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journeys, it’ll help you make your 
information easier to read and 
comprehend… leading to more 
successful learning journeys.

Designing your learning journey 
means you will have to juggle 
many different elements. Colours, 
typography, images, your logo and, 
more importantly your content, all 
need to be controlled well.

Thanks to the flexible system at the 
base of the aNewSpring’s platform, 
you can make design decisions will 
help lift your learning journeys to 
the next level.

In the following pages, we have put 
together our top tips to improve 
the design of your learning journeys 
in the aNewSpring platform. 

So, here goes with the run down of 
our 11 top tips for designing better 
learning journeys for your learners.

SHORT ANSWER:  
Pretty things are easier to look at 
for longer.

LONG ANSWER: 
Spending time on the design of 
your learning journeys will pay you 
back in spades. It improves how 
the information is absorbed and 
the recognition of the important 
facts contained therein.

When we read something, it can 
be made easier or more difficult 
by the use of design. 

Think back to when you were 
a small child. The story books 
you loved were based on simple 
language and big pictures. Those 
designs helped you learn how to 

associate words with pictures.  
As your reading and comprehension 
level progressed, the pictures 
became smaller and the words 
started to became longer. The 
whole process was designed to 
help you understand broader 
concepts.

This sounds easy to do but the 
real challenge lies in reducing 
the information you want to 
communicate to its simplest and 
most understandable form. 

That’s why it’s worth spending 
time on the design of your learning 

INTRODUCTION:
WHY IS DESIGN IMPORTANT?

#FACT:Humans have used pictures to communicate for over 40,000 years…way before written language!

return to contents return to contents
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INTRO
My introduction 

… Office pic with 

the text from the 

brochure
(BIG PIC)

SECTION 2cHow we make 
a sale

(TEMPLATE 1)

Quiz 3Markets Quiz
(TEMPLATE 2)

SECTION 2aWhat is a sale?

(TEMPLATE 1)

SECTION 3a
What is a market?

(TEMPLATE 1)

VIDEO
Rob’s Thank You 

Video

(TEMPLATE 3 VID)

SECTION 1
Learning how 
to do this. 

(TEMPLATE 1)

Quiz 2
Sales Quiz

(TEMPLATE 2)

SECTION 4a
Why do we use 
demographics?

(TEMPLATE 1)

SECTION 2b
Why we should sell

(TEMPLATE 1)

SECTION 3b
How do we find  

our market?

(TEMPLATE 1)

VIDEO
Rob’s tips

(TEMPLATE 3 VID)

VIDEOMick’s Training  section
(TEMPLATE 3 VID)

SECTION 4b
Demographics in 

our marketplace

(TEMPLATE 1)

QUIZ 1
(TEMPLATE 2)

DIAGRAM
STATS FROM 
MICK’S VIDEO

(TEMPLATE 1)

Quiz 4
Final Q

uiz

(TEMPLATE 2)

Before you start to design your 
learning journey, take a while to 
clear your head and think about 
the learning journey you p to 
produce. 

As with all design, planning is how 
you’ll make the work effective. 

By taking time at the start of the 
project to plan out the route you 
want to take your learners on, you 
will improve the quality of their 
learning journey many times over.

Using a packet of Post-it notes and 
a pen you can quickly get your plan 

together, before you dive into the 
digital platform. This will give you 
the advantage of working out how 
many types of information you will 
require to fulfil your goal. 

Use this time to think about what is 
important to communicate, rather 
than everything you would like to 
communicate. (We understand 
that when you love a topic, it’s hard 
not to over elaborate!)

As humans, we absorb visual 
information quicker than the 
written. A picture really is worth 
a thousand words. 

It is really worth considering what’s 
best shown in the form of a graphic 
or diagram. Moreover, producing 
your plan first will help you figure 
out the shortest, but most effective 
route in your learning journey.

NUMBER 1:
PLANNING KEEPS IT SHORT AND SWEET

#TopTip:
Post-it note

 

overviews help you t
o 

visualise the
 learning 

journey and 
quickly 

move sections
 around, 

to optimise the 

learning!

return to contents return to contents
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It is important that your learning 
journey consistently communicates 
your branding or company image. 
This is something that many 
businesses work at intensively,  
thus ensuring that whenever you 
see something that belongs to 
them, it’s recognisably theirs. 

This topic is often seen as an 
unnecessarily complicated matter, 
but by applying simple rules we 
can ensure that it becomes an easy 
thing to implement. 

If you have a brand guideline for 
your business or organisation, then 

it is something that you should 
absolutely have to hand when 
building your learning journey.

