
A fresh look – and the same Society at heart
You may have noticed that things look a little different lately. 
Our logo, colours, website, and branches have all had a refresh. 
This wasn’t change for the sake of it – it was about making sure 
the way we look, and sound today truly reflects who we are, 
and how we serve our members.

At its simplest, the rebrand is about confidence. Confidence for 
you as a saver or borrower. Confidence that we will be here for 
the long term. And confidence that, while the world around us 
keeps changing, our values remain steady.

Goodbye  
uncertainty. 
Hello  
confidence.
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The decision  
to rebrand...

It’s important to say this clearly: 
the fundamentals of your building 
society have not changed at all. 

We still put people before profit. 
We still make decisions for the long 
term, not short‑term gain. And we 
are still rooted in the communities 
we serve.

The rebrand wasn’t about 
changing who we are – it was 
about expressing it better.

On the surface, you’ll see  
some obvious updates:

•	 A new logo and colours.

•	 Clearer, more welcoming photography.

•	 A redesigned website that’s easier to use.

•	 Refreshed branches, starting with our 
new Harpenden branch.

But underneath that, we also spent time 
agreeing what really matters to us as 
a Society – and how that should come 
through in every interaction you have  
with us.

(and what you’ll notice)

What hasn’t 
changed?

What has 
changed?

Why did we decide to rebrand?
Over the last few years, a lot has changed. The way people manage money has 
evolved, expectations of digital services are higher, and life feels faster and more 
complex than it once did. As a Society, we’ve grown and modernised too.

What hadn’t quite kept pace was how we looked and explained ourselves.

Our previous branding had served us well, but it didn’t fully reflect the modern, 
forward‑looking building society we are today. We wanted a look and feel that feels:

•	 Clearer and easier to understand.

•	 Warmer and more human.

•	 Confident without being flashy.

All while still feeling familiar and reassuring to our members.

“When we began talking about refreshing our brand,  
my starting point was simple: this has to feel like us.

We’re proud of our history and our mutual roots, and that will 
never change. But we also know that the world our members live 
in today is different to even a few years ago. This refresh is about 
making sure we show up with clarity, confidence and warmth – 
while staying true to the values that have always guided us.

I hope the new look makes it easier to understand who we are 
and what we stand for, and that it feels reassuringly familiar as 
well as forward‑looking.”

 
If you’d like to read the full Q&A with Tracie, scan the QR code.

A note from Tracie, our Chief Executive.
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What we stand for – 
in everyday terms 
We boiled things down to a few simple ideas 
that guide how we work.

Built with purpose, not for profit. 
Because we don’t have shareholders, we can focus on what’s 
right for our members and communities – now and in the future. 

Straightforward by design. 
Money matters can be complicated enough. Our job is to make 
things clear, transparent, and easy to navigate.

Empathy in every interaction. 
Everyone’s situation is different. We take the time to listen and 
understand, rather than rushing to a one‑size‑fits‑all answer. 

Reliability you can count on. 
We do what we say we’ll do. People trust us because we’re 
consistent, dependable, and here for the long term.
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A brand that  
feels human
We also talked a lot about personality. Not in 
a marketing sense, but in a very practical one: 
how it feels to deal with us.

We aim to be:

Wise. 
We’re experienced, calm, and considered. We’ve been around  
a long time, so we’re confident in making the complex simple. 

Interested. 
We’re warm, human, and curious. We want to understand  
people and their lives, and just listen.

Can‑do. 
We’re positive, practical, and direct. When people come to us with 
their challenges, we show we’re ready to help. 

Occasionally playful. 
We’re light-hearted, upbeat and fun. While money is serious,  
it doesn’t have to be dull.

That’s what we want you to experience 
whether you visit a branch, call us,  
or use our website.
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Our logo
We are a brand with hart.

This section introduces you to our 

logo elements and explains how to 

use them consistently and effectively 

across our communications.

Lean into green

Our primary logo colourways are lush green, 

and fresh green – these should be our first port 

of call when designing our comms.

Application rules

Which logo colourways you should use depends on 

the background colour or image it is placed over.

 Ɯ Use our lush green logo over our brand 

fresh green, white, or other light backgrounds.

 Ɯ Use our fresh green logo over our brand 

lush green.

 Ɯ Use our white logo over dark photography 

or video, to ensure maximum legibility. 

Restricted-use grey logo

In single-colour, greyscale printing (using only black 

ink), a grey version of our logo may be used. Or, 

when used on a black or grey background in this 

scenario, our white logo should be used.

Our logo
Colourways

Lush green logo over fresh green background

White logo over dark photographic backgrounds

Restricted-use grey logo for single-colour (black) printing

Fresh green logo over lush green background
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Space and balance

Like a real deer, our logo needs room to breath. 

Wherever our logo elements are used, we leave a 

clear exclusion zone around them to ensure clarity 

and impact. 

Our logos must also always sit at a distance from 

the edges of the page, or any frame, graphics or 

text, at least equivalent to the exclusion zones 

shown here. These have been built into our logo 

assets, so when linking to our vectors the frame will 

indicate the full exclusion zone around the graphic.

