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Our brand  
propels our mission...
This BrandBook is a critical tool to ensure that our corporate 
identity & brand is properly and consistently represented – 
so that we may leverage our brand to set Oxford Leadership 
apart and amplify every message.

Our brand will inspire understanding, emotional connection 
and support from our audiences. It will increase clarity about 
Oxford Leadership’s work and personality. It will stand as 
a powerful symbol of how Oxford Leadership continues to 
drive real change, every day.
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What we do

BrandBook



Unleashing purpose-driven 
performance since 2005.
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We were founded in 2005 to 
help businesses steer a course 
through the turbulent waters 
they faced. 
We were among the first to help organisations, their leaders and 
their people harness the power of purpose to drive performance 
and transformation. We’ve been doing it ever since.

CORPORATE IDENTITY & BRAND GUIDELINESBrandBook Copyright © Oxford Leadership. All Rights Reserved. 6



We’ve helped over a million 
executives to transform while 
accelerating their performance.
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Many of our corporate relationships are 
almost as old as our company. There’s a 
reason our clients keep partnering with 
us – our proven and purpose-driven 
approach delivers results.
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We...
...are coaches, consultants and 
facilitators, helping CEOs and 
Management Teams execute 
strategy, accelerate performance, 
master change and make 
consistently good choices, faster, 
and together, in globally dispersed, 
high-performing teams.

Team & Exec 
Coaching

We design and develop 
customised coaching 
programmes for C-Suite, 
board members, 
senior executives and 
organisational teams, to 
improve individual and team 
performance and focus while 
developing competencies 
which are vital in leading and 
facilitating engagement and 
permanent change. 

Leadership 
Development

We help leaders and 
their teams develop 
new capacities, master 
powerful tools, and 
embrace the mindset 
required to innovate and 
execute. By expanding 
mental and emotional 
capacity we enable teams 
to make consistently good 
choices, together, faster.

Performance 
Consulting

We design and facilitate 
interventions that create 
alignment, cohesion, 
engagement, and 
accountability throughout 
teams and organisations. 
Our programmes offer 
accelerated performance 
and rapidly generated 
breakthrough solutions to 
key business issues.

We develop high-performing teams, transform organisations  
and help leaders become purpose-driven leaders.
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We work with global  
organisations developing  
purpose-driven leaders 
& teams.
Our programmes are part of the core curriculum in many 
of our client’s corporate universities, and our leadership 
development programmes have over 300,000 executive 
alumni. Methodologies are based on more than 100 corporate 
turnarounds and performance acceleration assignments in 
FTSE 100 and Fortune 500 companies.
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About us
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Overview
Oxford Leadership™ is a global leadership consultancy 
that aligns people with purpose & strategy - driving socially 
responsible transformation in global organisations. 

Our international network includes 215 partners, consultants, and coaches 
in 28 countries throughout Europe, North America, Latin America, Asia, 
and Africa. We transform leaders, align teams and create fierce resolve 
and passion to win. Typical interventions are to accelerate performance, 
execute strategy and embed capability and change.

1+ mil
lives touched and 
bettered around 
the world

100+
multinationals 
impacted by �200+ 
consultants 

28+
countries + the 
many languages 
we work in

17+
years of experience 
Transforming �Leaders 
for Good
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Niche specialists  
in leadership

We occupy a unique position at the 
intersection of strategy and HR consulting, 
business school executive development 
and coaching institutes. Our holistic 
approach results in transformational 
change and unprecedented performance.

Inside-out approach  
to change 

Knowing and leading self is the 
prerequisite for leading others. Our 
approach is based on scientific research 
of how the brain creates habits and 
patterns, how it feels, senses, synthesises, 
makes connections and choices.

Impacting
Society

Shaping 
Organisational 

Culture

Leading
Others

Leading 
The Self

Training & 
Development

Oxford
Leadership

Coaching & 
Mentoring

Strategy & HR 
Consultants

Business
Schools

Impacting
Society

Shaping 
Organisational 

Culture

Leading
Others

Leading 
The Self

Training & 
Development

Oxford
Leadership

Coaching & 
Mentoring

Strategy & HR 
Consultants

Business
Schools

We’re 
unique...