Your guide should contain all the 
main information you need to 
ensure that the learning journey 
represents the visual style of your 
organisation. Obviously it may not 
contain a section about how your 
online learning journeys should 
look. But following those rules will 
ensure you are on the right track.

Don’t worry if you haven’t got a 
guideline. Other materials should 
be available to use as reference 

points. Look at your website for 
instance, the chances are it will 
have been designed with your 
overall visual image in mind.  
Use that as your starting point.

Using those colours and fonts will 
immediately help and when your 
logo is added, the recognition factor 
will be immediately increased.

Put simply, the visual look and 
feel should reflect all your other 
communications which will help 
with brand recognition.

NUMBER 2:
MAINTAIN CONSISTENT BRANDING

ANEWSPRING 
WESTBLAAK 180,  3012 KN ROTTERDAM,  THE NETHERLANDS
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OUR LOGO/BRAND MARK 2
CLEARSPACE AND UNACCEPTABLE USE

THE CLEARSPACE RULE EXPLAINED 
The clear-space rule is defined thus; An imaginary 
boundary around the logo is created by using the  

“a” from the logo and rotating it 90º. When placed at the 
extremities of the logo, it will then create an area into which 
we must not allow other elements to stray. 

 
This boundry will stay proportional to the logo itself and 
should never be altered at whichever size it needs to 
be used. Worth noting is that the logos are provided as 
illustrator files in which the artboard is set to the clearspace 
rule for your convenience.

MAINTAINING THE PROMINENCE AND LEGIBILITY OF OUR LOGOS WITH MORE RULES. 
Now you have an idea of how simple it is to control our longform logo, you can see below 
how we use the same principles to look after the legibility of our special use logo too. As with 
everything the more you use the logos the more this will become second nature, so please 
take time to familiarise yourself with them.

USING OUR SPECIAL LOGO.  
In keeping with our longform logo, we have rules about unacceptable uses of our special logo 
too. We won’t subject you to the same illustrations as the previous page, but those same rules 
apply to the usage of the special logo. There are three notable considerations which we show 
below which are not in keeping with the standard longform logo rules. 

1. We must only use the two colour verison of this logo 
on a solid white background. No exceptions.

2. You may rotate this logo, but please stick to only  
90º increments. If you do decide to rotate the logo, 
then it should only benefit your design’s function 
rather than it being an arty decision.

1. 2.
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BACKGROUND PATTERNS
CREATING THE RIGHT LOOK.

OUR BACKGROUND PATTERN IS FLEXIBLE AND SIMPLE. WE CALL IT OUR BRAINWAVE. 
We have a background pattern available to use on items that promote us. It is an abstraction 
but one which resonates with the idea of a winding path to knowledge, suggesting a learning 
journey itself. This pattern is flexible enough to be a single line or a repeated block.  
We like to call it “our Brainwave”. 

The resulting pattern can be cropped to the requirement 
of the designer. We do recommend a tight crop, used at 
a larger scale as shown above as this will help make sure 
elements placed on top of it stand out. 

Doing so will provide a more playful juxtaposition of the 
subject and the background, helping draw attention to 
the elements on top of it rather than the pattern itself… 
remember it’s a secondary item!

For a good example we’ve used the pattern shown here 
behind a picture and headline and tinted it back to reduce 
it’s impact. Notice also that we add a highlight spot to the 
background to mimic the aNewSpring bright sky feeling.

That said, we do recommend that you don’t “over-use” the 
background though. It’s a great way to draw attention to 
elements or other items on a page, but it can become too 
much if we are not careful.

BASIC BUILDING BLOCK 
The thick-lined quadrant 
is the basic building block 
of our pattern. It’s easy 
to build many varying 
patterns simply by linking  
it together with others. 

“I use the  
best learning 
platform on 
the internet.  
I love it!”

Making the image a background element helps to reduce 
the complexity of the overall communication and creates 
a result much gentler on the eye. For use in most digital 
media we have a set of backgrounds pre-prepared for use 
immediately as digital files in all the colours we use across 
our identity system. 

We suggest you start with these before developing your 
own versions as it wil help us to keep them consistent.  
This said we do have the base patterns available as vector 
art, which will allow more freedom. 

These will also allow you to make super high resolution 
versions for exhibition stands and pull up banners for 
example, but you will need to reproduce the effect in a 
suitable print based application. 

Finally, when creating your own brainwaves, remember 
that the starting point and the only element to use is 
the master, 90º arc. Never make it thinner, never make it 
outlines or the overall feeling we require will be removed.

When you think the 
background pattern 
is just big enough… 
make it 15% bigger!

