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Created in the UK is a licence for 
companies and individuals in jewellery 
and related industries manufacturing and/
or reselling products made in the UK.

The licence allows the Created in the UK mark to 
be struck on products that are made in the UK (in 
accordance with the Trade Descriptions Act 1968, 
section 36) as well as the use and application of 
the logo on relevant marketing materials throughout 
the supply chain, including into the consumer.

The licence is administered by the 
National Association of Jewellers for an 
annual fee, and the company must follow 
Created in the UK criteria, including:

 � Request the mark on qualifying products only

 � Provide written proof of compliance

 � Sign up to a code of conduct

 � Agree to be audited to ensure compliance

 � Accept sanctions if in contravention, 
to potentially include public 
removal from the scheme.

About Created in the UK



One simple visual

The ‘Created in the UK’ logo has been 
designed to be as simple as possible, in order 
to work across many delivery mechanisms 
without complicated instructions.

Ultimately this makes it easier to manage 
consistent deployment of the logo, to ensure 
maximum recognition.

Flying the flag

The logo evokes elements of the Union Flag 
through adoption of its colours and mimicry 
of its geometry. Creative flair of homegrown 
products is indicated by a flowing lower arm 
to the K.

Keep it light

It is important that a light touch is kept in 
mind when placing the logo alongside other 
graphic elements.

Since it is anticipated that the logo will not need 
to appear alongside great quantities of text 
or masses of diagrams, we can keep this one 
maxim in mind: all eyes should be on the logo.

Therefore, the temptation to copy parts of the 
logo (diagonal bars, sweeping curves etc.) to 
embellish other parts of a page layout should 
be avoided.

The logo



Keeping it simple

Spot or Pantone colours are not specified. 
In 99.9% of all cases the print method 
will be what’s called ‘four-colour process’ 
or CMYK. Print products produced 
digitally will also fit into this scheme.

But I’ve been asked for the 
Pantone colours!

Then it’s likely that there’s been some basic 
misunderstanding or the supplier is making 
something out of stocked solid colours (e.g. 
cut vinyl lettering or plastic stationery items). In 
this case you can trust your supplier to choose 
the best match from the colours illustrated 
here. They are best placed to do this, and 
any professional supplier won’t hesitate to 
help – there’s really no effort involved.

CMYK

The rich print black specified relates to the 
logo alone – any text used alongside can be 
in regular print black which is simply K100.

RGB

For any use that stays on-screen – websites, 
presentations, animations, social media. 
Also, you can trust these colours in a 
‘desktop’ context such as in applications like 
Microsoft Word. When printed in-house 
your devices will ‘automagically’ do the 
best they can to maintain colour integrity.

CMYK options

RGB options

BOLD BLUE
C100 M94 Y20 K12

BOLD BLUE
R0 G36 B125

RAVISHING RED
C10 M100 Y100 K0

RICH PRINT BLACK
C30 M30 Y0 K100

RAVISHING RED
R207 G20 B43

RICH BLACK
R0 G0 B0

Colour specifications



Print and display use

Headings and subheads

ARCHER PRO

abcdefghijklmn 
opqrstuvwxyz
ABCDEFGHIJKLMN 
OPQRSTUVWXYZ
0123456789

Body copy and small print

FUTURA PT book

abcdefghijklmn 
opqrstuvwxyz
ABCDEFGHIJKLMN 
OPQRSTUVWXYZ
0123456789

Desktop applications

Headings and subheads

GEORGIA

abcdefghijklmn 
opqrstuvwxyz
ABCDEFGHIJKLMN 
OPQRSTUVWXYZ
0123456789

Body copy and small print

ARIAL

abcdefghijklmn 
opqrstuvwxyz
ABCDEFGHIJKLMN 
OPQRSTUVWXYZ
0123456789

Typefaces



Emphasis

Do not use italicised text. 
If emphasis is required within 
body copy then use Futura 
PT bold to draw attention to 
the phrase. Use sparingly.

