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These guidelines will help us tell
our story to the world. More than
that, they are designed to make
sure we all tell the same, persuasive
story that leaves people in no doubt
about just how great the Liverpool
City Region is.

So what is that story?

That is why our brand is so important, it

The Liverpool City Region is a place like

represents what we stand for and where

no other.

we want to go.

Creative, compassionate, resilient and

Consistency of message is really

resourceful, we are known the world over

important, so please use these guidelines

for our success, be that sport, music, art

whenever you talk about our City Region,

or culture. Or one of the many other fields

in communications, campaigns and

where we excel.

promotions.

But we are not content to rest on our

Thank you for helping spread our story

laurels. We are proud of history but excited

around the globe.

for our future. Whether it is harnessing the
River Mersey for clean, predictable energy
or our plans to develop a world-class
integrated public transport system, we are
ambitious about what is to come.

Steve Rotheram
Metro Mayor of the Liverpool City Region

Where we lead, the rest of the country
often follows. A successful Liverpool City

LIVERPOOL CITY REGION

Region is a successful United Kingdom.

The Combined Authority is led by Metro Mayor Steve Rotheram and brings together
Liverpool City Region’s six local authorities – Halton, Knowsley, Liverpool, St Helens,
Sefton and Wirral.
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Can a place be a brand? When
a city region has as much to say
as this one, then it absolutely
has to be.
Places are much more complex, nuanced

Yet more than anything, it comes from the

and personal than the product brands

diversity of its people. From their generous

competing for our attention. And it’s

spirit, their honesty, their welcoming

exactly because of that complexity that a

attitude and their independence. Proudly

place needs to communicate a compelling

outspoken, fiercely loyal and unshakably

story. Every place has a reputation – an

brave – we must reflect this character in

image people form in their minds about

everything we do.

what it’s known for – and it can have a
huge influence on those living there.

Clearly communicating our brand and
managing how we are perceived ensures

Strong place brands are not built with

we stand for something powerful in the

marketing campaigns, but through the

minds of the audiences we want to attract.

behaviour of its people, businesses and the

It will help us stand out in the UK and

governing organisations supporting them.

beyond as the destination for talent and

The City Region brand comes from within,

investment.

LIVERPOOL CITY REGION

fed by the most inspiring local stories,
its unbeatable assets and the flagship
projects approaching on the horizon.
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OUR VISION

To create one of the most
globally competitive,
environmentally responsible,
socially inclusive economies
in the UK and beyond, for the
benefit of all.
Our vision describes our ambition
for the future – the City Region
we want to be. We have already
come so far, yet we have so much
more to contribute to the North,
to the UK, and to the world.
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OUR MISSION

We will harness our entrepreneurialism,
ambition and creative curiosity to make a
fairer, greener, healthier and happier society.
We will help our businesses proudly create
profit through purpose, and our people
thrive in their work and social lives, setting
BRAND GUIDELINES

a radical new benchmark the rest of the
country will strive to emulate.
Our mission describes how we will achieve
our vision. It sets out what we are doing and
will do for those who live here, those who
visit and those who then choose to stay. It
reminds us of our goals and what’s important
as we continue to drive forward into a positive
future. It articulates what we do, and how and

LIVERPOOL CITY REGION

why we do it.
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OUR VALUES

Our values are a set of guiding principles
that shape every aspect of the City Region.
They are drawn from within it, celebrating
our renewed confidence and bursting civic
pride while recognising there is work to be
done and challenges to overcome. Our values
BRAND GUIDELINES

describe the energy and forward motion you
can feel here.
Our tenacity, courage, resilience and passion
have always motivated us to strive for better.

Dare to dream.
Take a stand.
Come together.
Live, learn, and prosper.
Think forward.

