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Introduction

Welcome to the MoneyHelper brand guidelines.

Our identity is one of our most valuable assets, helping
people to understand, find and engage with us.

So please take care of our brand and use it with
consistency and coherency through the guidance
provided in this document.

You will find everything you need to know for designing
and producing your communications.

For any queries please contact
BrandandMarketing@maps.org.uk

Digital style guides can be provide upon request.


mailto:BrandandMarketing%40maps.org.uk?subject=Brand%20and%20marketing

About the Money and Pensions Service

The Money and Pensions Service (MaPS) brings together three respected
financial guidance bodies: the Money Advice Service, The Pensions Advisory
Service and Pension Wise. MaPS is an arm’s-length body sponsored by the
Department for Work and Pensions, established at the beginning of 2019,
and also engages with HM Treasury on policy matters relating to financial
capability and debt advice.

Our mission is to ensure everyone in the UK can easily access the information
they need to make the right financial decisions for them throughout their lives,
making the most of their money and pensions. 2019/20 is our transition year,
and started with a UK-wide listening phase to help shape our UK Strategy for
Financial Wellbeing.

MaPS is the largest single funder of free debt advice in England and also
works alongside partners across the UK to make debt advice easier and
quicker to access, and to improve standards and quality across the sector. We
lead innovation by managing an extensive research and evaluation programme
to help underpin decision-making related to financial wellbeing for consumers.

MaPS acts as our corporate brand that speaks with our employees, partners
and stakeholders.

MoneyHelper is our direct to consumer brand
moneyhelper.org.uk


https://moneyandpensionsservice.org.uk/ 

Welcome to our MoneyHelper consumer brand

On our consumers’ side

We're not just talking about people’s money, but also their livelihoods,
happiness and all-round wellness.

Fortunately, we're ideally placed to be impartial and champion our consumers,
helping people make informed decisions about their money and pensions
without bias. MoneyHelper is from the Money and Pensions Service, part of HM
Government. Government has set us up as an arm's-length organisation to be
a trusted, free source of information and guidance. What we do can’t be found
anywhere else and we don't sell anything. Our work is funded by a levy on the
financial services industry and pensions schemes.

MoneyHelper is the main way we reach out and support people. It’s the public
face of our organisation.

moneyhelper.org.uk


http://moneyhelper.org.uk

Our consumers

Struggling audiences Squeezed audiences Cushioned audiences
People who struggle Working age people The most financially

to keep up with bills and with significant financial resilient group with the
payments, and save to commitments, but highest levels of income
cover the unexpected. relatively little provision and savings and the

They are the most likely to  for coping with financial lowest proportion of over-

be over-indebted. shocks. indebtedness.






Our story

Being better with money is good for everyone, but too often it’s easier to let
this go. Pensions can feel distant. Debt can be too daunting and draining to
tackle. Saving can often be left to another day. The financial world is personal,
but jargonised. Important, but ignorable. But it doesn’t have to be this way.

What if more people in the UK could cut through that fog of incomprehension
and apprehension to move on with their lives2 What if they treated their
money differently, so it worked in their best interests? What if they knew

how to get out of financial difficulties, see out difficult times and put
themselves in a better place?

That’s where MoneyHelper comes in. Here to help people see their money
more clearly, whatever their circumstances and outlook. Here to listen, ask
questions, illuminate, explain and direct. Here, so people know what to do next
and nudge them to act. Whether that’'s someone intimidated by money
matters, blinkered by blissful ignorance, a little too happy-go-lucky or
over-confident with their ability.

MoneyHelper brings a clarity to money matters, giving people the knowledge,
skills and tools they need to take control. Clarity that empowers people to
move forwards. Clarity that makes everyone better off. Individuals, families,
communities, businesses and the nation.



Our core brand idea

Our core brand idea is the one single-
minded idea that sits at the heart of our
brand. It reminds us what we are here to
do and the benefit for our consumers.

Clarity that
empowers

MoneyHelper makes money matters clearer,
so you can take control and move on with
life. Whatever your circumstances,

we’re on your side and free to use.

What we do

We help people make sound financial decisions throughout
their lives and encourage them to make changes that improve
their financial wellbeing (see box, below).

How wedoit

We open up information and guidance on money
and pensions to everyone in the UK. We make sure this
is clear and readily available.

We do this directly through MoneyHelper and by pointing
people to partner services. Support is free, whether that’s online,
through digital channels, over the phone or face to face.

Why we do it

So everyone in the UK can make the most of their money
and pensions. This is good for individuals, families,
communities, business and the nation’s economy.

What we mean by financial wellbeing

Financial wellbeing is about feeling secure and in control.
It is knowing that you can pay the bills today, can deal with
the unexpected, and are on track for a healthy financial
future. In short: confident and empowered.