Copyright © Oxford Leadership. All Rights Reserved. 13CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Purpose
Our purpose is pure & simple... 

Bring about transformation and 
change in organizations and 
leaders to become purpose-
driven beyond profit, so they make 
choices and act in alignment with 
the greater good.

Vision
To be the world's leading Leadership 
Consultancy that brings about 
positive change in individuals 
and organizations for the greater 
good. In manifesting our vision, we 
contribute to transforming people 
to become purpose-driven, and as a 
result, this contributes to building a 
better world.

Mission
Transform the world's most 
influential organizations, institutions, 
and leaders to become purpose-
driven, as they have the greatest 
influence on our world and society. 
Our mission focus is to transform 
the influential and, in so doing, 
have the most significant impact on 
contributing to a better world.

Our...
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We are

Rigorous
When you choose to engage us, we will 
have done our homework. We will start 
with the facts. Search for evidence. Be 
structured and planned. Go deep. And we 
will follow through for you.

We are

Vigorous
You can always expect our team to be 
fierce in our resolve. Be passionate 
and powerful. Be intensely upbeat. Be 
humble and helpful.

We are

Generous
You will find that we are kind. 
Open-hearted. Collaborative. You will see 
that we work with love. That we share. And 
that we are surprisingly cooperative.

Our 
values...
We work with a Spirit of Service:
We are driven by what we can give, not 
by what we can get; by making a positive 
difference to others we receive all we 
need for ourselves.

We are

Curious
You will discover that we like to challenge 
our assumptions. That we look beyond the 
obvious. That we are prepared to zoom out to 
see the whole picture. And that we succeed 
in turning conflict into a conversation.
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Our value...

Brand Essence
The essence & heart of what we do

Transforming  
leaders for good
Oxford Leadership is bigger than an 
organisation or place – we have been at the 
forefront of individual and organisational 
transformation for more than 17 years 
transforming leaders for good and driving 
change for the greater good.

Brand Promise
What we promise to deliver

Purpose-driven 
leadership
Our programmes, interventions and 
solutions bring about purpose-driven 
leadership and purpose-driven performance 
in individuals, teams and organisations. 
Unpacking, unlocking and unleashing 
purpose is what we do.

Value Proposition
The results & benefits our clients gain

Growth, performance 
& transformation
Growth, performance and transformation at 
the individual, team and organisational level 
is what our clients gain from working with 
us. This is the value that we endeavor to and 
ensure that we bring about for our clients.
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Putting it together...

Purpose

Vision

Mission

Brand Essence

Brand Promise

Value Proposition

Values
Steering leaders &
big business towards 
the greater good.

Our What & Why Our Essence, Value & PropositionHow We Work Our Impact (purpose fulfilled)
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Our brand 
identity
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Logomark

The Oxford Leadership Chevron

The logomark is symbolic of and 
aligned with our value proposition 
– growth, performance and 
transformation.

Various conscious and 
sub-conscious associations can 
be made with the symbol which 
reflects the value & benefits that 
organisations and individuals gain 
through working with us.

Leadership

Transformation

Performance

Growth

Acceleration

Alignment

Direction

Purpose

Progression

Leading the Way

Moving Forward
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Logos

There are 4 possible 
applications of the logo.

NB.

NEVER take a logo artwork and 
change it from a dark to light version 
or vice versa.

Logos for dark or light backgrounds 
have different thickness of type and 
logomark artwork to make them 
appear consistent.

Make sure you use the original logo 
artwork asset for which ever version 
of the logo you are implementing.

Full Colour Light BG One Colour Light BG

Full Colour Dark BG One Colour Dark BG
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Logo Construction

x3

x7

x4x10

x40

x33

x3
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Logo Misuse

Do not alter the Oxford Leadership 
logo in any way. Always use 
approved logo asset files.