They define the remarkable people who strive
to lead a transformation. It’s about inspiring
curiosity, knowledge and creativity, urging us

LIVERPOOL CITY REGION

to all explore new ideas and experiences.
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OUR VALUES

Dare to dream.
Creativity is an essential part of our City
Region’s growth. Culture has fuelled our
renaissance and is now woven into the
fabric of our identity. It celebrates our past,
defines our present and shapes our future.
BRAND GUIDELINES

It brings people together, motivates and
inspires.
We march to a beat of our own drum,
always looking for new and exciting ideas
to share with the world. We work on large
and small canvases, from grassroots to the
global stage using the power of imagination

LIVERPOOL CITY REGION

to transform lives.

© Copyright Tate Liverpool
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OUR VALUES

Take a stand.
We have never been shy to voice our opinions.
Strong-minded and principled, there is a
belief in justice, fairness and equity that
prevails here. A long and proud history of
wealth-creating entrepreneurialism, social
BRAND GUIDELINES

responsibility and disruptive activism has left
a lasting legacy in the economy of our City
Region.
Prominent philanthropists, activists and social
reformers have helped define our unique
history, pioneering the development of social
movements and successful educational and

LIVERPOOL CITY REGION

commercial organisations.
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OUR VALUES

Come together.
Community spirit has always been strong
here. Our welcoming nature helps us form
long-lasting allegiances and friendships
with others. We look out for one another.
We collaborate with passion, common
BRAND GUIDELINES

purpose, determination and belief to make
extraordinary things happen.
From small scale co-operatives to
innovation ecosystems, our City Region
demonstrates that when like-minded
people come together they can move

LIVERPOOL CITY REGION

mountains.
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OUR VALUES

Live, learn, and prosper.
Great places attract great talent.
The cosmopolitan life and youthful energy
charms and inspires curious, adventurous and
ambitious minds from all over the world. Our
universities sit at the heart of our City Region
BRAND GUIDELINES

providing them with knowledge, skills, and
experiences for future success.
Our education institutions play a leading
role in our progress and success by investing
in people, facilities, innovation and quality

LIVERPOOL CITY REGION

of place.
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OUR VALUES

Think forward.
Throughout history the City Region has
been a place where firsts happen. It’s a
place that has pioneered many new ideas
across architecture, engineering, culture
and social reform. We understand that
BRAND GUIDELINES

a rapidly changing society needs fresh
thinking and innovative solutions.
Today the City Region is a hot-bed of new
innovations tackling modern day problems.
From vaccine development, biotech, glass
to material science, lightweight vehicles
and low-carbon energy, we are investing
in the technology and know-how to
deliver the innovation that the world will

LIVERPOOL CITY REGION

need tomorrow.

© Copyright Riverside College
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OUR BRAND ESSENCE

Our brand essence is the core characteristic which
defines our brand – the distillation of our vision, our
mission, and our values into one unifying idea. It sits at
the heart of everything we say and do and shapes how

BRAND GUIDELINES

we communicate with all our audiences.

Here for Good.

Why Here for Good

How we use Here for Good

Here for Good is a clear and positive

When we are creating communications

articulation of what the City Region is,

and campaigns we should use Here for

what it stands for, and where it’s going.

Good as a lens – Does what we are saying

Everything we do reinforces this idea.

and doing demonstrate that we are Here

It is evident in the progressive work that
is happening across the City Region. It

Our brand essence should come across

can be seen in our political drive and

throughout our written communications

our commitment to environmental

in a thoughtful, considered way. Crucially

responsibility and social inclusivity.

though, it is implicit, rather than explicit.

‘Good’ is why we are here and why others
should join us – a promise to all those who
live in the City Region, our visitors and the
businesses making this their home.
As a region that is resilient and able to
LIVERPOOL CITY REGION

for Good?

We do not use the phrase Here for Good
anywhere. It is not a marketing message –
instead it is something we constantly refer
back to as we shape our messaging. It’s ok
to use the words ‘here for good’ as part of a
normal sentence, but never capitalise it as

adapt to change, we are Here for Good.

a slogan.

– To do good for society and the environment

Aligning everything with Here for Good

– To be good to those who live, work, learn,
invest and visit here.

gives us confidence that we are telling
the right stories in the right way. Always
emphasising the social benefit to what we
are doing in the City Region.
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OUR BRAND FRAMEWORK
OUR VISION
To create one of the most globally competitive, environmentally
responsible, socially inclusive economies in the UK and beyond, for the
benefit of all.

