
BRAND GUIDELINES 



THE DAVID HUNT 
LIGHTING BRAND
This section contains all you need to know 
about the principles of the David Hunt 
Lighting brand to ensure it remains consistent 
throughout. Using our brand correctly is 
extremely important to us so we ask that the 
guide is always referred and adhered to. 
We hope you enjoy getting to know our 
brand better and appreciate how we create 
our unique look that builds awareness and 
loyalty towards the David Hunt Lighting 
brand.
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OUR VALUES

OUR IDENTITY
THE BRAND LOGOTYPE

POSITIONING THE LOGOTYPE
LOGOTYPE ON PHOTOGRAPHY

IMPROPER USE OF LOGOTYPE
TAGLINE
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TYPOGRAPHY BASICS
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COLOUR 
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Our brand

At the heart of any brand is a big idea:
Simple. Memorable. True.
For the David Hunt Lighting brand, 
here in the Cotswolds, known for its inherent natural 
beauty and heritage of craftspeople, the big idea is:

Elegant Craftsmanship
Made in the Cotswolds

A simple but powerful expression of what we believe in. 
Elegant craftsmanship is the focus of everything we do.
Helping us to make the right choices; it’s part of our 
character – invisible, but vital. 

exceptional

craftsmanship

bespoke authentic unique

Cotswolds

British

heritage

nature

design
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Our visual identity

The visual identity is the outward expression of the  
David Hunt Lighting brand. It uniquely and distinctively 
sets it apart from other lighting brands. This mark has 
the longevity to withstand time, along with the simplicity 
to effortlessly complement the brand. The word mark 
or logotype is the primary element of our identity. 
However, other component parts play an important role 
in establishing the David Hunt Lighting visual style.

OUR VISUAL IDENTITY INCLUDES:
Typography
Imagery
Colour
Tone of Voice

Our values

David Hunt the founder of David Hunt Lighting laid 
the corner stones of our brand ethos back in the 1960’s 
building on the legacy of a family business dating from the 
1890’s. The current creative team led by Hollie Moreland 
and Stephen Hillman have faithfully built on this heritage 
developing a distinctive identity and crafting an iconic 
brand that captures the underlying values and imaginative 
spirit shared by all the David Hunt team.

WORDS THAT DESCRIBE US:
Passionate – About everything we do
Authentic – In our style and design
Creative – Innovative and unusual
Artisan –  Honing our traditional craftsmanship
Bold – Daring to be different
Elegant – Appreciating form and structure
Natural – Learning from the beauty of nature
Surprising – Working with the unexpected
Inspiring – A different kind of lighting
Sustainable – Respecting our environment 
Eclectic – Opening our eyes to a world of variety
Heritage  – Passing on our traditions 
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The brand logotype

The preferred logotype lock-up for the David Hunt brand 
mark is the ‘vertical lock-up’, if available space does not 
permit the use of this format then the alternative version, 
the ‘horizontal lock-up’ can be used. The lock-up is a fixed 
relationship. It has been created specifically for 
visual impact and may not be altered in any way.

Vertical Lock-up

Horizontal Lock-up
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The brand logotype

The colour usage for David Hunt Lighting is minimal.  
The logotype can be used in black on a white background.  
For boldness, simplicity and sophistication the logotype 
can also be used reversed-out, as white on a dark or 
black background (A) or on a strongly coloured product 
lifestyle background. It can also be foiled when placed on 
dark or coloured backgrounds (B).  
 

Black A

B

Grey

Gold

Logotype colour usage
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18 mm wide

50 mm wide

Positioning the logotype

EXCLUSION ZONE
The space around our logotype is an essential part of our 
visual identity. The logotype should never be positioned 
too closely to the edge of a page. These spacial 
proportions are governed by the vertical and horizontal 
hanglines shown with the lock-ups. To protect the clarity 
and visual integrity of the David Hunt Lighting logotype it 
must be surrounded by a “minimum clear space”. 
It must always appear legibly on an uncluttered 
background. Minimum clear space ensures immediate 
recognition and maximises the overall impact of the 
David Hunt Lighting brand.

It is important that our logotype is clearly visible 
on every piece of communication that we produce. 
The recommended sizes that our logotype should be 
produced on different sized documents is shown here. 
Obviously the logotype can be used bigger. Below are 
the largest suggested sizes relative to the page size.