The following are some examples of 
situations to avoid. Note that these 
examples apply to all versions and 
constructions of the logo

Do not place the logo on top of a busy 
or dark image. It should always be 
clear and legible

Do not stretch or distort the logo

Do not alter the colouring 
of the logo

Do not position the logo within a 
white box overprinted on a busy or 
dark background

Do not rotate or alter the 
axis of the logo

Do not apply any drop shadows 
or glows

Do not use the logo as part of a 
sentence or add to it in any way

Do not recreate the logo using 
any other typeface

OXFORD LEADERSHIP

LEADERSHIP DEVELOPMENT
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Primary Colour Palette

Secondary Colour Palette

CHARTREUSE

PANTONE - 388 C
C 22 - M 0 - Y 92 - B 0
R 224 - G 242 - B 24
HEX - #E0F218

JUNGLE GREEN

PANTONE - 3308 C
C 91 - M 44 - Y 65 - B 54
R 0 - G 69 - B 62
HEX - #00453E

SEEDLING GREEN

PANTONE - 375 C
C 47 - M 0 - Y 97 - B 0
R 158 - G 217 - B 22
HEX - #9ED916

SAGE 

PANTONE - 339 C
C 74 - M 0 - Y 59 - B 0
R 0 - G 184 - B 138	
HEX - #00B88A

SEAWEED GREEN

PANTONE - 627 C
C 93 - M 53 - Y 62 - B 70
R 0 - G 51 - B 51
HEX - #003333

MINT GREEN

PANTONE - 7479 C
C 71 - M 0 - Y 76 - B 0
R 30 - G 199 - B 100
HEX - #1EC764

GOLDEN YELLOW

PANTONE - 143 C
C 1 - M 33 - Y 86 - B 0
R 245 - G 189 - B 49
HEX - #F7B531

RICH CORAL

Pantone - 7416 C
C 3 - M 73 - Y 61 - B 0
R 232 - G 100 - B 88
HEX - #e86458

SKY BLUE

Pantone - 284 C
C 65 - M 28 - Y 0 - B 0
R 89 - G 158 - B 227
HEX - #599ee3

CHARCOAL

PANTONE - 5395 C
C O - M 0 - Y O - B 89
R 52 - G 52 - B 52
HEX - #343434

FOREST GREEN

PANTONE - 561 C
C 89 - M 36 - Y 64 - B 33
R 0 - G 94 - B 82
HEX - #005E52

Color Palette
Consistent use colour plays an important part of 
the cohesive & harmonious look of our brand.

Refer to our website, social media platforms and 
marketing collateral for guidance on how we use 
our colour palette.
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Typography

Typography plays an important 
role in the Oxford Leadership 
brand. Careful use of typography 
reinforces our personality and 
ensures clarity and harmony in all 
communications. 

Playfair Display and Neue Haas 
Unica Pro are the brands primary 
fonts. These fonts should be used 
in all branding and marketing 
communications. 

Playfair Display
Playfair Display is a transitional, serif typeface. 
A display typeface is a typeface that is intended 
for use at large sizes for headings, rather than for 
extended passages of body text.

Neue Haas Unica Pro

Neue Haas Unica is a neo-grotesque sans-serif 
typeface appropriate for a wide range of applications, 
possessing a delicate gradation of weights and clear 
character shapes.

Playfair Display
AaBbCc01234

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz
1234567890

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed 
do eiusmod tempor incididunt ut labore et dolore aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation ullamco  
in voluptate velit esse cillum dolore eu fugiat nulla pariatur 
excepteur sint occaecat cupidatat non proident, sunt in culpa 
qui officia deserunt mollit anim id est laborum.

Neue Haas Unica Pro
AaBbCc01234

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz
1234567890

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore aliqua. Ut enim 
ad minim veniam, quis nostrud exercitation ullamco  in voluptate 
velit esse cillum dolore eu fugiat nulla pariatur excepteur sint 
occaecat cupidatat non proident, sunt in culpa qui officia 
deserunt mollit anim id est laborum.
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Typography 
Cont.
 