BRAND GUIDELINES

The elements of our brand – our vision,
mission, values and brand essence
come together in our brand framework
which drives all our communications
and campaigns.

OUR MISSION
We will harness our entrepreneurialism, ambition and creative curiosity
to make a fairer, greener, healthier and happier society. We will help our
businesses proudly create profit through purpose, and our people thrive in
their work and social lives, setting a radical new benchmark the rest of the
country will strive to emulate.

OUR VALUES
Dare

Take

Come

Live, learn

Think

to dream

a stand

together

& prosper

forward

OUR BRAND ESSENCE

LIVERPOOL CITY REGION

Here for Good

OUR COMMUNICATIONS AND CAMPAIGNS
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CREATING
COMMUNICATIONS
+ CAMPAIGNS
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OUR TONE OF VOICE
AND MESSAGES

Our language is filled with
energy, telling genuine,
inspiring stories about shaping
a better future for everyone.

© Copyright Knowsley Council
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TONE OF VOICE PRINCIPLES

Our tone of voice – how we talk to each
other and our audiences – influences
how our content is heard, understood
and evaluated. In some cases it can
make the difference between having an
impact and not being listened to at all.
Take action
Keep it conversational
Don’t say do not

LIVERPOOL CITY REGION

Do things by half
Is everything really amazing?
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TONE OF VOICE PRINCIPLES

Take action

Don’t say do not

Writing our name in copy

We want to be known for making things

Contractions make sentences feel

We capitalise each word of Liverpool City

However, remember that we need to

happen, so our writing should be filled

natural, because it’s how we talk in

Region, and we write it in full the first

balance initial audience impact with

with energy. Do this with an ‘active voice’

real life. Without them, we sound stuffy,

time it appears in text. After that it can be

positioning the wider City Region as an

not passive.

sapping the life out of language.

shortened to City Region, keeping both

entity, so consider if it is appropriate to

That simply means making sure people

Do things by half

words capitalised.

include reference to ‘Liverpool City Region’

and action are the focus of your sentence.

One of the easiest ways to write with

If talking about city regions in general

‘We will achieve our ambition’, not ‘our

passion is with shorter sentences.

or ‘a region’, use lower case.

BRAND GUIDELINES

ambition will be achieved’.

If possible, cut them in half. Communicate

Only abbreviate to LCR if you are forced

Keep it conversational

only one message in each. If you keep

to because of strict word count limitations,

Everything we write should sound like a

saying ‘and’, it’s probably too long. ‘Explore

ensuring the name appears in full the

genuine conversation you would have in

and discover’ is far better than ‘Explore

first time, with LCR immediately

real life – write like you speak. Be careful

your surroundings and you will find

afterwards in brackets.

though. This isn’t an open invitation to

interesting things to discover’.

use alienating slang or be overfamiliar.
Perhaps treat the reader as you would
a close relative, not necessarily your
best friend.

in full too.
There may be instances when you want
to create more emphasis by using the
full name more than once. Use your
judgement here, and do it sparingly.
Read the text aloud to check if the
language has more impact, or just
sounds repetitive.

The City Region is made up of six local

Is everything really amazing?

authorities including Liverpool, so don’t

Use superlatives sparingly. We’re excited

shorten our region name to just that word.

about our City Region, but if everything

The exception is when communicating

is described as incredible, it won’t sound

to an entirely or primarily international

believable. Write enthusiastically, but

audience. Using the name ‘Liverpool’ can

it’s better to say why something is so

be more powerful in that instance as it’s

impressive, rather than simply labelling

recognised around the world.

LIVERPOOL CITY REGION

it that way.
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MESSAGE THEMES
WITH BENEFIT STATEMENTS

Our message themes describe the
attributes that prove we are perfectly

–

01

02

equipped to achieve our vision.

OVERARCHING

TALENTED AND

FUTURE FACING

STATEMENT

AMBITIOUS

Shaping the future of

More opportunities

industry, contributing

so everyone can realise

to a better world

Our benefit statements demonstrate

their potential

the positive impact we will have on
the City Region, the UK and the world,
BRAND GUIDELINES

doing good for society.