#PROTIP
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OUR COLOUR PALLETE
WHICH COLOURS TO USE

C 100 
M 000 
Y 008 
K 013

C 030 
M 000 
Y 100 
K 000

R 000  
G 143 
B 191

R 200  
G 212 
B 000

PANTONE 
313U

#008fbf

C 013 
M 024 
Y 033 
K 002

R 223  
G 196 
B 173

PANTONE 
4685C

#dfc4ad

C 097 
M 066 
Y 056 
K 070

R 025  
G 041 
B 048

PANTONE 
5463C

#192930

C 008 
M 009 
Y 038 
K 000

R 236  
G 226 
B 177

PANTONE 
7499C

#ece2b1

C 100 
M 034 
Y 063 
K 037

R 000  
G 088 
B 081

PANTONE 
3292C

#005851

C 058 
M 024 
Y 044 
K 006

R 129  
G 155 
B 143

PANTONE 
624C

#819b8f

C 088 
M 067 
Y 048 
K 050

R 046  
G 057 
B 071

PANTONE 
7546C

#2e3947

C 041 
M 036 
Y 085 
K 023

R 137  
G 127 
B 063

PANTONE 
5825C

#897f3f

C 037 
M 069 
Y 072 
K 053

R 093  
G 062 
B 049

PANTONE 
477C

#5d3e31

C 021 
M 017 
Y 026 
K 002

R 205  
G 202 
B 188

PANTONE 
7534C

#cdcabc

C 090 
M 043 
Y 050 
K 042

R 046  
G 081 
B 087

PANTONE 
7476C

#2e5157

C 082 
M 000 
Y 040 
K 000

R 079  
G 169 
B 167

PANTONE 
326C

#4fa9a7

C 044 
M 030 
Y 039 
K 011

R 148  
G 152 
B 143

PANTONE 
7538C

#94988f

PANTONE 
3025U

C 100 
M 030 
Y 010 
K 065

R 000 
G 071 
B 093

#00475d

PANTONE 
396U

OUR COLOUR PALLETE IS QUITE BOLD, BUT IT RESONATES WITH OUR MARKET PLACE.   
Our range colours is much broader set than most businesses utilise. The base set are 
our Primary and Secondary colours, which should be the ones used on all top level 
communications. The Supporting seasonal set of colours, currently has 12 colours. We call 
these our seasonal set as they will be constantly revised, helping us to refresh things.

NOTE 1: PANTONE 313U 
and PANTONE 396U are 
the main colour we use to 
represent us in all general 
communications.

NOTE 2: Our Primary and 
Secondary colour palletes 
are mixed specially in for 
use in CMYK. Converting 
from the Pantone colour in 
whichever application you 
are using will not give the 
desired result in printed 
materials. Please use only 
the CMYK mixes here.

NOTE 3: We call these our 
Supporting or ‘Seasonal’ 
colours as these will 
change with the times. 

We understand that, as our 
brand evolves and fashions 
change, we might require 
certain colour changes in 
our materials to help us 
stay relevant and vibrant in 
a fast moving marketplace. 

If you are unsure if you are 
working with the latest set 
of supporting colours, then 
please just get in touch 
with marketing. They will 
be happy to furnish you 
with the latest version 
of our guidelines. Thus 
ensuring that you are using 
the right elements too. 

NOTE 4: As with our 
Primary and Secondary 
colour palletes  the 
supporting colours are 
mixed specially in for use 
in CMYK. Converting from 
the Pantone colour in 
whichever application you 
are using will not give the 
desired result in printed 
materials. Please use only 
the CMYK mixes here.

OUR PRIMARY COLOURS: OUR SECONDARY COLOURS:

OUR SUPPORTING (SEASONAL) COLOURS:

C 042 
M 042 
Y 044 
K 026

R 137  
G 129 
B 121

PANTONE 
WG10U

#898179#c8d400
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TYPOGRAPHY
WHICH FONTS DO WE CALL OURS?

A NEW FONT WITH MORE “CHARACTER” TO REPRESENT US ON AND OFFLINE! 
Please forgive the character pun. We are implementing a new font across all our media from 
the moment you read this. We’ve decided to introduce this new font as it provides us with 
a more powerful messaging tool, especially for headlines. We are also introducing a revised 
secondary font to be used only for notes and CTAs. Please use it sparingly!

BOLD HEADINGS MAKE 
POWERFUL STATEMENTS
Consequi ni autem remolup tatiore disimod ipicae voluptat 
re cuptatio quodi derspid usdanda ndusam eatus veligen 
ihitatet aut nihiliqui odi ut pel in placi commo moloribus.