Though these are the minimum allowed distances, 

it will normally be appropriate to allow more space 

around the logo, depending on the application 

and layout.

Restricted-use hart exclusion zone 

for central alignment

To ensure visual balance when centring our hart, 

we have a restricted-use exclusion zone for the 

emblem, explained on the following page.

Ensuring legibility

There are no prescribed sizes for our logos – 

scale should be determined by the available space 

and context. However, minimum sizes have been 

specified (right) for print to ensure that our emblem 

and wordmark remain recognisable and legible.

Never skew or distort our logo elements to fit 

a given space. When placing our logos over 

photography, ensure that the hart emblem 

and letters from our wordmark are still legible. 

Never place our logo elements over other text 

or photography.

Our logo
Exclusion zones 

and minimum sizes

Minimum sizes

Exclusion zones

To create visual balance 

between the deer emblem and 

the wordmark, leave a larger 

exclusion zone the width of ‘Ha’ 

from ‘Harpenden’ to the right 

and bottom of the wordmark. 

When using 

the wordmark 

independently, the 

exclusion zone with 

the width of the ‘Ha’ 

from ‘Harpenden’ the 

whole way round.

When using the hart emblem 

independently, the exclusion zone is 

the width of half the house shape. 

A different exclusion zone applies 

when centrally-aligning the hart 

within a document or frame (see the 

following page for guidance).

The exclusion zone to the 

top and left of the hart 

emblem within our logo 

lock-up is the height of the 

letter ‘H’ in the adjoining 

‘Harpenden’ wordmark.

In print, the minimum height for our logo, and our hart emblem, is 15mm. 

The minimum height for our wordmark is 7mm.

Our logo elements should normally be reproduced at much larger dimensions – 

these minimum sizes are for use only when severe print-restrictions are in place.
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Brand 

foundations

Understanding Harpenden. What we 

stand for, what makes us different, 

and why anyone should care.

Brand 

foundations
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and why anyone should care.

Our 
colours
Inspired by nature and our brand 

personality, our colour palette 

reinforces our confident tone across 

our communications. This section 

provides breakdowns and guidance 

for applying our hues.

Our digital 

colour palette 

Fresh green

RGB 196 250 219

HEX C4FADB

Hawthorn

RGB 236 104 94

HEX EC685E

Fox

RGB 105 60 67

HEX 693C43

Mist

RGB 159 197 199

HEX 9FC5C7

Heather

RGB 228 189 186

HEX E4BDBA

Blackberry

RGB 59 62 81

HEX 3B3E51

Autumn

RGB 207 127 0 

HEX CF7E00

Stone

RGB 237 233 220

HEX EDE9DC

Lush green

RGB 5 102 79

HEX 05664F

Grey

RGB 60 60 59

HEX 3C3C36

RGB/HEX values are for digital 

applications only. 

Tints and shades - restricted use

Occasionally we use tints of our colour palette 

to create lighter backgrounds (e.g. on our 

website and emails) or additional tones in 

our infographics.

Darker shades of our colours can also be 

created by layering our colour with itself, and 

multiplying the top level over it. This is only 

done to create subtle graphic details/variations, 

such as when applying our brand patterns (see 

page 61) and never used for copy or important 

signposting, where it would lack sufficient 

contrast to be meet accessibility standards.
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Keeping it Onest

Our primary typeface is Onest, a clean, friendly 

and accessible sans-serif we use for all our 

marketing materials.

It has weights ranging from ExtraLight to Black, but we 

primarily use Light and Regular for body copy, and 

Bold for headlines and subheads.

The following pages will offer guidance on how to use 

these fonts to best effect in our communications.

Accessing our typefaces

If you are producing marketing materials and do not 

have Onest on your system, it can be downloaded for 

free from: 

fonts.goo
gle.com/s

pecimen/O
nest

Secondary (universal) typefaces

If you are creating materials that may be shared 

externally in editable form, such as Microsoft Word 

document or PowerPoint presentation, please use our 

secondary typeface, Arial (see page 45 for details).

Our typography

Primary typeface – Onest

Onest is our 

brand typeface

It is a multi-weight type family, with fonts 

ranging from ExtraLight to Black, but we 

primarily use Light and Regular for body 

copy, and Bold for headlines and subheads.

Primary typeface – Onest | Our typography  | Harpenden Building Society brand guidelines  | 43

Our photography

Confidence in nature

Where there’s a woodland, there’s a way

Nature and nature-references play a huge part 

in our brand – acting as a shorthand for stability, 

growth and opportunity. As a setting for our brand 

photography, the great outdoors offer a shared 

environment (and joy!) for people of different ages, 

backgrounds and interests across the UK. 

We want to capture a sense of freedom, adventure 

and belonging in the wild and wonderful scenery all 

around us. Ordinary activities can feel extraordinary 

amid stunning landscapes and variable weather.