Emphasis in desktop apps

Do not use italicised text. 
If emphasis is required within 
body copy then use Arial 
black to draw attention to 
the phrase. Use sparingly.

Bullet points

 � Square bullet point

 � Keep statements simple 
and one sentence only

 � Keep leading tight for bullet points 
that flow onto more than one line

Paragraphs

Do not run paragraphs together 
using indents. Instead, separate 
them using a full line space. This will 
take up more room but also serve 
to remind the author to keep text 
as brief and punchy as possible.

Here is a new paragraph. No 
other adornments or lead-ins, 
such as initial drop caps, are 
required. Balance ragged lines 
automatically – only switch this off 
when line lengths look awkward.

Do not use wide column widths, 
they make it difficult for the reader 
to track lines and hamper legibility.

A sans serif font for the body copy 
has been chosen despite serif fonts 
being more legible. This contributes to 
a clean, modern look and works best 
when text is kept ‘short and sweet’.

Typography – brief pointers



Recognition

The logo is intended to be used on a 
white background. In this way we avoid different 
colour versions and reversed out options. This will 
aid brand recognition.

The EPS logo file comes with a shaped white 
backdrop already baked into the digital 
file. When used on a dark background this 
automatically provides clarity and breathing 
space. The lower corner notch ties back into the 
logo design, and ensures this exact size and 
exact shape of box is always used with our logo. 
If the notch is missing, something is wrong.

Repetition

In a screen presentation the logo should not 
be used as a repeat item on every slide, 
especially if that means it needs to be tiny. 
Ideally it should be used as the main focus 
of start and end ‘bracketed’ screens.

Similarly, it would not be a good idea to repeat 
the logo in the footer of every page of a report 
or brochure. Overuse at small sizes would lead 
to the logo being linked with visual boredom at a 
subconscious level.

The logo ‘on the page’



20mm 
minimum

Spacing

Allow room for the logo to breathe – 
especially do not place other organisations’ 
logos close to our own. Place them 
elsewhere on the page if possible.

Sizing

Use your common sense – the logo only adds 
value if it’s visible and noticeable. As a rough 
guide, on an A4 page our logo should not be 
printed any smaller than 20mm wide.

Page position

The logo can work anywhere on a page, 
but is especially at home towards the left 
edge and really likes being on top.

I like it here!

It’s not so 
bad here.

Oh, go 
on then, if 
you must.



Product marking

Three special versions of the logo exist – for those 
times when placing the logo on a product involves 
no colour and reproduction at small sizes.

Which to use?

Your marking and stamping expert is best 
placed to choose. They will be aware of 
the limitations of resolving fine detail and 
maintaining legibility at small sizes. Broach 
the subject and listen to their wisdom.

Large marking

This version is exactly the same as the full 
colour logo except in monochrome.

Medium sized

Featuring the logo mark only – for those 
occasions when the logotype would 
not be legible to the naked eye.

Tiny size

A specialised version of the logo. It is made 
on a single shape and features a visual hint 
to emphasise the shape of the letter ‘U’.

Special versions



 Do not 
invert the logo

Never invert the 
logo out of a dark 
background – 
always use the 
built-in white box.

 Do not distort the logo

Encourage users of the logo to learn how 
to use their desktop applications! It is 
possible to scale an object and typically 
hold down the shift or control keys to 
lock the proportions of the graphic.

 Do not tilt 
the logo

Showing the logo 
on a slant will not 
make it pop.

 Do not change 
the colours!

Above all else, this 
would really sabotage 
brand recognition.

 Do not rearrange the logo

If you need to make the logo a different shape, 
possibly due to space restrictions, then don’t! 
It’s your design that needs to change!

 SFX need not apply

Do not use fancy graphic effects like soft 
drop shadows, embossing and the like 
– even for on-screen applications.

Respect the logo!



For more information
naj.co.uk/created

created@naj.co.uk
0121 237 1110