03

04

05

KNOWLEDGEABLE

COMMUNITY SPIRITED

CULTURE TO INSPIRE

AND EXPERT

Community spirit that

Culture is the lifeforce that

Discoveries that change

pushes everybody

binds our communities

the way we live

forward as one

together

06

07
GLOBALLY CONNECTED
Powerful infrastructure
that brings the world
together

08

GREEN POWERED
Striving to be one of the
most environmentally
progressive regions

LIVERPOOL CITY REGION

in the UK

INDUSTRIOUS
AND PRODUCTIVE
A thriving workforce
powering the engine
room of UK industry
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OVERARCHING STATEMENT

Three decades of grit, graft and a fair bit of
bloody genius have transformed this place
into somewhere incredible.
A one-of-a-kind super-port built to welcome
the world, more hungry start-ups than
almost anywhere else, and the brightest minds
solving some of the planet’s most urgent social,
healthcare and environmental challenges.
Yes, the world changed in 2020, but our
vision to create one of the most globally
competitive, environmentally responsible,
socially inclusive economies in the UK and
beyond remains unshakeable.
So if you’re powered by an unstoppable
determination to do the right thing, you’ll feel
right at home. We have a world of talent here
already, but the space and appetite for much
more. It’s time to come here and do good.
20
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THEME 01
Theme

TALENTED AND AMBITIOUS

Statement

More opportunities so everyone
can realise their potential.

Example

The Knowledge Quarter – a melting pot of education,

proof points

healthcare, science, innovation and culture
The University of Liverpool, Liverpool John Moores
University, Edge Hill University and Hope University –

Short form message

Graduates committed to using their talents in the City
Region, rising NVQ4+ achievements and a culture of
dedicated life-long learning all combine to place us

BRAND GUIDELINES

among the top performers in the North of England
for business innovation.

striving for teaching excellence to nurture tomorrow’s talent
Over 270,000, degree level or above qualifications
available within the Liverpool City Region – delivering
a diverse talent pipeline
Agent Academy – a dynamic social enterprise giving young

Long form message

Our pioneering graduates make major contributions to the

people everything they need to fulfil their potential in the

world – The University of Liverpool alone has 9 Nobel prize

digital, creative and tech industries

winners among its alumni and faculty. So far.
Each year, over 250,000 students develop specialist
expertise at the 12 universities within the City Region
catchment, and our retention rates are some of the highest
in the country, with close to half our graduates staying on
to apply their new-found knowledge locally. Talent grows
with every generation, while a belief in life-long learning
means all ages are realising their potential.

The University of Liverpool’s Department of Chemistry –
internationally renowned for research, with 99% of outputs
ranked as ‘internationally leading’ or ‘excellent’
Graduate retention – 40% of graduates find employment in
the City Region. This is the 5th highest of all NUTS 2 regions
in England.

A fifth of the working age population is in their twenties so
you’ll find a young and dynamic workforce here, developing
LIVERPOOL CITY REGION

skills through apprenticeships, schools, and colleges. The
proportion of working age residents with NVQ4+ has been
on the rise since 2014 too. It’s probably why we’re among
the top performers in the North of England for business
innovation – our inquisitive minds are leaving education
with some very big ideas.
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THEME 02
Theme

FUTURE FACING

Statement

Shaping the future of industry,
contributing to a better world.

