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WHO WE ARE AND WHAT WE DO

BRIEF DESCRIPTION

Improve the fortunes of semi-natural
grassland and associated pollinators

Training / Land Management /
Education / Engagement

KEY FUNCTIONS

Identify trial verges and sites

Highlight and implement management options
Train land managers / volunteers

Promote and educate benefits to wider public

Assess and disseminate wider benefits
including costs
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AREA COVERED '

Causeway

Coast & Glens
Borough Council
geographical area

PROJECT AIMS

Train and enthuse volunteers / land managers
Change public opinion

Convince key audiences to embrace new
management

Control invasive alien species

Allow native plants to grow and flourish
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BRAND FINDINGS

CORE PURPOSE

Enhance and restore natural
grassland heritage

KEY BENEFITS

- Improved plant and pollinator habitat

- Improvement in nature for local
communities and tourists to enjoy

- Reduced maintenance costs

- Skills, social benefits and camaraderie
gained from volunteers

- Sustainable grassland management

VALUE
PROPOSITION

Our native plants have an intrinsic value in
their own right and are the building blocks
of our natural heritage and landscape
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VISION

See natural grasslands
flourish

BIG IDEA

Change a little,

improve a lot
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ATTRIBUTES

Collaborative
Environmentally conscious
Proactive

Beneficial

Engaging

Focused

Necessary

POSITIONING

Grasslands support more flowering plants than
any other. Geography and climate allow for a
unique type of nature seen only in the UK.



BIG IDEA

- Small changes in management give large

benefits to biodiversity & ecosystem services.

- A change in public opinion through raising
awareness of the importance and ease in
which benefits can be achieved.
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DESIGN
FRAMEWORK
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LOGOTYPE USAGE

Please ensure to only use logos supplied by the Don’t Mow, Let it Grow project
team and do not attempt to recreate your own.

Access to these files can be found on page 19.

Logo on white background Logo on green background
Only use this logo on a white background. Use this version of the logo on the Dont Mow dark
green (see page 11 for colour references) or dark

Titled ‘DMLIG_logo’ in logo assets folder. background.

Titled ‘DMLIG_logo_dark_background’ in logo
assets folder.

let it DON'TMOW et it

grow K<\

Don’t Mow, Let it Grow Brand Guidelines

let it

grow

Black only logo

If the logo is to be reproduced in black and white
print (for example, in a newspaper) please use the
version shown below.

Titled ‘DMLIG_logo_greyscale’ in logo assets
folder.
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LOGOTYPE USAGE gr&w

Clearance Area / Minimum Size

The logo should always be surrounded by a minimum
area of space. This space or isolation area ensures
that headlines, text or other visual elements do not

encroach on the logo.
Clearance area Minimum Size
This area is defined by adding space equivalent to

33% of the size of the logo around the edge.

To ensure legibility, the minimum size that the
logo can appear in print is 25mm wide. For digital
reproduction (to be viewed on a screen), the
minimum size is 125 pixels wide.

There is no maximum reproduction size of the logo.

.- * let it row
grow . o

<25mm>
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LOGOTYPE USAGE gr@w

Don’ts

The original format of the logo is not to be edited.

Do not add drop shadow (1), stretch, rotate or squash the
logo (2&3) and do not edit the colours (4).
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EXAMPLE OF TONE OF VOICE

Don’t Mow, Let It Grow is the biggest
project of its type in Northern Ireland.

Don’'t Mow, Let It Grow is a three year
project to take action to help improve
the fortunes of semi-natural grassland
and associated pollinators such as
bees and butterflies, on specific sites
within the Causeway Coast and Glens
Borough Council.

What this means?

Very simply, nature is best for us all —
but it takes time. After three years of
managing, the grasslands will provide
more and better quality of food for
pollinators. Improving their food chain,
which improves our food chain.