Rum volorro rporro tem nos adi re et aut eum disquatum ius ium, sedit quat 
unt quam, cus, ist labo. Am faccatur, optaquiderum rate premque reprat 
lit rerferferis abo. Eptio mostota coris volenihic tenim landipidebit enditat 
ecuptatempor sinis ma atem. Itatem rerem. Duciliqui repelent magnatur?  
Lese non expliquis ne exere miliquatis ut arumet, temqui berchilit velitiae 
vollupt aturiae cepremo dolupta quibusdam res nihil, nus.

“Di doles et labo. In nust aut veliand 
igendae ipsus, sunt odi reperro eatium 
faccuptus nisci que sant, officat.”

Giae dolupta corrovit et es vit, aut faceperiae vel everum aut explibus 
modipsam faci con re labori dolum, utendip sandaeritior alit am id eossimo 
ssimil invenietur, cone coria que. 

ipsam ari officii ssitia quaepre re, quis nullis volorit mod maximaior sitatii scipsapera nat veliasitatur atiur aligendae aut officimint volor 
am, eris doloreni int quature et voloritas doles volupta culparchi. Igendam veliquia peres quamusdam sum nat ut accus, ium nonsed 
mo et et accusandit, omnihit dolorpos erehendis deruptat quia delibus cum es et ventint andis quam is et as a dolorporrum, offictur 
sequodia cusa volorum recabo. Nam eum sed es enistis maxim voluptatet pedis dolorro quaspedia quodit anis posam simus, simin 
conemquam et ut landi am faceaturibus aperferum volum dipienis.  Expe eossedi nim inctatum non rehenditium quibus molorios rem 
dis eos aborum sedici officiendel maio vel moditatur, con consent dolorem voluptassim dolorum hil ipsam, aligenis reped molori is 
magni mnis nature voluptatius, tem volorem dolentet enit, eatiberum sitatum hilitiant ario con everitatus remporent.
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 Maybe a reminder 
 to sign-up etc.
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ningNotes

#GoBlended

#ThisHashTagIsW
ayToo 

LongToMakeSenseBut 

IllustratesAPo
intAbout 

OnlyUsingThisFontFor 

SmallNotes

DAVID’S HAND
 
marketing@anewspring.com

NOTE: This font is for use exclusively by aNewSpring.

We have developed it in-house to ensure it matches our 
war-wall, which was illustrated by David Scholten.

We intend this font to only be used sparingly, so please 
do not start to use it to set large galleys of text or all your 
headlines. Mainly only use it add notes to items, such as 
reminders or to draw attention to certain points.

Montserrat
 
https://fonts.google.com 
/specimen/Montserrat

SHOWN ON THIS PAGE:  
SMALL SELECTION OF THE ANEWSPRING 
GUIDELINES, WHICH HELP US KEEP OUR 
BRAND IN ORDER.
CHECK OUT EVERYBODY CAN DESIGN ON 

PAGE 31 OF THIS GUIDE. THEY DEVELOPED OUR 

GUIDELINES FOR US, AMONGST MANY OTHERS.

return to contents return to contents
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CLEARSPACE
Define a clearspace rule for your logo. 
It shouldn’t be visible, but helps you 
not to position thing too close.

DON’T ALTER 
PROPORTIONS
Don’t stretch your logo - 
it’s not going to make it 
look any better.

DON’T ROTATE 
YOUR LOGO
Leave the logo straight, 
it’s easier to line other 
elements up. 

DON’T CHANGE 
COLOURS
The colours of the logo are 
defined for you - so you 
shouldn’t alter them.

#TopTip:Try to use an SVG version of your logo. It scales beautifully and retains the  best quality!

When designing your learning 
journey, remember to respect your 
organisation’s logo.

Remember, your logo is the 
outfacing representation of your 
brand. If it’s pushed off the side of  
a screen or covered by the corner  
of a photograph, it is not serving  
it’s purpose at all.

If your organisation has a style-
guide, it will absolutely cover the 
logo usage. The size, colour and 
even how close you can place other 
elements should be considered. 
The rules are in place for a reason, 

it’s not just design folly. Rotating a 
logo to fit an area is usually a no-
no, as is stretching it or making it 
transparent. It all depends on your 
style-guide.

As part of building your learning 
journey, keep an eye on where 
your logo is placed. Keeping this 
consistent, will make a huge 
difference in the perceived value of 
the learning journey (and brand!)

You can start to build rules for 
yourself too. This means that you 
must follow any style-guide you 
have on it’s positioning and size 

etc. However, if the style-guide 
doesn’t cover positioning over an 
image for example, then it’s fine 
to remove your logo, just don’t 
alter its position. As long as you are 
consistent, it will be fine.