Our values

Our values inform everything we say, do and offer. They are guiding
principles that shape every aspect of our business.

& O GO

We are caring We are transforming We are connecting
We care about our We are committed We will transform lives
colleagues and to transforming lives  through our ability

people whose lives we and make a positive to make positive
are here to transform. societal impact. connections.
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Our personality

Our brand personality helps to clearly demonstrate
who we are and encourage customer engagement.

Straightforward
Making complicated matters clear
and understandable

Solver
Keen to get your problem solved

Expert
Knowledgeable and expert, but not a boffin

Empathetic
Taking time to understand your situation,
working in your interest




Our brand framework in a nutshell

Our brand framework is the lens
we look through. A framework
that informs everything we say,
do and offer.

At the heart is our core brand idea
that guides us. Our values inform
our behaviour and the experience
our customers receive. And our
personality demonstrated how
we express ourselves both visually
and verbally.

Nation of Saverg

Everyone
making the most

of their money
and pensions

PERSONALITY

AGENDAS FOR CHANGE

12



Our brand architecture

Corporate brand
- Speaks with employees,
partners and stakeholders

Consumer brand
- Speaks directly with consumers

Top level categories

Sub categories

Money &
Pensjions
Service

Money
YHelper
Pensions

Money
YHelper .
Debt & borrowing

Mon
'*Helgver

Savings

Money
“Helper
Work

Employment
basics

Benefits
Redundancy

Universal
Credit

Mon
‘iHeI;ver

Homes

Money
‘iHelhper
Lite & family

Money

Y|

Helper

Everyday life

13






Our logos

Master logo Money
Category logos Money Money
ey o9 YHelper “YHelper
Pensions Debt & borrowing
Money Money Money
YHelper “Helper “Helper
ork Homes Life & family

Endorsement logos

Money & @
Pensions

Money
“Helper
Savings

Money
“Helper
Everyday life

Service HM Government

All our communications
include some form of
MoneyHelper logo; master
for all initial contact and
communication and
category for following
communications.

We have endorsement
logos, where one or both
will also be included.

The following pages will tell
you where.



Our master logo

Stacked

Landscape

Money
“Helper

“MoneyHelper

Helpwr
“Arian

“HelpwrArian

Our logo comes in two
formats. The primary

and preferred option is
stacked, but where it's not
possible to use, please use
the horizontal format.

The logos are available in
English and Welsh. They
are also available in white
and black. The black
version should only be
used for mono prints.

We always lead with the
MoneyHelper logo for
primary communications
(first time people see
something from us e.g.
website, printed quides,
paid/acg communications).

16



Our master logo in
bilingual collateral

Helpwr | Money
“Arian | “Helper

If creating bilingual
collateral, use both English
and Welsh logos, with the
Welsh logo leading.

17



Our logo matrix

Positive

English Money
“Helper
“MoneyHelper

Welsh

Helpwr
YArian

“HelpwrArian

Negative

Money
“Helper

YMoneyHelper

Helpwr
YArian

YHelpwrArian

Here's a matrix of all logos
that are available to use.

18



Usage of our logo

Just a few rules to help you use our logo

[USION ZONE &5 frtrtrtrssesesesessececees pguee s gugrstesttitetiitittitettaee
Exclusion zone : :

To help make sure our

logo has maximum impact,
we like to have clear

zone where other assets
: : shouldn't enter. The space
: : is measured using the 'M'’

height from 'Money.

YHelper

Minimum size

There may be situations
yoney hMoneyHeIper where there is limited
Helper space. To cater for this, the

logo can be scaled down

Print: 25mm width Print: 47mm width to these minimum sizes.

Digital: XXpx width Digital: XXpx width




Master logo positioning

Money
“YHelper

Money
YHelper

Money
YHelper

Positioning is key

to keeping the
communications
consistent. We always try
to keep the logo bottom
left. We understand
there will be occasions
where this doesn't work,
like business cards or
letterheads.

20



Our category logos

Money
YHelper
Benefits

Money
“YHelper
Family & care

Money
“Helper

Pensions

Money
“Helper
Everyday money
Money Money
“Helper “Helper
Homes Money troubles
Money Money
“Helper “Helper
Savings Work

Second level category
logos have been developed
to signal the different
areas of advice in
communications.

We lead with category
logos on secondary
communications (when we
know people are already
aware of us) e.g. contact
centre confirmation emails,
newsletters people signed
up for.

We also lead with
MoneyHelper pensions
category logo on
internal pension related
communications.

MoneyHelper suggested
sizes, exclusion zones and
positioning applies to the
category logos.

