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Accessible design:
a brand and campaign for Barnet
Council Arts and Culture programme




Executive Summary

kf create a brand and
campaign for Barnet Council
Arts and Culture programme 99

Barnet Council’s ambition and vision:

« Our ambition - to work together to strengthen
Barnet’s identity as a cultural destination.

e Qur vision - to be one of London’s most
creative boroughs.

The brief:

Make the vision a reality, through creating a
strong, vibrant and recognisable brand identity.

Apply the brand creatively across a suite of
new communications materials and channels,
spanning digital, social media, and print.

Background

Arts and culture can sometimes be seen as inaccessible. Barnet
Council wanted to challenge this idea and make arts and culture
engaging and accessible for everyone. Barnet is a place for all.

Arts and culture encompasses a wide range of activity in the
borough:

cultural and social activities

parks and leisure activities

arts and film

creative industries and communities

history and heritage
Our brief was to bring this offering together under one umbrella
brand which encompasses all five strands, representing Barnet as

a place with a diverse, accessible, and enriching cultural offer for
residents and visitors to enjoy for many years to come.




Objectives

To represent the council’s stance on arts and culture, with a
focus on inclusivity

Strategy and execution

When looking at the word Barnet we noticed it has the word
‘art’ in it. So there is literally art in Barnet! This made us smile

so we went with it as our start point, and the creative for the

Be engaging, vibrant, creative, contemporary and innovative 3 . .
gaging pordry campaign was built around this.

Be a brand that is recognised and becomes an umbrella for
cultural activity across the Borough Every element of the visual language was considered with
accessibility in mind, from colour contrast and font choices
to layout and structure. Clear hierarchies and logical flow

ensured that information was easy to read and absorb.

Reflect the scope and breadth of the council’s culture strategy
and the deliverables within it

Be versatile across multiple channels including web, social
and print media The identity was flexible across digital and traditional media
and was deployed on everything from bus panels and web

Be relevant to multiple generations - from children and young ) S I
pages to internal communications and paid video adverts.

people to 65+

Target Audience

Challenges

The brand and campaign has a very wide audience, covering the
spectrum of Barnet residents, and potential visitors outside the
borough. With 1 in 4 people in the UK living with some form of
disability, considering accessibility throughout the design process is
essential for inclusivity.

Use bold, bright colours for the logo and visual
identity, while making sure there is enough
colour contrast to be accessible.

Use different fonts within the logo, finding a
compromise between being interesting but still
easily readable.

Accessibility is not just designing for one impairment or condition.
It’s designing inclusively to meet a range of needs. This includes
those with: impaired vision, motor difficulties, cognitive impairments

or learning disabilities, deafness or impaired hearing. . )

Create an exciting and engaging strategy,
Accessible design is good design. What this means is that when while being fully accessible.
you design something for people with additional needs, it almost

always improves the experience for everyone at the same time. Add visual interest through typography and

graphics without impacting legibility.



https://commonslibrary.parliament.uk/research-briefings/cbp-9602/

THERE’S THERE’S ART IN There’s art in
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Some early initial concepts - the mix of unusual fonts, Refined version with “A, R and T” confined
and all uppercase text, could be hard to read within coloured shapes for better readability.
Contrast Ratio Contrast Ratio
4.5:1 4.8:1

Contrast Ratio Contrast Ratio Note: For Web Content

BARNE

Contrast Ratio

2.9:1 2.7:1 2.2:1 Accessibility Guidelines
(WCAG) 2.2 Level AA, the
A required contrast ratio is
4.5:1 for normal text (14pt
When testing the designs, we found the letters “A, R and T” in white weren’t all accessible and above) and 3:1 for
against the bright colours. Simply making the colours darker would reduce the impact of large text (18pt and above,
the design, and risk not having enough contrast with the black background, so the solution or bold 14pt and above).

was to use black for these three letters, which was still visually pleasing.



The final core logo, with black letters on the coloured shapes. We simplified the “T” at this final stage,
to improve legibility particularly at smaller sizes. The logo was also tested for legibility in monochrome.
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There’s art In
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Theatre
Lights
Performance

There’s art in There’s art in
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There’s connections in Barnet

There’s in Barnet

There’s community in Barnet

There’s togetherness in Barnet

There’s in Barnet
There’s inspiration in Barnet
There’s potential in Barnet
There’s in Barnet
There’s heritage in Barnet
There’s opportunity in Barnet
There’s in Barnet
There’s flavour in Barnet
There’s inclusion in Barnet
There’s in Barnet
There’s acceptance in Barnet
There’s creativity in Barnet
There’s in Barnet
There’s fun in Barnet

There’s passion in Barnet
There’s in Barnet
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Font

In order to create a distinctive look for the visual identity,
we chose Neulis Neue as a headline font.