Secondary fonts for use in 
PPT, Word, Excel

Times
For applications where custom brand 
fonts cannot be used Times is used 
as a replacement for Playfair Display.

Arial
For applications where custom brand 
fonts cannot be used Arial is used as 
a replacement for Neue Haas Unica.

Times
Times is a popular and widely-used serif font family 
that is highly versatile allowing it to be used in a 
wide range of applications effectively.

Arial
Arial is a popular and widely-used neo-
grotesque sans serif font family that is highly 
versatile allowing it to be used in a wide range of 
applications effectively.

Times Bold 
AaBbCc01234

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz
1234567890

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore aliqua. Ut enim ad 
minim veniam, quis nostrud exercitation ullamco  in voluptate velit 
esse cillum dolore eu fugiat nulla pariatur excepteur sint occaecat 
cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id 
est laborum.

Arial Bold
AaBbCc01234

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz
1234567890

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore aliqua. Ut enim 
ad minim veniam, quis nostrud exercitation ullamco  in voluptate 
velit esse cillum dolore eu fugiat nulla pariatur excepteur sint 
occaecat cupidatat non proident, sunt in culpa qui officia 
deserunt mollit anim id est laborum.
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Typography 
Cont.

Refer to our website, social media 
platforms and marketing collateral 
to for guidance on appropriate 
application of typography.

An example of our fonts in context.

We are growing all the time, as more and more individuals and organizations from many 
different fields in many different countries are calling for our help. So now we’re offering 
highly qualified and experienced coaches the opportunity to gain accreditation to deliver 
Oxford Leadership training and programmes – including our flagship Self-managing 
Leadership and Leading with Purpose programmes. 

Grow your practice 
& your network.

Grow as a person �and as a professional
Our programs bring leading thought and practice – and right from the moment you 
sign up, you also become a Member of the Oxford Leadership Network, which means 
you get access to leadership groups, resources, etc. Accredited coaches can provide 
a digital journey to transform individuals from the inside out with Oxford Leadership’s 
online Self-Managing Leadership® program.
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Tone of Voice

Tone of voice isn’t what we say, but how 
we say it. It’s the language we use, the 
way we construct sentences, the sound 
of our words, and the personality we 
communicate. Adhering to the Oxford 
Leadership voice and tone keeps our 
content consistent with our overall brand.

Our tone of voice is:

•	 Positive and action oriented
•	 Simple and to the point
•	 Direct and candid
•	 Personable and personal
•	 Friendly and approachable 
•	 Clear and consistent
•	 Honest and accurate
•	 Inspirational, yet credible
•	 Professional and authoritative

Six basic principles of good communication

1	� Use everyday language It’s always better to use the simple everyday term – the word or phrase that an 
intelligent, articulate person would use in conversation – than a longer word with the same meaning.

2	� Keep it personal Good writing sets out to create a relationship and a rapport with the reader. One of 
the most important ways it does this is by addressing the reader directly and personally, using the first 
person (I or we) whenever possible, and even more important addressing the reader as “you”.

3	� Be engaging Here, we’re talking about going further than keeping it personal; we’re talking about 
the critical importance of making your readers feel that you understand their point of view, and are 
addressing their interests and priorities.

4	� Assume intelligence There’s no easier way to alienate readers than by patronising them, or by writing 
in a way that insults their intelligence. However little knowledge your audience may have of the subject 
in question, always assume that you are addressing intelligent individuals.

5	� Make it easy These days, everyone has too much to do and too little time. So, whatever you’re writing, 
you should always assume that your readers are busy, and have other things they could or should be 
doing. It follows that you should do everything you can to make it easy for them to get what they need 
out of what they are reading.

6	 �Less is more Never tell your audience more than they need (or may be interested) to know. Is 
everything relevant from the reader’s point of view? And, if so, do they need to know it now (or could it 
wait until a later stage in our business relationship)?
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Copy guidelines

Clear: Say what you mean, and never sacrifice 
clarity for creativity.