MAXIMUM (VERTICAL LOCK-UP) SIZES
DL and A5 formats 55 mm wide
A4 format 80 mm wide
A3 format 110 mm wide
A2 format  160 mm wide

MINIMUM SIZES
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Improper logotype use
It is easy to ruin a good thing. Don’t let our logotype fall 
victim to inconsistent handling. Treat it with care, please 
respect the thought and craftsmanship that has gone into 
the logotype by keeping it in it’s pure form.

Be aware when using the logotype not to alter, tweak, 
mutilate, or take any personal creative freedom that 
breaks the specific rules set out in this section. 
It goes without saying do not stray from the 
agreed colour palette of brand colours. 

TIPS

1.  Do not put the logotype in a box or any other shape

2.  Do not alter the relationship between the David Hunt 
lettering

3.  Do not distort the David Hunt logotype 

4.  Do not put the David Hunt logotype on an overly 
complicated background where it becomes illegible

5.  Do not try to place any item within the clear space 

6.  Do not alter the proportion of the logotype 

7.  Do not recreate the logotype 

8.  Do not add any embellishments or shadows to the 
logotype

9. Do no remove any part of the logotype to create a 
different version 

10. Do not place any words, flashes or overlays to the 
logotype or it’s negative space
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HUNT
lighting

NEW

The following are examples of practise that would violate the logotype 
and ultimately the David Hunt Lighting brand:

10% 
OFF
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Tagline
Our tagline is simple and memorable. We have opted 
for a descriptor rather than a promise line. As such, it 
is direct, speaks of what we do and ties in with our big 
idea. Our current vertical lock-up echoes the style of the 
primary brand mark. Currently the brand logotype and 
the tagline are never seen together. The tagline is always 
used as a ‘sign-off’ ending a brochure, or other marketing 
collateral.  

18 mm 

37 mm wide

It is important that our tagline is clearly visible 
on every piece of communication that we produce:
The recommended sizes that our tagline should be 
produced on different sized documents is shown here. 
Obviously the tagline can be used bigger. Below are 
the largest suggested sizes relative to the page size.

MAXIMUM (VERTICAL LOCK-UP) SIZES
DL and A5 formats 55 mm wide
A4 format 80 mm wide
A3 format 110 mm wide
A2 format  160 mm wide

MINIMUM SIZE:
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Fonts

The David Hunt Lighting brand utilizes two typefaces; 
Both are visible in the logo. We use Gill Sans Light and 
Didot Italic.

The Humanist sans serif Gill Sans was chosen as it has 
both classic simplicity and real beauty. It works well for 
us as a display face and our hard working text font. 
This font pairs perfectly with our second font, 
Didot Italic, a romantic yet stylish typeface that both 
softens and elevates our brand. 
The combination of both add texture and interest. 

When combined, these fonts enhance the 
David Hunt brand image of elegant craftsmanship.

AaBbCcDdEeFfGgHhIiJjKkLlMm 
NnOoPpQqRrSsTtUuVvWw 
XxYyZz1234567890

AaBbCcDdEeFfGgHhIiJjKk 
LlMmNnOoPpQqRrSsTtUu 
VvWwXxYyZz1234567890

Gill Sans Light

Didot Italic
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Typographical basics

Stick to these rules and we’ll see an excellent level 
of consistency across all our communications. 

SOME SIMPLE RULES…
Here are some key typographic rules to abide by:

Use only Gill Sans or Didot Italic

A product name uses Didot Italic, title case

Collection names use Gill Sans Light caps

Body copy use Gill Sans Light caps

Headlines, titles, or sub headings, aside from product 
names, use Didot Italic sparingly

Do not run more than 12 words per line. 
It becomes too difficult to read. 

Typographic hierarchy

We are clear about how we organise and communicate 
our beautiful collections and products. We have defined 
how best to add interest and clarity to how we present 
and name both our collections and ranges.

Typographic hierarchy creates contrast between 
elements. There are a number of ways we can create 
a sense of hierarchy. Here are some of the common 
techniques.