It can absolutely appear on each 
screen, but remember that the rest 
of your design should reflect your 
brand as well. 

Keeping the logo clear and 
consistent, will help you maintain 
the rest of the rules. It begins 
to help things fall into place by 
defining colour and position. 

NUMBER 3:
RESPECT THE LOGO

return to contents
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As with all projects, the best place 
to start is at the beginning. 

One of the most overlooked 
aspects of all online design is the 
log-in page. As the first touch point 
people usually have with your on-
line  presence, it’s an ideal place 
to start applying your brand or 
identity’s look and feel.

The addition of a simple logo will 
work wonders, but we can also 
push it a little further. 

Using the colour palette from 
your identity, and the typography 

defined by your style-guide, 
you can improve your brand 
recognition even further.

Any extra messaging can also help. 
Adding a line of welcome text to 
the screen, including the users 
name for example.

Welcoming the user adds a friendly 
touch, turning your log-in screen 
into a true welcome screen. 

In short, when you think about your 
log-in page, try to imagine it as a 
hotel reception desk. Imagine how 
it feels to be welcomed by a warm 

smile, then spoken to as a named 
guest, and treated warmly, rather 
than just have a room key pushed 
across the desk with no words.

Turning the log-in screen into a 
welcome message, also gives a 
feeling of joining a community 
rather than one of simply logging in 
to a faceless system with no identity.

NUMBER 4:
START AT THE BEGINNING… YOUR LOG-IN PAGE!

#TopTip:The language you use on your log-in screen sets the tone for the rest of the Learning Journey!

return to contents return to contents
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As already mentioned, a picture 
paints a thousand words. With that 
in mind, we seriously recommend 
trying to use the best quality 
photographs and graphics  
you can find.

Many resources are available online 
and there is also an option to 
create your own. 

It’s certainly worth investing time 
in creating or buying great images 
that communicate your subject.

When looking for pictures, it’s best 
to avoid Google images. The search 

results are not free to use, and 
serious image rights issues  
can ensue. 

The best way around such issues 
is to use stock photo libraries. They 
offer cheap subscriptions and in 
some cases, totally free access to 
high quality, topic based images.

When using or producing 
illustrations, ensure that you stick 
to a consistent style. Using many 
varied styles of illustration will 
immediately start to cheapen the 
perceived value of your learning 
journey. In the long run, this will 

also have a negative impact on 
your overall brand identity too. 

In a similar way, any diagram 
should be kept to its simplest 
form. The use of a diagram to 
communicate any numeric 
information will always be more 
successful, than trying to use 
words. Try to retain only the most 
important information and don’t 
over design them! 

Many identity style-guides will 
contain a section on this, e.g. for 
use in annual reporting. If yours 
doesn’t, just keeping charts and 

diagrams simple, will help the 
amount of information absorbed 
by the user. 

In time you will start to develop 
a feeling for what images 
communicate outside your 
intended meaning. This takes 
practice, but it’s worth taking a 
step back from time-to-time to 
check the images you are using.

NUMBER 5:
USE GOOD QUALITY PHOTOS AND GRAPHICS

#TopTip:
Try to not 

stretch 

images… it’s always 

best to cro
p them 

to fit the s
pace 

you’ve allott
ed 

them!

COMPARE AND CONTRAST:  
HIGH RESOLUTION (LEFT) VERSUS LOW 
RESOLUTION (RIGHT) VERSION OF THE 
SAME IMAGE. THIS REALLY HIGHLIGHTS 
THE NEED TO USE THE BEST POSSIBLE 
IMAGE QUALITY.

A GREAT STARTING POINT  
FOR YOUR IMAGE SEARCHES, 
TRY THE FOLLOWING: 

•  HTTPS://PIXABAY.COM 
•  HTTPS://UNSPLASH.COM

return to contents return to contents
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https://unsplash.com
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It’s important to keep your learners 
focused on the learning journey, 
rather than the images you are 
showing them.

When you have a selection of 
quality photos, make sure your 
images are relevant to the learning 
journey topic.

For this reason you should avoid 
using abstract or conceptual 
images in your learning journey. 
These can often confuse the learner 
and distract from the subject in 
hand. What’s clear to one person 
may not be immediately clear to all.

For example, if you are talking 
about sales targets in general, 
avoid using an archery related 
image. (Obviously, unless your 
learning journey is “how to sell 
archery equipment”.)

This is less important with 
illustration. With a drawn style,  
it’s easier to communicate abstract 
concepts, without being taken too 
literally. 