Client-centric: We sell solutions. From CEO's to 
HR managers, always remember your audience.

Compelling: We encourage engagement and  
action at every level. There should be no dead 
ends. From the home page to white papers to sales 
contacts, we want to connect our clients to an  
Oxford Leadership solution.

Social media snapshot

Social media channels offer a window into Oxford Leadership’s culture. By giving 
Oxford Leadership a human voice, we strengthen relationships and provide greater 
visibility into our work. The chart below provides a snapshot of key benefits and 
considerations to keep in mind when developing messaging for social media.

Blog/Articles Facebook Twitter LinkedIn Instagram

Key 
Strength

Builds 
authenticity
and authority

Builds 
community
and reach

Real time Professional 
and industry- 
related updates

Casual, yet 
informative

Tone of
Voice 
Category

Knowledgeable 
yet
conversational

Savvy and
inspiring

Active
and bold

Formal
and confident

Personal and
inspiring

Optimal 
Length

500 - 2000 
words

80 - 150 words 140 characters 80 - 150 words 10-50 words

Payoff Line

Our payoff line is used in selected instances 
with footer style application.

Transforming Leaders for Good
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Visual 
Language

Shapes in motion
A powerful, dynamic and distinctive 
visual language that can be used in 
an endless variety of ways. 

Construction
Use 2-3 squares cropped in a frame 
with the squares being colour 
panels or lines – can be combined 
with an image cropped inside or as 
a background. 
 
NB. Use rounded corners on 
shapes with corners 

Refer to our social media and 
marketing collateral for examples.

Leading
Characteristics of 
High-Performing 
Team Meetings
Performance Methodology by Brian Bacon

OXFORD LEADERSHIP

Passion for 
Leadership:
The Roxtec case

CASE STUDY

A case study by Dr. Kim Møller

OXFORD LEADERSHIP

Aligning 
people,
purpose & 
strategy

CORPOR ATE PROFILE

OXFORD LEADERSHIP

Define 
the next chapter 
of your life.
Be yourself better and play a better game

Don’t just play 
a bigger game.

Be the coach. Discover your 
purpose

Self-Managing Leadership® Programme

Register Today

Join our 
alumni tribe
We will help you find your authentic 
self, lead with purpose and how to 
play a better game!

Reinventing 
Management

LEADERSJHIP INSIGHTS 

Article by Julian Birkinshaw

OXFORD LEADERSHIP
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Visual 
Language cont.

Gradients
Gradients are also used to support 
our value propositions of growth, 
performance and transformation.

Refer to our website, social media 
platforms and marketing collateral 
to for guidance on how we use 
gradients.

Selectivity used on panels, 
backgrounds, shapes, etc.

Seaweed 
Green

Seaweed 
Green

On lines and borders

Some examples

Sage Mint 
Green

Sage Mint 
Green

Jungle 
Green

Mint 
Green

Mint 
Green

Chartreuse

Chartreuse

Copyright © Oxford Leadership. All Rights Reserved. 30CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Iconography

Our icon style is a clean 
lineal style that is dynamic 
and reduces the complex to 
the simple. 

NB.

Ensure icon lines are thin and 
consistent in weight.

Icons are only used in the three 
styles shown here.

Circle 
abstract 

Stand 
alone

Inside
a circle
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Models

Refer to these examples, our 
website, social media platforms 
and marketing collateral for 
guidance on how we style and 
colour models and diagrams.
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Illustration.

Refer to our social media platforms 
and marketing collateral for guidance 
on how we use illustration.

Utilise primary & 
secondary palette

Copyright © Oxford Leadership. All Rights Reserved. 33CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Photography
 

Our brand approach to photography is 
that it’s about people.