FONT SIZES
Caption Text: Gill Sans Light 8/12pt
Copy Text: Gill Sans Light 11/14pt
Table Text: Gill Sans Light 8/12pt
Table Titles: Gill Sans Light 7/10pt
Section Titles: Didot Italic  18/18pt 
Section Sub-Titles: Gill Sans Light 11/14pt 
Page Sub-Headlines: Didot Italic  24/24pt
Page Headlines: Gill Sans Light Captialised 30/36pt
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Product & collection 
nomenclature
We organise our product portfolio around a series 
of individually designed COLLECTIONS. Each style of 
collection will have many different product types, such 
as PENDANTS and WALL LIGHTS. The same product 
types can be brought together from many different 
Collections and shown together under PENDANTS, 
for example.

When marketing an individual product, we use the 
definitive article followed by the product NAME  
and then the product type.

The combination of both fonts that are used in literature, 
campaign marketing posters and advertising requires a 
considered eye for detail and some relational rules to 
govern consistent use of our preferred fonts.

PRODUCT TYPE
The Lunar Wall Light 

COLLECTION NAME
The Lunar Collection

COLLECTIVE TYPE
Wall Lights

The principles for product titles

Below we have outlined the spacial relationship and size 
of the definitive article with the product name and it’s 
product type. There are times in the page design when a 
ranged-right lock-up may be more suitable than a centred 
or ranged-left lock-up. ‘X’ is calcuated from the ascender 
or descender height (A). This provides the height for 
the definitive article and the product type title (B).Their 
spacial positioning is then set as a relationship between 
‘X’ and 1/2 X (C). The final outcome is shown below (D).

Hopper

Hopper

Hopper

THE

THE

THE

TABLE LAMP

TABLE LAMP

TABLE LAMP

A

B

C

D
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Further product title examples
Below we have outlined the spacial relationship and size 
of the definitive article with the product name and it’s 
product type. 

The principles for collection titles
Our product collections follow the same rule as the 
product

Jefferson

Jefferson

Jefferson

TABLE LAMP COLLECTION

COLLECTION

COLLECTION

COLLECTION

TABLE LAMP

TABLE LAMP

THE

THE

THE

Sputnik

Lunar

Chiswick

Orb

THE

THE

THE

THE
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The principles for collaborative 
collection titles
Our collaborative product collections follow the same 
rule as the product. First we have to set the Collaborative 
Collection title in title-case (A), to discover the cap height 
to x-heigh size: x. Then we can style our collection title 
in Gill Sans Light caps (B), applying the scaling rules to 
govern the space for the definitive article and the word 
‘collection’. (C) shows the final proportions.

The principles for collective type 
titles
Our own product collections are defined simply by their 
names set in Gills Sans Light caps. 

COLLECTION

COLLECTION

ALCHEMIST

WALL LIGHTS

PENDANTS

SHADES

FLOOR & TABLEALCHEMIST

Alchemist

Orb

The

The

A

B

C
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Colour

David Hunt Lighting is positioned as a Luxury Heritage 
brand. As such, our use of colour outside of the product 
and lifestyle product shots is minimal. Consistent use of 
our minimal colour palette will reinforce the cohesiveness 
of the brand. 

C49  M41  Y46  K7
R133  G133  B127
Hex #85857f

C0  M0  Y0  K100
R0  G0  B0
Hex #000000

BLACK

GREY

NAVY

GOLD

Our Primary colour
used for Product text  
and descriptions

Our Shade Collaboration 
colour used in collaborative 
collections in conjunction 
with Black 

Our Packaging colour 
on non-print objects
used on our M&L 
collaborations

Used sparingly on covers 
as ink or foil.

Pantone 871C

C87  M73  Y44  K37
R48  G58  B83
Hex #303a52

Roomset Photography

Our photographic style at David Hunt Lighting echoes 
the sense of craftsmanship and elegance, balanced with 
an eclectic wit and confidence. Our product styled setting 
shots and collection photography should always take 
into consideration the use of our logotype and additional 
messages when used in advertising. Clear negative 
space should be planned into each styled composition. 
Consideration should also be given to the background 
colours and textures used in these lifestyle collections to 
provide David Hunt Lighting with bold, confident images 
that hold together with clear branding both in print 
and online. 

TIPS
Photos with shallow depth of field should be avoided.
Avoid creating images with too much detail.
Backgrounds with strong colour work best.
Allow the composition to have some negative space.