Example

Sensor City – a flagship University Enterprise Zone offering

proof points

existing companies and budding entrepreneurs the technical
expertise, business support and international platform
needed to collaborate, fund and promote sensor solutions to

BRAND GUIDELINES

Short form message

Our industries are at the global forefront of developing
business-changing technology, inventing life-changing

The Materials Innovation Factory – a unique open-access

applications for the Internet of Things, and using robotics

scientific facility using robotics and high-performance

and supercomputing to push the boundaries with purpose.

computing, bringing together academics and industry
leaders to accelerate the development of new technologies

Long form message

We’re all about progress – shaping a better tomorrow.
That’s why we’ve nurtured clusters of innovation where
businesses can cross-pollinate with creative and digital
pioneers, amplifying each other’s vision.
The Knowledge Quarter and Sci-Tech Daresbury Enterprise
Zones include nationally significant science and innovation
assets, one of the world’s first incubators dedicated to the
development of business-changing sensor technology,
and our Digital Innovation Facility purpose-built to help
businesses benefit from ground-breaking R&D.
The world looks to us to see what’s coming over the horizon
that could radically improve both industry and society.
We have the highest concentration of robotics for materials

LIVERPOOL CITY REGION

a global market

Sci-Tech Daresbury – integrating world-class science and
technology, innovation and business enterprise within a
dynamic campus setting to drive discovery, open up new
commercial opportunities, deliver high-value jobs and
sustainable economic growth
Paddington Village – a £290m programme to create an
international destination for the life-science, healthcare and
technology industries, attracting high profile employers
including the Royal College of Physicians, Novotel, and Kaplan
The Digital Innovation Facility – pioneering research in
computer science, robotics and engineering focused on
collaborative R&D that supports businesses to get the most
out of digital technologies.

science in the world, while our supercomputing facility for
industrial applications at The Hartree Centre is the largest
in the UK. We’re bringing tomorrow closer.
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THEME 03
Theme

KNOWLEDGEABLE AND EXPERT

Statement

Discoveries that change the way we live.

Example

Liverpool School of Tropical Medicine – the first institution

proof points

in the world dedicated to research and teaching in the field
of tropical medicine, committed to breaking the cycle of poor
health and poverty in the world’s most impoverished countries

Short form message

Relentless progress by the sharpest minds in health

The Centre for Global Vaccine Research – The University

and life science, sustainability and industry lead an

of Liverpool’s world-renowned centre developing and

all-encompassing drive for discovery through

implementing vaccines against major infectious diseases

BRAND GUIDELINES

groundbreaking research.

oceanographic research facility with the largest collection
Long form message

Society will always face new and ever more demanding

of marine modellers in the UK

challenges, and our hunger to find solutions will always

Liverpool Logistics, Offshore and Marine Research Institute

keep pace. We know that our City Region is part of

(LOOM) – based at Liverpool John Moores University and

something much bigger – a globe-spanning quest to

working with global partners including AMEC and Shell

improve and protect life on this planet – and we want to
be at the forefront of research that will unlock better ways
of living.
Take the Centre for Global Vaccine Research – a vital
defence against the potentially devastating effects of
infectious diseases. And then there’s the world-leading
University of Liverpool’s Department of Chemistry, making

LIVERPOOL CITY REGION

The National Oceanography Centre – a world-class

Glass Futures – a planned industry cluster for St Helens
intended to bring together the glass industry and academia
in a drive to eliminate CO2 from glass production
The HILL – The Health Innovation Liverpool project will position
the City Region and the UK as world-leaders in computerised
data analytics and digitally-enabled health and wellbeing

major leaps forward in areas as diverse as solar fuel and

Liverpool 5G – developing the UK’s largest (and the world’s

nanotechnology for HIV therapy. Not to mention the

second largest) 5G mesh network, helping to bridge the

combined team of academics, public and private sector

digital divide in the UK by connecting deprived communities

organisations improving health and wellbeing through the

with health and social care services

UK’s largest 5G mmWave mesh network. With a focus on
helping the most deprived areas, it’s a strong example of
working together for the common good.

Healthcare leaders – six of the nine NHS trusts named as
Global Digital Exemplars are from the City Region. With an
additional two being ‘Fast Followers’.
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THEME 04
Theme

COMMUNITY SPIRITED

Statement

Community spirit that pushes
everybody forward as one.