1. Images showing peoples individuality, 
Hero focus on face. Content or inspired.

2. People having conversations, working 
together, at a workshop, conferences, 
seminars, etc.  

3. In general images should have a 
positive feeling / associations. 

4. Natural looking images that feel real 
world and are not overly styled or have 
the cliched stock feeling.
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Photography 
Cont.
 

5. Always try to find a balance of:
• Age diversity
• Gender diversity
• Race diversity

Refer to our website, social media 
platforms and marketing collateral for 
guidance on how we use photography.
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Imagery Treatment

We use a subtle orange & teal colour grading 
effect to align imagery across our brand.

Camera Raw Tool
Split Toning Setting

• Hue = 40+-
• Saturation = 15-25+-
• Balance = 60-80+-
• Shadows = 180+-
• Saturation = 20-50+-

Refer our website, social media platforms and 
marketing collateral for guidance. 
Don’t overdo the effect - keep it subtle.

Use Temperature, Tint, Exposure, Shadows, 
Highlights, etc. Tools to fine tune.

Before After
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Imagery Treatment 
cont.

Gradient Overlays. 
There is opportunity for occasional use of 
gradient overlays in design execution of 
materials. This treatment is generally only 
used when you need to have clean text over 
image layouts.

Do not overuse gradient overlays as overuse 
can make the brand feel cold and distant.
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Application

BrandBook



Business 
Cards
Use only approved  
templates.

Pedro Álvarez Mosquera
Leadership Consultant

      20 North Audley Street, Mayfair, W1K 6LX, London, UK

      UK: +44 78 099 2450

      USA: +1 808 769 2535

      brian.bacon@oxfordleadership.com

Transforming Leaders for Good 
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Letterhead
Use only approved  
templates.

 

 

20 North Audley Street, Mayfair, W1K 6LX, London, UK
info@oxfordleadership.com  | www.oxfordleadership.com 

 
 
 
 
 
Name & Title of addressee 
Name of company 
Street address 
 
Date: xx/xx/xxxx 
Subject: Xxxxxxxxxxxx Xxxx Xxxxxxxxxxxxxx 
 
 
 
Salutation Here, 
 
 
Stationery items that follow a precise and attractive typing format compliment the person and 
company behind them. The format should work with and enhance the design of the letterhead. 
 
the flush left typing format for correspondence using A4 letterhead. Skip one line between the 
address information and the date. Skip two lines after salutation and start the text of the letter. 
Paragraphs are typed with a single space between them; do not indent. icimaximus que 
eosape dio tem int.Ebitis exerore nullaute sunt labo. Ibus, te non comnitia quae cus. us perem 
 
Evelectaspere nim volores erchic temquo endant voluptaes aut ex es simillaccum libusda 
epelecte acc us perem quiam et optas voloribeate ne eiciumq uodipiet ea non poremol uptiore 
stecto dessi qui que molorporit oditatem unti il magnis pario. Nam fugita nis eatempo reiur? 
Ucil est quo blabore icimaximus que eosape dio tem int.Ebitis exerore nullaute sunt labo. Ibus, 
te non comnitia quae cus. us perem quiam et optas voloribeate ne eiciumq uodipiet ea non 
poremol uptiore stecto dessi qui que molorporit oditatem unti il magnis pario. Nam fugita nis 
eatempo reiur? Ucil est quo blabore icimaximus que eosape dio tem int.Ebitis exerore nullaute 
sunt labo. Ibus, te non comnitia quae cus. us perem quiam et optas voloribeate ne eiciumq  
 
Evelectaspere nim volores erchic temquo endant voluptaes aut ex es simillaccum libusda 
epelecte acc us perem quiam et optas voloribeate ne eiciumq uodipiet ea non poremol uptiore 
stecto dessi qui que molorporit oditatem unti il magnis pario. Nam fugita nis eatempo reiur? 
Ucil est quo blabore icimaximus que eosape dio tem int.Ebitis exerore nullaute sunt labo. Ibus, 
te non comnitia quae cus. us perem quiam et optas voloribeate ne eiciumq uodipiet ea non 
poremol uptiore stecto dessi qui que molorporit oditatem unti il magnis pario. Nam fugita nis 
eatempo reiur?  