The flowers and plants growing

naturally in grassland, need to set seed.
Dandelions are an vital source of early
food when bees come out of hibernation
in March, and through to August

they need network of grassland and
meadows to be productive pollinators.
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Don’t Mow, Let It Grow project will share
its experiences with other organisations
who manage public grasslands, by way
of a Management Toolkit which they can
adopt partially or fully.

Don’t Mow, Let It Grow is a positive
management option. It is not
abandonment to just let everything grow
wild. It is not a cost saving exercise,
although it will hopefully save money.
Don’t Mow, Let It Grow will develop tailor
made management options for each trial
site to ensure the grass is not cut until
the plants have flowered and seed. This
will mean some maybe cut early or late
in the year or even every other year.

It is vital that through engagement, the
project is changing perceptions from
the outset. Public grasslands, including
roadside verges and council parks
looking like perfectly manicured lawns
are detrimental to our ecosystem.
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Don’t Mow, Let It Grown means:

t looks natural

t is healthier for us

t saves money

t helps save the planet
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PRIMARY COLOUR PALETTE

Dark Green Light Green

C: 95 M: 70 Y: 100 K: 30 C:30 M: 0 Y: 100 K: 10
R: 31 G: 65 B: 41 R: 200 G: 211 B: O
HEX: # 1f4028 HEX: # c7d300
Pantone: 553C Pantone: 382C
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White

C:OM:0Y:0K:0
R: 255 G: 255 B: 255
HEX: # ffffff
Pantone: N/A
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SECONDARY COLOUR PALETTE gr@w

Purple Green Blue Yellow Orange
C:44M:78Y:7K: 0 C:60M:8VY:100K: 0 C:75M:54Y:0K: 0 C:OM:17VY:80K:0 C:OM:72Y:99K: 0
R: 161 G: 81B: 147 R: 115 G: 166 B: 41 R: 80 G: 112 B: 181 R: 255 G: 212 B: 68 R: 235 G: 98 B: 14
HEX: # a05093 HEX: # 72a529 HEX: # 4f70b5 HEX: # ffd343 HEX: # eb610d
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TYPOGRAPHY

Proxima Nova Regular

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqgrstuvwxyz
1234567890

For use in body text
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Proxima Nova Bold

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijkim
nopqrstuvwxyz
1234567890

For use in headline text

let it
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Proxima Nova Light

ABCDEFGHIJKLM
NOPQRSTUVWXY/Z
abcdefghijkim
nopqrstuvwxyz
1234567890

For use in headline text,
as a contrast to Proxima Nova Bold.
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PHOTOGRAPHY g r&w

Photography should always be
engaging and honest. The brand
identity relies on realistic imagery shot
on location rather than staged. The
images should be of a crisp resolution
and captured in sharp focus.

Examples can be seen opposite and
on the following page.
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PHOTOGRAPHY
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TOUCHPOINTS / APPLICATION

Document cover Signage
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TOUCHPOINTS / APPLICATION

Facebook cover photo and profile picture
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A BETTER
APPROACH

TO MANAGING
PUBLIC GRASSLANDS

dontmowletitgrow.com

3X3 pop up exhibtion stand

L ‘.. 1..; b 1

VOLUNTEERS
WANTED!

DON'TMOW et it

grow

CHANGE
A LITTLE,

IMPROVE A

dontmowletitgrow.com
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TOUCHPOINTS / APPLICATION gr&w

Website homepage

Don’'t Mow, Let it Grow Brand Guidelines 18



ONLINE ACCESS TO BRAND ELEMENTS

All the necessary elements can be accessed from the project website:

This partnership project has been developed, delivered and funded by:

r@ transportni :ﬁ DfI

lottery fund e

Causeway
‘@‘ Coast & Glens
Borough Council
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www.infrastructure-ni.gov.uk
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NI=A

www.daera-ni.gov.uk

Northern Ireland An Agen.cy within the Depanment.uf
Environment @ Agriculture, Environment
and Rural Affairs

www.daera-ni.gov.uk

Agency
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