Let’s use the targets analogy 
again. When we draw a target, in 
a cartoon style, it is less focussed 
on the archery, and more on the 

overall concept of a target. Using 
an icon of a target with an arrow 
in, is much more appealing and 
less confusing than a photograph 
of one.

This is the approach we have taken 
here at aNewSpring. We employ 
one single illustrative “doodle” style 
across all our communications, on 
and off-line.

In short, keep your images 
relevant, rather than pretty. If 
you can’t find a relevant image, 
consider commissioning a 
photographer or illustrator to help 

start building a library of your own 
exclusive images. This will help 
communicate exactly what your 
concepts and learning journeys are 
all about. 

NUMBER 6:
USE RELATED IMAGERY WHERE POSSIBLE.

ILLUSTRATED ON THE RIGHT:  
DEMONSTRATION OF THE POINT, 
PHOTOGRAPHS ARE MUCH LESS OPEN TO 
INTERPRETATION THAN AN ILLUSTRATION.

return to contents return to contents
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In this guide, we’ve already 
mentioned breaking up your 
learning journey into smaller, more 
manageable, pieces is a great way 
to help learners take in, and review  
what they learned as they go.

Keep the chapters from becoming 
monotonous by inserting imagery 
to help slow down the pace at which 
the learning journey is flowing.

For example magazines and books 
have used this technique for many 
years. In a magazine, we may 
see a two page spread with an 
epic, on-topic, photograph which 

makes us stop flipping through. 
We stop… admire the photo, collect 
our thoughts, and then move on. It 
really helps with a sense of pace. 

By using breaks in the learning 
journey it will be much easier to 
control the pace and help the 
learner absorb what they just read.

A video which reviews what we  
just learned or which introduces 
the next section is a great way  
to increase engagement.

Engaging your learner is an 
important part of the process. 

As we become used to working 
remotely, face to face conversation 
via a screen is becoming the norm. 

By using video you can help give 
the impression that you are in 
conversation with the learner 
which is a great way to engage 
them, while you slow the pace 
down too.

Coupled with the rapid advance of 
technology, we have the ability to 
produce very good quality video, 
with just a mobile phone and a 
well positioned desk lamp.

NUMBER 7:
BREAK UP YOUR LEARNING JOURNEY WITH IMAGERY AND VIDEO

DEMONSTRATION OF VIDEO BEING MORE 
APPEALING THAN A SCREEN OF TEXT. 
AN ENGAGING VIDEO WILL ALLOW A 
LEARNER TO ABSORB MORE INFORMATION. 
HOW MUCH OF YOUR TEXT CAN BE 
TRANSFORMED INTO A VIDEO SCRIPT?

return to contents return to contents
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In this guide, we’ve already 
mentioned colour palettes a few 
times. Here we’ll expand on them.

Colour is something that will help 
with your consistency and overall 
brand look and feel… more than 
you may think. There are whole 
shelves of books written about 
colour theory, so we won’t go there.

Our goal here is to help you use 
colours in a way that ensures 
consistent recognition. 

If your organisation already has 
a style-guide which defines the 

colours you should use, then use 
those in your learning journey.

If you don’t have that style-guide, 
and need to build your palette, 
then we need to consider a few 
other things before we continue.

First, see what colours your logo 
is made from. Usually that will 
contain at least two prominent 
colours, which should form your 
base. You can call these your 

“primary colours”.

Secondly, pick two colours which 
compliment those primary colours. 

This gives your selection more 
visual strength. These are your 

“secondary colours”.

Lastly, if the colours you have 
chosen are all relatively light, then 
select a darker colour in sympathy 
with those four base colours.

This is the simplest way to develop 
a consistent colour palette for your 
learning journey.

For help and guidance in this 
please check the links below:

• https://color.adobe.com

NUMBER 8:
USE A CONSISTENT COLOUR PALETTE

#TopT
ip:

Draw inspi
ration

 

from what’s 
aroun

d… 

find t
hings 

that 

repres
ent y

ou or 
 

your b
usines

s and
 

start 
there

!

(Pantone 128C)

PRIMARY 
COLOURS

SECONDARY 
COLOURS

HIGHLIGHT 
COLOUR

FINAL 
COLOUR 
PALETTE

(Pantone 255C)
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All great design systems are built 
using a grid to keep everything 
consistent and legible.

The aNewSpring PlusEditor helps 
you by providing you with a very 
easy to use grid based system.

Defining a grid will allow consistent 
positioning of your images and text. 
In turn this will aid the way your 
learners absorb the information in 
your learning journey.