 

  

Ucil est quo blabore icimaximus que eosape dio tem int.Ebitis exerore nullaute sunt labo. Ibus, 
te non comnitia quae cus. us perem quiam et optas voloribeate ne eicctaspere nim volores 
erchic temquo endant voluptaes aut ex es simillaccum libusda epelecte acc us perem quiam et 
optas voloribeate ne eiciumq uodipiet ea non poremol uptiore stecto dessi qui que molorporit 
oditatem unti il magnis pario. Nam fugita nis eatempo reiur? magnis pario. Nam fugita nis 
eatempo reiur? Ucil est quo blabore icimaximus que eosape dio tem int. Ebitis exerore 
nullaute sunt labo. Ibus, te non comnitia quae cus. us perem quiam et optas voloribeate ne 
eiciumq. 
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Heading 1 Style 
Iminus ea cuptatessi qui venimos magni simpora tistior ibusdae. Nam ellatusa comnis etur 
nient voloreprem voluptatur simintios explit esti ut faccum fuga. Ita vere cus rehent estium 
eicaborese dolora dipitibus iuscia aut quamenihil isti dit aborion explici duciatesequo veratquia 
venit ariam, cum et as et eario. Lese num aut laborepedit, non culla velitaturit optur sumquia 
tibernat mi, te non comnitia quae cus. 
 

Heading 2 Style 
Et latinih icienia si qui re dolenis vid erspit, optiorum arum ipis ut quos et qui quas se di aperro 
int.Faccus repe voluptas rehenis eos ut ero disquissita dolum quam quo mod eatem eatus 
eventur solupic itiamen isquae eum sit fuga. Nemporecabor aditas mi, sitasperesto volent lata 
perspel iaspiente cuptae volor aceped molupti blatis moluptatur? Tem faccatur? Qui none 
magnam asi optate lamet odios modigenis porum ipsante prempor rumenim olorestium simpos 
sinctis eossimus sequidu ntempe pro modit. 
 

Heading 3 Style 

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae  
 

HHeeaaddiinngg  44  SSttyyllee  

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae.  
 

HHeeaaddiinngg  55  SSttyyllee  

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae. Ehenient eos et lisimus di inus estio officim voluptas si cus quunt. ipis 
eum quiatio blaccum eles velestiist, ut essi omnisquid earum fuga. Ut es nempor accuptas -
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Heading 1 Style 
Iminus ea cuptatessi qui venimos magni simpora tistior ibusdae. Nam ellatusa comnis etur 
nient voloreprem voluptatur simintios explit esti ut faccum fuga. Ita vere cus rehent estium 
eicaborese dolora dipitibus iuscia aut quamenihil isti dit aborion explici duciatesequo veratquia 
venit ariam, cum et as et eario. Lese num aut laborepedit, non culla velitaturit optur sumquia 
tibernat mi, te non comnitia quae cus. 
 

Heading 2 Style 
Et latinih icienia si qui re dolenis vid erspit, optiorum arum ipis ut quos et qui quas se di aperro 
int.Faccus repe voluptas rehenis eos ut ero disquissita dolum quam quo mod eatem eatus 
eventur solupic itiamen isquae eum sit fuga. Nemporecabor aditas mi, sitasperesto volent lata 
perspel iaspiente cuptae volor aceped molupti blatis moluptatur? Tem faccatur? Qui none 
magnam asi optate lamet odios modigenis porum ipsante prempor rumenim olorestium simpos 
sinctis eossimus sequidu ntempe pro modit. 
 

Heading 3 Style 

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae  
 

HHeeaaddiinngg  44  SSttyyllee  

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae.  
 