Example

Everton in the Community – one of the UK’s top sporting

proof points

charities helping over 20,000 people every year through social
issues including health, employability, anti-social behaviour,
dementia, poverty, youth justice and disability

Short form message

We all come together for the common good, whether it’s

Kindred – pioneering new social investment models to fund

protecting the creativity of the Baltic Triangle, rebuilding

community solutions to our most entrenched societal issues

neighbourhoods at Granby Four Streets, or co-creating

BRAND GUIDELINES

Eureka! Mersey, an extension of The National Children’s
Museum on the Wirral.
Long form message

owned by the businesses themselves so they never have to
fear being priced out as the area grows

We look after you here. We look after everyone, and we do it

Somewhere – a £15m cultural programme designed to

together. Which means that whatever challenges we face,

build community cohesion and accelerate ambition, while

we find ways forward that lift us all up as one community.

tackling issues including loneliness, diversity, mental health

Our social economy is just as important as our economic

and obesity

one, because after all, it’s our people who make the

Homebaked – a community land trust that saved an iconic

City Region such a powerful force. We are filled with

neighbourhood bakery from demolition and developed it

social organisations – 1,400 based in the City Region –

into a thriving community-run business, regenerating the

doing incredible work to help the less well-off and the

high street ‘brick by brick and loaf by loaf’

marginalised, tackling prejudice, improving health,
building skills and creating jobs. Whether it’s
Homebaked regenerating the high street, Ways to
Work getting thousands back into employment, or

LIVERPOOL CITY REGION

The Baltic Triangle – the creative and digital quarter that’s

1,400 social organisations based in the Liverpool City Region
– accounting for 2.2% of all registered companies, distributed
across the Liverpool City Region

initiatives by Liverpool, Everton and Tranmere Rovers

Eureka! Mersey – an extension of The National Children’s

football clubs, the result is more security, happiness

Museum planned for the Wirral, which will be home to

and wellbeing for our people, and more productivity

interactive exhibits designed to inspire enquiring minds to

and prosperity for our Region.

find out about themselves and the world around them.
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THEME 05
Theme

CULTURE TO INSPIRE

Statement

Culture is the lifeforce that binds
our communities together.

Example

The Liverpool Biennial – the largest international

proof points

contemporary art festival in the UK that since launch has
commissioned over 300 artworks and presented work by
over 440 artists from around the world, with an economic

Short form message

Always an internationally-renowned capital of culture, this

impact of £119.6 million during the last 10 years

creativity defines our incomparable character and collective

A World Heritage City and waterfront – from Pier Head and

energy to make us the UK’s most exciting region.

The Three Graces to historic resort towns and piers, over £750

BRAND GUIDELINES

million has been invested in the City Region’s celebrated
assets since 2008
Long form message

We entertain the world. Our creative talent attracts millions
to events including the Liverpool Biennial, the largest
international contemporary art festival in the UK, Tate
Liverpool and the country’s oldest professional symphony
orchestra at Liverpool Philharmonic Hall.
We’re a UNESCO City of Music, and home to more
museums, theatres, galleries and heritage buildings than

LIVERPOOL CITY REGION

anywhere outside London. Plans to become the Hollywood

The great outdoors – Miles of coastline, beaches and
over 100 iconic parks and garden villages, with Anthony
Gormley’s Another Place public art installation creating
a totally unique landscape
Sporting icons – international venues including the home
of the Grand National, Aintree Racecourse, The Open golf
courses at Royal Liverpool and Royal Birkdale, Liverpool FC’s
Anfield and Everton’s Goodison Park

of the North are in production at the proposed Littlewood

Art destinations – from the traditional to the experimental,

Studios, while Liverpool and Everton play to roaring

culture-lovers flock to Tate Liverpool, FACT, the Philharmonic

crowds and international armchair fans. Something is

Hall, National Museums Liverpool, and M&S Bank Arena, with

always happening here, and if the technology to expand

the planned Shakespeare North Playhouse on the horizon

our experiences doesn’t exist yet, our creative minds are

for Prescot

inventing it.