Negative space:
Space for branding  
+ message
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Negative space:
Space for branding  
+ message

Negative space:
Space for branding  
+ message
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Product Photography

Our photographic style for individual products at 
David Hunt Lighting should deliver clean elegant shots; 
well lit, free from reflections and cut out cleanly 
for use online and product sheets.

TIPS
Photograph with correct lit bulbs in the product.
Where shape and detail matter, shoot at 3/4 angles.
Where possible, explore having setting shots and lifestyle 
product shots as well as cut-out images.
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Product Photography Online

In keeping with our photographic and branding style,
we ask that brand partners and retailers honour and 
maintain our branding objectives when marketing: 
This entails following a few simple rules to ensure
that when promoting the David Hunt brand, you do 
so with maximum impact and minimal obstruction.

1. Always ensure that product photography is obtained 
directly from the brand itself and is not manipulated in 
any way prior to reuse. 

2. Under no circumstances should words, flashes or 
overlays be used over the image or it’s negative space.

3. Always ensure that as a minimum requirement,
the phrase “David Hunt Lighting” as well as 
“Made in the Cotswolds” are always included within 
close proximity of the product on a pro rata basis.

(Examples included below for reference)

 
1                          2                                                              

If you wish to collaborate with David Hunt Lighting 
and are unsure of how to reuse or reproduce marketing 
assets to an agreed specification, please contact our  
marketing department for further guidance.

3          4

 
 

 
 

CAB0712 Cabana
Wall Light

RRP £85.00

CAB0712 Cabana
Wall Light

DAVID HUNT LIGHTING
Made in the Cotswolds

RRP £85.00

CAB0712 Cabana
Wall Light

DAVID HUNT LIGHTING
Made in the Cotswolds

RRP £85.00

DAVID HUNT LIGHTING
Made in the Cotswolds

CAB0712 Cabana
Wall Light

RRP £85.00

10% 
OFF

ü Image obtained from 
manufacturer
ü Image is unimpeded
ü DAVID HUNT LIGHTING 
& Made in the Cotswolds
are within proximity

ü Image obtained from 
manufacturer
ü Image is unimpeded
ü DAVID HUNT LIGHTING 
& Made in the Cotswolds
are within proximity

û Image NOT obtained 
from manufacturer
ü Image is unimpeded
û DAVID HUNT LIGHTING 
& Made in the Cotswolds
are NOT within proximity

ü Image obtained from 
manufacturer
û Image is NOT unimpeded
ü DAVID HUNT LIGHTING 
& Made in the Cotswolds
are within proximity

1 CORRECT CORRECT INCORRECT INCORRECT2 3 4
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Craftsmanship Photography

Our story of the craftsmanship and process within 
the workshop should be illustrated with high quality 
reportage-style photography.

TIPS
Black and white photography and photos 
with high contrast work well.
Photos with a shallow depth-of-field  
frame a point of interest.
A framing shot, or getting close 
unusual angles add interest
Where possible without losing context, 
close-ups of hand work illustrate 
the quality of craftsmanship.
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Tone of  Voice

David Hunt Lighting has the same voice all of the time  
but its tone changes. Our tone changes depending on 
which channels are being used to discover more about us. 
We have made a conscious effort to achieve this, 
so please use the following guidelines:

Digital—Instagram
Here we want to be seen as friendly, approachable and 
familiar. We are informal in our use of language to match 
the personal environment that Instagram allows for. 
We want people to feel that they are sharing a glimpse 
into our lives at David Hunt Lighting, letting them see 
behind the scenes on a intimate level.

Print—Brochure
While in print we wish to continue a level of informality, 
now that people have received our brochure — they are 
potentially customers and as such they need reassurance; 
they need to be inspired and informed.  
To build that reassurance we write with a more 
authoritative approach, demonstrating our expertise, 
sharing our understanding of materials and processes, 
whilst keeping a sense of delight in the product  
and staying true to our core belief: Elegant Craftsmanshup.

Brand Guardians
Hollie Moreland | HollieM@darlighting.co.uk
Abbi Rattigan | AbbiR@darlighting.co.uk
Ben Mobbs | BenM@darlighting.co.uk

+44(0)1295 672 200
Tilemans Lane
Shipston On Stour
Warwickshire
CV36 4HP

BRAND GUIDELINES20