HHeeaaddiinngg  55  SSttyyllee  

volorep eruntib eatque sant, nonsequam simusan denditi onectur, tempellitiur ad mod 
moditatem non nimos abor adis ius molupta tiosant vent ut quis aut fuga. Et de consequae 
earciduntia net ut dic te dolorit et volut odiandam harci saperitio toreratur ape exero mo et 
quibus siti bea nihitae. Ehenient eos et lisimus di inus estio officim voluptas si cus quunt. ipis 
eum quiatio blaccum eles velestiist, ut essi omnisquid earum fuga. Ut es nempor accuptas -
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Email 
Signature

Pedro

Pedro Álvarez Mosquera
Leadership Consultant
Oxford Leadership Group
M: +27 (0) 79 637 6257   
www.oxfordleadership.com

Hello Matt,

Wero eos et accusamus et iusto odio dignissimos ducimus qui blanditiis praesentium voluptatum deleniti atque corrupti 
quos dolores et quas molestias excepturi sint occaecati cupiditate non provident, similique sunt in culpa qui officia.

Thanks again,
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Signature
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Pedro

Pedro Álvarez Mosquera
Leadership Consultant
Oxford Leadership Group
M: +27 (0) 79 637 6257   
www.oxfordleadership.com

Hello Matt,

Wero eos et accusamus et iusto odio dignissimos ducimus qui blanditiis praesentium voluptatum deleniti atque corrupti 
quos dolores et quas molestias excepturi sint occaecati cupiditate non provident, similique sunt in culpa qui officia.

Thanks again,
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Leading
Characteristics of 
High-Performing 
Team Meetings
Performance Methodology by Brian Bacon

OXFORD LEADERSHIP

Passion for 
Leadership:
The Roxtec case

CASE STUDY

A case study by Dr. Kim Møller

OXFORD LEADERSHIP

Aligning 
people,
purpose & 
strategy

CORPOR ATE PROFILE

OXFORD LEADERSHIP

Define 
the next chapter 
of your life.
Be yourself better and play a better game

Don’t just play 
a bigger game.

Be the coach. Discover your 
purpose

Self-Managing Leadership® Programme

Register Today

Join our 
alumni tribe
We will help you find your authentic 
self, lead with purpose and how to 
play a better game!

Reinventing 
Management

LEADERSJHIP INSIGHTS 

Article by Julian Birkinshaw

OXFORD LEADERSHIP

Publications

Copyright © Oxford Leadership. All Rights Reserved. 51CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Pull up
banners
Only use approved  
templates.

Copyright © Oxford Leadership. All Rights Reserved. 52CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Apparel

Copyright © Oxford Leadership. All Rights Reserved. 53CORPORATE IDENTITY & BRAND GUIDELINESBrandBook



Notes

BrandBook



Don’t use old 
branding
 
Bringing in the new means saying goodbye to 
the old. Never mix the new brand design with old 
brand design or materials. It’s time for change.

Moving forward, do not use any of the legacy elements or 
incorporate them into the new brand.

Elements that are no longer appropriate for use include the old 
logo, old colour palette, old icons, old messaging and any other 
elements that could be directly associated with the old brand.
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Checklist
Go through this checklist when 
executing projects.

1. The Logo
Only use logo assets supplied and use an 
appropriate version – do not alter logos.

2. Backgrounds
Logos and text should always appear 
clear and easy to read.

3. Graphics
Check that supporting graphics or graphic 
elements do not marginalise, obscure or 
misrepresent the organisation.

4. Colour
Ensure colour accuracy and colour 
ratio application is consistent with our 
guidelines, materials and collateral.

5. Typography
Check that our corporate typefaces have 
been used appropriately where applicable 
and that they follow typographical style of 
our guidelines, materials and collateral.

6. Design
Be sure to provide these guidelines to 
third parties or collaborating partners 
that may be assisting you with creation 
of marketing/branding materials and 
collateral.

7. A Final Thought
Our brand and all its supporting 
communications are valuable assets 
– ensure that implementation is in 
accordance with these guidelines. 
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Contact
For more information on how to apply the 
Oxford Leadership brand, please contact 
our communications team: 

marketing@oxfordleadership.com
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