Littlewoods Film Studios – a £62 million programme in
partnership with the world-renowned Twickenham Studios
to enhance the City Region’s reputation in culture and
creativity, generate jobs and provide opportunities for our
growing creative and digital cluster.
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THEME 06
Theme

GREEN POWERED

Statement

Striving to be one of the most
environmentally progressive

Short form message

proof points

planned development aims to double the current UK
global sustainable packaging market by 2030, developing
an industry-led approach to eradicate single-use plastic

Our industries demonstrate a clear commitment to

The LCR Hydrogen Economy Programme – putting the

build a better future for everyone. It is a huge responsibility
and we are absolutely determined to do all we can.
BRAND GUIDELINES

The National Packaging Innovation Centre – the

regions in the UK.
protecting the planet, developing the vital ideas that will

Long form message

Example

We want to be trailblazers when it comes to safeguarding
the planet’s future. 22,000 people are employed in 1,400

from the market

City Region at the forefront of global hydrogen innovation
and application
Clarke Energy, based in Knowsley – generating enough
sustainable electricity to supply the equivalent of 13 million
UK homes

low-carbon businesses across the City Region. We are

Wind power – home to the world’s second largest

home to the second largest concentration of wind farms

concentration of off-shore wind farms with 270 wind turbines

in the world. But this is just the beginning.

operated by Ørsted with facilities at Cammell Laird on the

We’re harnessing the Mersey’s tide to produce Gigawatt-

banks of the Mersey.

scale power, and rolling out a fleet of hydrogen-powered
buses, which will put the City Region at the forefront
of global hydrogen innovation and application. In
manufacturing, the Glass Futures project aims to eliminate
CO2 from production, while the planned National
Packaging Centre will lead a drive to dramatically reduce

LIVERPOOL CITY REGION

single-use plastic in the industry. These are not merely
business ambitions, but recognition that we must put
everything behind global efforts to protect the planet.
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THEME 07
Theme

GLOBALLY CONNECTED

Statement

Powerful infrastructure that
brings the world together.

Example

Liverpool 2 – the only major deep-sea container terminal

proof points

in the north or west of the UK and the country’s biggest
transatlantic container port, handling 45% of North
American cargo

BRAND GUIDELINES

Short form message

The City Region is perfectly positioned at the centre of the

Rail and air – Liverpool John Lennon Airport caters to over

international stage, home to major multinationals and

five million passengers a year, Manchester Airport is just 30

super-connected with excellent transport networks and

minutes away, and the West Coast Main Line provides fast

rapid data infrastructure.

connections to London, Birmingham, Manchester and Leeds
IBM Watson – the computing giant has a team based at the

Long form message

We are the UK’s gateway to the world, bringing businesses
and their audiences around the globe closer together. As

Hartree Centre in Sci-Tech Daresbury, offering access to their
artificial intelligence platform Watson

the closest port to 50% of UK manufacturers, with a deep-

Trans-Atlantic fibre-optic cable – one of the UK’s main

water terminal big enough for 95% of the world’s largest

connections carrying internet traffic between the UK, North

ships, we handle almost half of the country’s US cargo.

America and the rest of the world comes ashore in Southport.

There are two major airports within 45 minutes’ drive,
10 motorways nearby and 10 major rail terminals.
Such strong networks create the ideal environment for
growth through cross-sector partnering. And alongside
the physical infrastructure, we will benefit from high-speed
data connection, with a full-fibre loop linked to transatlantic
cable. No doubt that’s why for many global companies, we

LIVERPOOL CITY REGION

are the centre of their world. There’s IBM at The Hartree
Centre, Pilkington Glass in St Helens, and AstraZeneca in
Speke. It’s not just about business though – we aim to
bring ultra-fast digital connectivity to all by 2023.
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THEME 08
Theme

INDUSTRIOUS AND PRODUCTIVE

Statement

A thriving workforce powering the
engine room of UK industry.