21



Our category logos

Alternatives toreleasing
equity

You should have received | = with your l end it policy
statement telling you whether your policy is on track to repay your mortgage.
Th lled reprojection letters. The | will tell you:

* theamount of any expected/  Lorem ipsum dolor

ny one of these things:

Il you how your money

ould be invested and

plain the rigks involved
plain that an endowment
plicy is a long-term
pmmitment that often gives
poor return if you cash itin

by

Making them
of your money

* your age
* your income

* how much money you want to
release

= your plans for the future.

‘When releasing equity, it's
tempting to focus on the
immediate boost you will get
from the money you unlock.

Ucils ma saperunt venis namet
lic tem lit volorum untiae quaspit
atibus duntio gue rest, veribus
clipsae ommeod quam ut verspit,
nemporro vellest odi cullictur
andae. Nam re aut quistorro te
quaectet as dolupta voluptatio
officaborum in re, siti doluptae
se dollatia seque voluptatus velit
quam et faces nobitas
sundiatem reperora sum et

utla sectati oriosam aut aut et
optas quias alitat.

Dunderibusa vitiore

Busanti blam, totas que el
fusdam explace rsperum quaturi
taspienderro mos doluptatur?
Qui a et guam fugiat mo beatur?
Quisitibus.

Busanti blam, totas que el
fusdam explace rsperum quaturi
taspienderro mos doluptatur?
Qui a et guam fugiat mo beatur?
Quisitibus.

Busanti blam, totas que el
fusdam explace rsperum quaturi
taspienderro mos doluptatur?
Qui a et guam fugiat mo beatur?
Quisitibus.

Busanti blam, totas que el
fusdam explace rsperum quaturi
taspienderro mos doluptatur?
Qui a et guam fugiat mo beatur?
Quisitibus.

‘You need to look at how it will
affect your future choices and
financial situation in later life.

For more information

Iper.org.uk/pensh

Money
YHelper
Penslons

When MoneyHelper leads,
the category logos can
still be used. They can

be attached to relevant
calls to action throughout
the collateral.

22



Endorsement

Money
“Helper

HM Government

We always use the

HM Government logo as
endorsement on consumer
communications (unless
space a major issue).

HMG acts as an
endorsement to
MoneyHelper and provides
gravitas and trust for our
consumers.

The HMG logo should be
positioned at distance
away from MoneyHelper.

The maximum size of
the HM Government
logo should be between
1and 1.5x M's (from the
MoneyHelper logo)

in height.

23



Endorsement

Money
“Helper

et et

Debt related title here from your home is one
of the guides available from MoneyHelper.

This publication is available in Welsh. To see this
and our full range of guides and request copies
visit moneyhelper.org.uk/freeguides

Money Advice Line 0800138 7777*
Mon Fri 8am to 6pm

Typetalk 180010800 915 4622
Mon Fri 8am to 6pm

WhatsApp +44 7701342744
Webchat moneyhelper.org.uk

M8ney
'-’Hslper& o oW

Fyouwoud kethsgude nBraille, arge pr ntor aud o format p ease contact
us on the above numbers Informat on correct at t me of pr nt ng (April 2021)

These gu des are rev ewed once a year.

*Calls are free. To help us maintain and improve our service, we may record

or monitor calls.

@ MoneyHelper April 2021 Ref:DRTH Apr2i_Ed1_Eng

MoneyHelper sometimes
needs an endorsement

by having the MaPS logo
present. We use the
‘provided by’ logo for this,
and preferably the full blue
version. The logos work
better when apart from
each other, like here in
opposite corners.

We use the MaPS logo on
consumer communications
whenever there's space to
do so, in a non-prominent
position, for example

the inside cover, back
cover or bottom right

of a front cover.

The size of the MaPS logo
should be between 1-15x
the height of the ‘M’ from
the MoneyHelper logo.
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Our products and services

Money
Navigator
Tool

Word mark

| Money

| Tool

Navigator

When MoneyHelper is
communicating a product
or service, there are
bespoke word marks and
icons used. The word mark
is always in Roobert Bold
and MoneyHelper Blue, and
the icon in a secondary
colour. The two are never
used together as one
mark (Pension Wise an
exception).

The relationship between
the product/service mark
and the MoneyHelper

logo works best when the
MoneyHelper logo is smaller
than the product/service
mark. Calculations below:

Product/service over two
lines; MoneyHelper logo
half the size. Product/
service over three lines;
MoneyHelper logo a third
the size.

25



Our products and services

o X

Pe_nsion

Money
“Helper

Pension .
Wise BT

ICE T T PR PO

Have you had your free Pension Wise
appointment?

