837 179 498
will.mabbett@gcw.co.uk

Callum Stephenson 
07960 605 300
callum.stephenson@gcw.co.uk

Archie Morriss 
07837 630 523
archie.morriss@gcw.co.uk

CH

Simon Horner
07970 479 458 
simon.horner@gcw.co.uk

Simon Morris
07974 170 043
simon.morris@gcw.co.uk

We’d love to talk  
with you about how  

we can help your  
brand grow. Contact  

our team today.  
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5.1

Tone of voice 
Our Tone of Voice is Confident, Bold, Consumer-Focused, with a Touch of Fun
We confidently showcase our strengths and expertise while letting our personality shine through.

Consumer-Led Language

Our decision-making is driven by research and consumer needs, which should be reflected clearly 
in our language.

Direct and Professional

We communicate directly and professionally, avoiding unnecessary or “fluffy” words. Every word 
should have a clear purpose.

Subtle Personality

Our tone aligns with our visual brand, blending a friendly and approachable feel through subtle 
touches like contractions (e.g., “we’re” instead of “we are”).

Tailored for the Audience

We want our audience to immediately understand who we are and what we offer. 

For example;

Website body copy is written in the 1st person, while external communications (like PR or  
newsletters) may vary between 1st and 3rd person for a broader corporate appeal.

Clear Language Choices

We avoid potentially confusing terms like “niche”. Instead, we should use words like “specialised”, 
“consultancy” or “agency” to highlight our expertise clearly and accurately.
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6.1

SHOP
TO LET

SHOP
TO LET

SHOP
TO LET

Agency sale boards.
GCW branded

Here we use a combination of 2 circular devices to 
hold information. The GCW logo circle should always 
be in front of the information circle. We have different 
colour ways for these. The location can dictate the 
area the sign appears. A black and grey option 
appears incase of limited printing capabilities. 
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SHOP 
TO LET

SHOP 
TO LET

020 7659 4848
GREENANDPARTNERS.CO.UK

SHOP 
TO LET

SHOP 
TO LET

SHOP 
TO LET

SHOP 
TO LET

Agency sale boards.
Joint branding
 
In some instances, our logo will need to sit alongside 
another company logo. This page shows how this 
works on a joint branded sales board.

To show that this an equal partnership.  
Both companies logos should be the same height.

6.2
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AVAILABLE
TO LET

Call 020 7408 0030 
or visit gcw.co.uk

AVAILABLE
TO LET

MORE INFO 
020 7408 0030

AVAILABLE
TO LET

MORE INFO 
020 7408 0030

AVAILABLE
TO LET

Call 020 7408 0030 
or visit gcw.co.uk

AVAILABLE
TO LET

MORE INFO 
020 7408 0030

Window vinyls.
 
When creating window vinyls, consider using 2 circle 
devices to hold the information. The information circle 
will generally be the larger circle as it’ll contain contact 
details such as a phone number, web address and/or 
QR code. Again the GCW circle should always be in 
front of the information circle.  

7.1



21

Please remember the following points:

1. Consider the weather: A well-lit building will 
make your job easier and the images more attractive. 
Strive to shoot on a day with blue skies. A few clouds 
are fine, but overcast skies can make the building 
look dull. However, dramatic cloudy skies, snowfall, 
or some rain-soaked surfaces can add interest and 
change the mood of your photos. So, don’t limit 
yourself to shooting on sunny days.

2. Ensure you have the right light: Light is crucial. 
If you shoot the west side of the building in the 
morning, it will be in the shade and won’t look good. 
Study the building online before you shoot. Use 
Google Maps to determine its orientation. Apps are 
available to assess dawn/dusk times and the best 
time to shoot each side of the building.

3. Include people: It often helps to capture people 
in your shots to demonstrate the scale and use of the 
space. Cars shouldn’t be too prominent as they tend 
to obscure the base of buildings.

4. Try shooting at different times: Revisit the site 
at different times of the day and in various weather 
conditions to capture different looks when shooting 
buildings. Try shooting at sunrise or sunset to 
capture golden hues, window reflections, and long 
shadows. The ideal window is 15-45 minutes before 
sunrise or after sunset. Ideally, you want the sun 
setting/rising on your back. Most buildings look best 
when the inside lights glow at dusk, although this 
might require more work to orchestrate. Try visiting at 
night to capture the structure in artificial lighting.

2. Ensure you have the right light
1. Consider the weather

Photography
Capturing buildings in  
their best light

8.1

3. Include people

4. Try shooting at different times

4. Try shooting at different times
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(Continued.)

5. Think before you shoot: Start by walking around 
the building. Consider the building’s environment. It’s 
often helpful to showcase the building in its context, 
such as trees, parks, landmarks, and public spaces. 
This usually requires shooting from further away to  
get a broader perspective. 

6. Look for different perspectives: Start with 
what photographers call a one-point perspective by 
shooting straight on to achieve a symmetrical, formal 
study look. Then, strive to find unique perspectives. 
While experimenting with different perspectives, 
remember the basic rules of photo composition 
to create powerful images. Look for leading lines, 
symmetry, and repetition of shapes.

7. Think like a cinematographer: Start with your 
wide-establishing shots, then gradually move in until 
you end up with close-ups and detail shots. These 
shots are great for showcasing features and materials 
and are also helpful for marketing materials. This 
approach applies to both moving and still imagery.

8. Post-production can enhance a good shot: 
For still images, Adobe Lightroom, available through 
Adobe Creative Cloud, enables quick and easy 
photo editing. This includes adjustments to contrast, 
colour balance, and brightness on mobile devices 
immediately after taking the picture. Commonly used 
in the filmmaking industry, LUTs are used to make 
digital footage appear sharper and evoke the look of 
motion picture film stock. This is an excellent way to 
give your footage a more cinematic and Hollywood-
style feel. It’s important to note that editing software 
generally cannot salvage a poor-quality shot.

7. Think like a cinematographer

Photography.
Capturing buildings in  
their best light

8.1

5. Think before you shoot

6. Look for different perspectives
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GCW 
50 Great Marlborough Street 
London 
W1F 7JS

020 7408 0030 
gcw.co.uk