When using grids, don’t make 
your text too wide. Generally wide 
columns of text are harder to 

read at body copy sizes. Narrower 
columns help to keep your text 
short too, which allows more space 
for any visuals you may wish to use 
to aid your communication.

Narrow columns in newspapers are 
usually used to help the speed of 
reading. This is a good thing, but 
can also give an indication of throw 
away information.

Another great use for gridded 
design systems is being able to line 
things up easily. Every time you 
build a learning journey on a grid, 
it will have a much more pleasing 

visual harmony, than if you don’t 
use a grid.

Lining up an image with the top of 
your texts, or underneath your logo, 
helps keep things from feeling 
thrown onto the screen.

NUMBER 9:
USE THE BUILT IN GRID SYSTEMS

ANEWSPRING’S PLUSEDITOR, 
ALLOWS RAPID BUILDING OF 
LEARNING JOURNEYS ON A GRID 
BASIS. BUILDING ON THIS GRID 
HELPS YOU MAKE CONSISTENT 
SECTIONS QUICKLY.

#TopTip:
When designing,  

make sure you lin
e 

items up with each 

other… it helps make 

reading easier.  

A grid helps kee
p 

that order!
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Consistent typography is incredibly 
useful in aiding recognition across 
all your online and offline materials.

As with most of the items we 
cover in this guide, if you have a 
company style guide, or identity 
guidelines, they will probably cover 
typography or at least font usage.

A good starting point, if you don’t 
have a style guide, is to look at your 
website. Try to identify that font 
and ensure you utilise it. 

There is an old printers’ adage that 
“good typography is invisible”. 

We like to think of it as holding the 
readers’ hand as you guide them 
through the words you’ve written.

This way, seeing yourself as a guide 
makes it easy to improve.  
If you sit back and read them out 
loud, you will be able to see where 
improvements is needed too. 

By doing this across your learning 
journey, you will improve the quality 
of your design. Simply by making it 
more readable.

Where to start? Look at your 
headings. Pick out the longest 

heading in all your texts and set 
that as a headline style. Conform 
all your other headings to this size. 
Instant consistency of headlines.

Follow this up with your body text. 
Keep a consistently legible size, 
never waver from this. If one page 
has so much text that you need to 
make the size smaller, then edit the 
text down, it’s too long.

Legible text is the most important 
tip in this guide. With only a 
little effort you can upgrade the 
legibility,  simply by maintaining  
a simple typographic standard.

NUMBER 10:
CONTROL THE TYPOGRAPHY IN YOUR LEARNING JOURNEY

#TopT
ip:

Don’t 
be tem

pted 

to use
 too m

any 

typefa
ces! U

sually 

two good
 fonts

 with 

a few
 weigh

ts will be 

absolu
tely f

ine! #BonusTip:Check to see 
which typefaces are 

available at:
fonts.google.com

All are available on 
our platform!!

Headline Font Choice
Your secondary typeface can be bold, but should not 
shout louder than the Headline. This should always be 
one chosen in sympathy with the primary typeface.

A lighter weight of the secondary typeface, should be used to communicate the rest 

of your texts. Remember… it’s about hierarchy.

 • Inset your bullet points,

 • Limit them to just the important facts,

 • Keep your line length short.
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When making design choices, it’s 
important to not keep second 
guessing yourself. 

Building and perfecting your 
learning journey for hours, it’s often 
tempting to look back and keep 
tweaking the elements slightly.

This leads to problems which slowly  
start to erode the consistency of 
your masterpiece.

For instance, changing the colour 
of a heading on one page, because 
you feel it suits better, will alter the 
overall consistency of your learning 

journey and lead to it standing out 
from everything else, too much.

Once you’ve done that in one 
section it becomes easier, in your 
mind, to alter more and more little 
things. This will start to lose the 
discipline in your branding, and 
your design will start to unravel.

Avoid this, by pressing on with the 
rest of your learning journey build. 
You should make notes of all the 
things you are reconsidering, then 
start to solve the issues in one go. 
It’ll help avoid the slow erosion of 
the style you’ve set in place.

A tip we always give clients on any 
job, if they are unsure, is to leave it. 
Walk away and come back to it in 
the morning.

Viewing your work with fresh eyes 
will help you alter your perspective 
on the issues you were tinkering 
with previously and usually the 
best solution to those issues too.

NUMBER 11:
CLICK SAVE AND COME BACK TOMORROW.

return to contents return to contents
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GRID: A basis upon which designs 
are built to promote consistent 
layout and design.

TYPEFACE: A typeface design of 
lettering style, which can include 
variations such as weight, italics 
and width.