There is a trade off between adding some personality to a
project through a font, versus making sure it is accessible
and readable. Considerations include:

* Only using a more decorative font sparingly, such as
for headlines

* Look for letterforms in the font that help with
readability, such as a clear difference between a capital
“I” and lowercase “l”, curved tails on letters such as
“t”s and lowercase single storey “a”

The rest of the copy uses FS Me, a typeface family
developed with Mencap, a leading UK charity for people
with learning disabilities. It was designed to meet, and
then exceed, the recommendations of government
accessibility guidelines.



Document design

A minimumfont

size of 12pt

Paragraphs of text — o

are well spaced out
with areas of white
space to prevent text
‘swimming together’,
which is a particular
issue for people with
dyslexia.

Decorative elements __ "4

are marked as
such, so they are
ignored by assistive
technologies
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Create more opportunities for
residents to get involved in
cultural activities in Barnet

Encouraging cultural participation is a core
objective of this strategy, encompassing

activities in areas such as dance, art, music,
sport, and food, among many others

Our local community told us they want
more opportunities to be involved in cultural
activities, with 83% of respondents agreeing
Many residents also told us they leave the Hosting London Festival

borough to go to the theatre, see an exhibition of Architecture 2024

or a concert. R oF ~

We will

Work with cultural partners to explore
options for making cultural activities
accessible to all;

Promote progressive approaches and
innovative arts and cultural practices that
go beyond traditional methods;

Community Events
Programme 2024

an veryone
over 162,000 people a y

d s a destination for ou nmi
Encourage networks to share information i a nd. From lunch
about existing activities more widely.

Explore the potential for digital engagement
through greater use of technology;

Establish a Culture Fund

1 cultural

p their
n er cultural
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Different font sizes and weights
differentiate between headlines,
subheadings and body copy, to
ensure clear hierarchy.

The image has

alt text “A family
draw and paint on
the windows of
artsdepot during the
London Festival of
Architecture, 2024”

Text colour has
enough contrast
with background

Text is left
aligned



Document design

Strategic
Priorities

Create more opportunities for
residents to get involved in cultural
activities in Barnet

Strengthen pathways to employment
in the creative industries

Support our cultural institutions
and enable arts and cultural
organisations to access funding
opportunities

Strengthen networking
and cultural partnerships
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enable arts and cultural organisations
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Increase the number of young
people leading cultural and
creative sessions

Evaluate how we reach young
people with communications
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Example campaign artworks
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B&DNEW

Public Art
at Brent
Cross Town

AR

Creative placés '
& activities for
all to enjoy
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Play your part in

BVONE&

Barnet’s “‘(}b
Cultural Wl
ActionGroup
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There's history
and heritage in

BVENE( 7

Discover the
history that
shapes our
community
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Results / Outcomes

There’s Art in Barnet is a bold campaign celebrating the
borough’s rich arts and culture. Launched in April 2025,
the initiative promotes Barnet as a cultural destination by
showcasing local artists, venues, and events.

With a strong focus on accessibility and inclusive design,
the campaign has driven over one million video views and
record-breaking engagement.

It is successfully reshaping perceptions,
making arts and culture more visible,
welcoming, and accessible to all.

Fresh thinking and strong execution, which made a real

difference in the success of this campaign - reflected in
the high awareness levels achieved for a new brand. ’ ’

Sunita Trehan
Senior Campaigns Manager,
London Borough of Barnet

Learnings & Recommendations

Consider accessibility from the very start of a
project - this results in a smoother process and
avoids having to make substantial changes later
in the process.

Accessibility requirements won’t limit your
creativity - while there may be some challenges,
these can be overcome with creative thinking and
problem solving. For example, there’s no reason
bright / light colours can’t be used, they just need
to be paired with a dark background.

Keep it simple - this helps avoid overcomplicated
ideas and designs, making the experience and
messaging clear and easy to understand for
everyone.

Research and follow best practice - there are
lots of online resources available with guidance for
accessibility on topics such as typography, colour,
document structure, alt text and charts/diagrams.
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