Here are some example ‘Confidence in nature’ 

scenarios below:

 Ɯ Wise – Pausing to take in a vast and beautiful view – 

quite literally seeing the bigger picture.

 Ɯ Interested – Looking closer, with binoculars, 

or engaging in their surroundings by touch.

 Ɯ Can-do – Climbing a big hill, reaching a peak, or even 

a dog finding a particularly-impressive stick.

 Ɯ Playful – Taking an icy dip in a sea or having fun 

splashing in the mud.

When adding to our library, remember our top 

level filters from our photography introduction: 

Does the image convey confidence, positivity 

and authenticity? Is it Harpenden in tone 

and personality?
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Our textures
We care about the big picture, and the little details. 

We deal with complexity every day, to help make life 

simpler and better for our members.

Our tinted textures are a way of representing our 

meticulous focus within our visual identity.  

Tactile imagery

Like our colour palette, our textures are taken from 

nature, inspired by the habitat of our hart.

That means we use close-up/micro photography 

of interesting subject matter you might find in a 

woodland setting: leaves, tree bark, moss, berries, 

water etc..

Making them our own

We combine our texture photography with our 

colour palette to give them an aesthetic that is 

uniquely Harpenden.

To create the tinted effect, we can place the image 

over a background colour from our palette and set it 

to ‘Luminosity’ mode, so that it takes on hues of the 

colour below.

The images on this page have all been set over 

fresh green.

Bringing depth to our brand

We use our tinted textures as backgrounds, and 

as layers within our shapes, infographics and icon 

illustrations. See examples in the following sections 

of these guidelines.

Tinted textures

Attention to detail 
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From the hart 

Our hart emblem is made up of bold graphic 

shapes – a mix of curves and angles.  The hart’s 

ear and tail are a semi-circle, his body is an arched 

rectangle with an irregular pentagon (house) 

knocked out to create the negative space between 

his legs. 

We have expanded on our use of these and similar 

shapes to create a complementary graphic language 

that can be used to create visual interest in our 

brand communications.

These can be used as within our icon illustrations 

(page 60) and to host messaging as shown within 

the ‘Our brand in action’ section from page 62.

Our shapes
Graphic elements
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Combining elements

We want to be able to convey complex information 

in a simple and engaging way. To do that, we use 

our colour palette, our bold graphic style, our 

typography and our photographic textures to bring 

our data, facts and figures to life.

Our infographics

Bringing data to life

Tax-free PA / AER*

if 4 or less withdrawals 

per calendar year

1.6% variable

if 3 or less withdrawals 

per calendar year

Tax-free PA / AER*

4%
variable

if 3 or less withdrawals 

per calendar year

Tax-free PA / AER*

variable

Pie chart

Rate highlights

Rate highlights

Bar graph
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Here’s our new look 
- a brand with hart

Why the hart (stag)?

Our new emblem – the hart – is rooted in our 
local heritage. You’ll find it in Hertfordshire’s 
coat of arms, and references to it go back 
centuries. It’s a symbol of strength, wisdom, 
and confidence, as well as deep local roots.

For us, it neatly captures both sides of our 
Society: long‑standing experience, and a 
confident eye on the future.

We’ve been around since  
March 3rd 1953, originally  
helping the local community and 
members, to afford homes. 
Imagine that; we started in a year that 
celebrated the coronation of Queen Elizabeth II, 
the launch of the Royal Yacht Britannia and the 
first published James Bond novel Casino Royale! 

We’ve got over 70 years of service and 
experience in helping our members and 
securing their financial futures. Our Society 
was built upon the vision of helping customers 
achieve their ambitions for the future, to serve 
our members and strive to help them secure 
their financial future so that their dreams and 
aspirations were made possible. 

This founded the basis for thinking about 
what the new brand would be like and to help 
bring our ideas to life, and find something 
that embodied both the confidence, and the 
reimagined heritage of Harpenden Building 
Society. Whether you’re popping into a branch, 
going online or giving us a ring, you’ll find 
someone who is eager to lend you a hand  
and help.

The lodged hart of 
Hertfordshire and the 
town of Harpenden

‘h’ for Harpenden The home-themed 
letterform icon of our 

former logo
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Scan here to visit  
our new website Our branches and 

our communities
 

Alongside the fresh look, we’ve also launched a 
new website. The aim was simple: make it easier 
for members to find what they need and manage 
their finances online.

We looked carefully at what members told us 
they wanted, and focused on clearer navigation, 
improved functionality, and a more accessible 
design – all wrapped in our new visual style.

The refresh also gave us the opportunity 
to invest in our physical spaces. Our new 
Harpenden branch is a good example of what 
we’re aiming for: welcoming, comfortable,  
and designed around real conversations,  
not transactions.

Other branches will follow with updates, and 
throughout it all, our commitment to serving  
our local communities remains unchanged.

This rebrand is about confidence, clarity,  
and continuity.

A clearer way of showing who we are. A more 
modern experience for our members. And the 
same trusted building society at heart – owned 
by you, and here for the long term.

We’re proud to share it with you, and we’re  
only just getting started.

A better digital 
experience
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