FONT: Each weight or style of letter, 
contained as a variation, within the 
typeface family.

PANTONE COLOUR: Pantone is a 
brand name of colour matching 
system in common use globally 
to specify ink colours Sometimes 

referred to as “Spot colours”, 
Pantones are regarded as industry 
standard for print, in the same way 
RAL is used for Paints.

CMYK: Cyan, Magenta, Yellow 
and Black. The 4 colours used 
in standard “process” print ink 
set. Sometimes referred to as 
the “additive set”, as you build the 
colour to black by adding inks.

RGB: Red, Green and Blue. The 
3 colours used on screen based 
devices. Sometimes referred to as 
the “subtractive set” as reducing 
the colours ends in a black colour.

HEX COLOUR: Colour specification 
mode using the hexadecimal 
method to replicate RGB colours in 
a shorthand code.

TYPOGRAPHY: The art of 
arranging written letter forms into 
attractive and most importantly, 
legible, texts.

TONE OF VOICE: The manner in 
which your texts are written. It’s 
extremely important to maintain 
a consistent tone of voice, to help 
students feel at ease. In the greater 
use it’s how your communicate to 
the outside world.

LOGO: The outward facing 
representation of your brand. It’s 
one of the things that combine to 
make your brand, it isn’t your brand.

BRAND: Your brand is the 
combination of everything you 
stand for, what you can do and 
who you are. It’s a complicated 
thing to explain in a short text, but 
if you want to retain consistent 
recognition, then you must 
maintain your brand across all 
your communication channels.

RESOLUTION: All photographs are 
made up from a series of coloured 

squares, called pixels. The number 
of pixels contained in an image 
is a reference to it’s resolution. 
The more pixels, the higher the 
resolution. That said, simply adding 
pixels, does not increase an images’ 
resolution, it merely breaks down 
the quality of the original.

SVG: An, “SVG” file is a vector 
format, which is made of a series of 
mathematical points, and curves 
drawn between them. This is 
independent of resolution and can 
be scaled up much further than a 
pixel based format.

WATERMARK: A faint mark 
on images, which is used to 
claim copyrights, or prevent 
unauthorised use.

STYLE-GUIDE: A guide produced 
to help maintain your visual rules. 
This will often cover logo usage, 
colour specifications, typeface use 
and the basics. A brand guide often 
goes way further by covering the 
tone of voice and defines the brand 
in terms of it’s personality. 

CROPPING: The process of 
removing any information from a 
photographic image by removing 

BONUS EXTRA:
GLOSSARY OF TERMINOLOGY
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This quick guide was written by Mark Allsebrook, an 
English art director with over 25 years of experience 
in designing for business and brand. Based in 
the middle of Rotterdam, he runs a strategically 
considered visual communication agency with his 
two business partners. If you want great, professional 
looking learning journeys, or if you need help 
improving your brand, identity or communications 
materials, then by all means send a note to:

mark@everybodycandesign.com 
everybodycandesign.com

Published by: 
aNewSpring 
Westblaak 180 
3012 KN Rotterdam 
the Netherlands

anewspring.com

ABOUT THE AUTHOR

EVERYBODY HELPS OTHER 
PEOPLE COMMUNICATE

COLOPHON
it from the image or hiding it from 
the viewer.

COLOUR PALETTE: A selection 
of colours which you can select 
from for your materials to retain 
consistency.

CLEARSPACE: The defined area 
around your logo which helps keep 
elements from interfering with 
your logo and it’s clarity.

CONTENT: Simply the stuff you 
want to put in your learning 
journey. From drawings and 
photographs to texts and videos, 

it’s all classed under the catch all 
term, “content”.

PROPORTIONS: The aspect ratio 
of elements in your content, but 
more-often-than-not, used to 
describe images or logos. Retaining 
sensible proportional relationships 
between your elements, will help 
keep a nice visual harmony.

IMAGE RIGHTS: The laws around 
the copyright of images and their 
usage. Often it’s OK to give a credit, 
but it isn’t OK to just take any 
image you like. Familiarise yourself 
with image rights!

RESOURCES: The items you place 
in your learning journey that you 
didn’t create or build yourself. 
A couple of great starting point for 
free use picture resources are:

•  https://pixabay.com 
•  https://unsplash.com

PLEASE NOTE: As with all 
stock imagery, please read and 
familiarise yourself with the terms 
and conditions under which you 
download and use the images 
from those and any other websites. 
(See “IMAGE RIGHTS”)

BONUS EXTRA:
GLOSSARY OF TERMINOLOGY
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