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Ourlogo sits at the core of ourbrand. It's a
unique asset that captures the essence of
who are and what we believe in. We're quite
careful how we use the logo and the logo lock-

up, so we ve developed some guidelines that
illustrate what can and can't be done.
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Our logomarks

Our logo comes intwo types, the Rightmove logo as
you see it onits own, and the other with the “believe it"
tag-line, which we call the logo lock-up.

Using the logo lock-up should be the default for most
uses-cases, but it is not suited for every occasion.

Exceptions where we would use the logo only are:
e Onproduct.

e On partnerlock-ups.

rightmove

If you're unsure of which to use, please contact the
Brand Team.

rightmove
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Colour

Colouris the first visual thing we remember, and a
powerful asset in building brand recognition. Our colour
is teal. We use it first, last, and for nearly everythingin
between. The logo should be in our core brand colours,

berry, teal or white whenever possible. rig htmove rig htmove Q

Use the elements in your piece of communication to b e I eve |t
determine the colour of your logo for maximum contrast
and clarity. Our Harrow must be teal or white.

On photography, our logo should always be clear and
legible, make sure to create contrast. Never use the
logo in any of our secondary colours.

rightmove
- ‘“-bfehe_ye It
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Exclusion zones

Our logo should never feel crowded, keep enough clear
space around the logo - no graphics or text should come
within the boundary outlines, defined by (x) the height
of our harrow.

O
Please only use logos that have been supplied by rl g htm ove

the brand team as the exclusion zone in included in
each design.

To maintain clarity and legibility, our logotype should be
displayed at a minimum of 6mm high for print and 35px
for digital assets.
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Alignment

Placing our logo in the corner makes it nice and visible
without taking up too much room, especially digitally.
However, there are a few ways we use it to make it
consistent.

We use our logo as a sign-off, following the message to
let the audience know who's speaking. Typically,

at the bottom of the creative following the rest of

the content.

rightmove

If the primary text in the layout is centered the logo
should be centered too. To create the best visual
balance.

We favor side alignment in order to provide a natural
reading experience. We use this when our logois not

needed as a sign-off, providing an easier scan of the
information.

rightmove X

rightmove X
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Optical alignment

When are logo is the only focus in an open space, we help
it feel balanced by horizontally centering the baseline
and adding some padding to the left of our logomark.

+++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++ rightmove
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Partners and
sponsorship

Sometimes, we may need to lockup our logo with
another business or partner. We separate our logo

and a partner’s logo by the distance of ‘x’ this is defined
by the width of our harrow. Our partner’s logo should
never exceed the size height of our symbol, with the
exception of small overhanging elements.

rightmove uwX
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Ourlogo usage

rightmove

Our consumer website
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Here are some example of our logo in use:

Rightmove
79,098 followers

2w @
Despite the surge in remote and hybrid working, demand for office space
remains robust and is still above 2019 levels, demonstrating a continued desire
for physical work environments. Real more here < bit.ly/2LTav4i

Demand for office spaces
are now 9% higher than

pre-pandemic.

rightmove®

Introducing Our All-In-One Solution
youtube.com / vimeo.com (delete if LinkedIn native video)

500 - 1,987 comments « 20,002 Views

Social media

rightmove X

Best price guide
Ad Manager

Opportunity Manager

Property Performance Report
Available Stock
New Instructions

Sales Agreed

Our customer website



Ou r |OCkU p us age Here are some example of our logo lockup in use. More examples could
Include digital and social media advertising.

rightmove "Phtmove’

rightmove &
believe it

Out-of-Home advertising TV advertising Merchandise
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Ouricon

When people see our Harrow, they know we help them
make moving easier. To make sure it stays that way, we
use it wisely in the right places.

Our icon (Harrow) can only be used onits own in

applications where the logo would be too smallto be
legible, like the favicon on our website.
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Size & spacing

Ouriconis vital to our identity, so we always protect it
from infringing elements. We maintain a distance of 0.5x
clear space around our icon at all times. X' is defined by
the height of the icon. Our iconis designed to be used
small, but please avoid using it any smaller than 20px

in height.

0.5x

0.5x

0.5x

20pt
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" We use our brand icon as our primary symbol on social and across other
OU ricon usage digital touch-points. Ouricon is designed to work successfully in whatever
shape it is required to fit within, whether it be circle or square.

Rightmove
@Rightmove

The only property site giv

make their move. Tap the

Web favicon App Icon Sociallcon
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Thank you.
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