Example

Pilkington – a world-renowned business and a major player

proof points

in sustainable energy, providing specialised glass for use in
all of the leading solar energy technologies
Unilever – the global manufacturer employing 2,500 people

Short form message

We contribute £32 billion to the UK economy annually, with

has been based in the City Region for over 100 years, and with

a higher than average productivity rate, while the number

their 2017 Advanced Manufacturing Centre they took their

of businesses has grown by more than 10 per cent in the

industry-changing R&D to the next level

BRAND GUIDELINES

last five years.

marine, and chemical, to biotechnology, energy and food and
Long form message

We make a big impact. We contribute £32 billion to the
UK economy each year, and as a region, our productivity

drink, collaborating with original equipment manufacturers,
supply-chain companies, universities and government

rate is seven per cent above the UK average. Take Jaguar

AstraZeneca – a powerful example of the City Region’s

Land Rover, producing a car every 90 seconds, with total

commitment to invest in bio-manufacturing, health and

cars made in the City Region topping 250,000 annually.

life sciences, the global pharmaceutical company is one

Technological advances are driving this manufacturing

of a concentration of major players developing next-

efficiency forward, though it’s not the only sector where

generation products

we excel. The professional and business services sector
enables economic growth and is a well-connected,
thriving ecosystem of 93,000 people. We have a rich wealth
management heritage – the second largest centre outside
London – alongside over 30,000 people working in one of
the fastest-growing creative and digital clusters in the UK.
LIVERPOOL CITY REGION

Huge industry diversity – from aerospace, automotive,

Our business base has grown by more than 10 per cent over
the last five years and we have the second-highest business
birth rate in the country. Combine that with the nation’s
highest growth in employment over the same period and

A video gaming centre of excellence – in the top 10 of UK
employment clusters for games businesses, part of over
4,000 digital businesses in the 2nd fastest-growing tech
cluster in the UK
LCR 4.0 – transforming the processes and possibilities
of production and design by bringing digital into
manufacturing, including Sensor City, The Hartree Centre,
the Virtual Engineering Centre and the Engineering and
Technology Research Institute.

it’s clear – we make things happen.
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IMAGERY

Our image style is honest
and unstaged, capturing
people as they are within
their environments.
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IMAGERY

The images we use across our campaigns
and communications should capture the
spirit, energy and humanity of the City
Region.
Our style is honest and unstaged. Our City
Region has an edge and it’s that character
we want to capture. Even if it’s subtle, each
image should give the viewer a glimpse of
a larger story, saying something about the
BRAND GUIDELINES

place or the person depicted.
Try wherever possible to include people
in the imagery. We want to capture the
diversity of our people as they are within
their own environments, using the light
available in the surroundings, whether it’s
daylight or street light.
Our imagery should always be full colour,

LIVERPOOL CITY REGION

with no obvious effects or filters.

!

Indicative image style (not available for use)
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VIDEO

Our video style follows the
same principles as our
imagery – honest and true,
and always featuring people
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VIDEO
1. Setting the scene

2. People in context

Establishing shots – Panning or still

Frame people to the right or left

Details – Panning

Full-context portraits – Show where people are

When creating a film for our City Region,
consider the storyline and what we are
trying to communicate to our audience.
1. Setting the scene
Set the scene with establishing shots of
the location/area being discussed. We
can use pans across landscapes to help
tell the story, details of buildings can act
as a locater for the film and be a useful
BRAND GUIDELINES

transition to another scene.
2. People in context
People are important so consider the
framing of them, set them in the context
of the location, they could be interacting
with an object or person so consider the

LIVERPOOL CITY REGION

focal point and the depth of field.

!

Indicative video style (not available for use)
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VIDEO
3. Different viewpoints

4. Vibrant and real

From above

Capture the moment don’t recreate it

Depth of field

Maintain the energy

3. Different viewpoints
Varying the perspective helps create
intrigue and pace for your film. For
example filming from above can help
give a contextual overview of something
like machinery.
4. Vibrant and real
We are a vibrant city so let’s capture that,
the spirit and the reality of our City Region,

LIVERPOOL CITY REGION

BRAND GUIDELINES

each film needs to feel authentic and real
to us.

!

Indicative video style (not available for use)
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“There is one thing stronger
than all the armies in the
world, and that is an idea
whose time has come”
Victor Hugo 1877

LIVERPOOL CITY REGION

Contact:
For any questions, or to
gain access to the repository,
please contact:
Sylvia Pollock
sylvia.pollock@growthplatform.org
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