Pension Wise is a free and impartial service from MoneyHelper, a new government backed
organisation. The service helps you understand what you can do with your pension money.

firy ey ivriona o e lo- T appeossirerty o our Fegfily Saered eshemoorahy
T MPpAe el B0 O (uet I Defimed CONPERAOR (CariOndl 1 sOrRithe!
CRREOA Yok S8 MO BEN0E YO (AR ODLOPS O Ded aslams

vou'¥ et

= PEiERcE o8 how 10 P Tl Dt 08 OF FOuE TRy

& PADATANCE B L e TR Tuy B0 plngd iR

& Wh Do QEBeg T Dt el IS0uing how 1) i SeodetS
=l WPpRTek pleala ds] Feml

B 0aF of v3 peopke who havn hasl 8 Peracn s sprosrtTen! souk] iscomeene &
B et sad farnly w0 2ok youns row iVere Dohng braed i eaeg o

oy Iniialy

Fode Cottrell

Aale Commres
S @ TRy Ll

Parrson dne

S

ol ol o —

Get your free appointment now

TN sy 10 DOall ponge i el prdl ChO0ne s OF Dl BOBOw

5 0200 200 1900 seren rom
) www moneyhelpecorg u/penslomwl Money
“YHe per

Pension Wise is an
exception to the rule,
where the word mark and
icon are linked together.

The relationship between
the Pension Wise mark
and the MoneyHelper
logo works best when
they are equal. The
MoneyHelper logo should
always be preceeded by

‘A service from' on Pension
Wise collateral.

Category logos are not
needed on Pension Wise
communications.

26



Our products and services

(A)

Money
“Helper

Pension
Wise

Lead with MoneyHelper and visually
represent Pension Wise
at a secondary position

Establishes MH as lead

Used when the communication
must be MH lead communicating
about PW

(5]

Pension
Wise

A e frem

Money
YHelper

Lead with Pension Wise and visually
represent MoneyHelper in supporting
and endorsing role.

Clearly PW leads as service
Connects to MH

Used on PW specific touchpoints
when communicating the service

It can vary, as to who leads
a communication.

O MoneyHelper as the
Masterbrand leads when
speaking about Pension
Wise as its service.

@ Pension Wise leads
when speaking directly
with consumers
through Pension Wise
communications.



Our logo co-branding

Money
“Helper

% BARCLAYS

Money
“Helper

% BARCLAYS

When MoneyHelper is
leading a co-branding
exercise, the logos should
be separated with the
space of two 'M'sand a
dividing line (50% black)
inbetween. The dividing
line should the height/
width of the tallest/widest
logo. MoneyHelper should
always lead.

28






Our colour palette

Primary colours

MoneyHelper Blue

C:100 M:91Y:0 K:2
Pantone 2736C

R:15 G:25 B:160
#0F19A0

Secondary colours

MoneyHelper Yellow

ChHM:0Y:84 K:0
Pantone 394C

R:240 G:240 B:90
#FOFO5A

MoneyHelper Blue Black
C:100 M:72 Y:0 K:73

Pantone 282C

R:0 G:11B:59
#000B3B

MoneyHelper Magenta

C:20 M:90 Y:0 K:0
Pantone 240C

R:200 G:42 B:135
#C82A87

MoneyHelper Teal
C:44 M:0 Y17 K:0
Pantone 3242C

R:111 G:216 B:216
#6FD8D8

MoneyHelper Purple

C:52M:99 Y:0 K:0
Pantone 2070C

R:145 G:0 B:148
#910094

Primary colours

We have two primary
colours that should

be present on all
communications.
MoneyHelper Blue
should be the key colour.
MoneyHelper Magenta
should be used only

for arrows and elements
of text.

Secondary colours

We have a range of
secondary colours to
support the primary
colours. These are used
to help highlight and pull
out elements.

30



Our colour palette

Money Money Money Money Heres a guide to help you

Helper Helper Helper Helper know where you can use
Magenta Yellow Teal Blue Black our colours.

Hero graphic ®

Infographics o o O O

31






Our typeface

Primary typeface Primary typeface

We use Roobert as our
primary font. The family

has multiple weights, the
main ones used being
Regular for body copy and

bold for headlines.

Light Light Italic e

Reqular Regular Italic Our secondary typeface
Calibri is used where

Medium Medium Italic Roobert is unavailable.

. . . Examples of this are office
Bold Bold Italic Powerpoint and emails.
Heavy Heavy Italic
Secondary typeface

Calibri




Using our typeface in print

Main headline
example copy here

Single line main headline

Subheader 1
example copy here

Subheader 2
example copy here

Subheader 3
example copy here

We try to keep to four
levels of headlines. These
headlines are always in
blue, 90% black or white.
We have -20 tracking
and leading is always at
most 2 point sizes above
the font size.

Where the main headline
has more than one line of
text, a nudge (calculation
below) is applied to the
first line. If it is a single line,
no tab is needed.

Where the remaining three
styles have more than one
line of text, the nudge is
applied to all lines except
for the first line. These
headlines are preferably

in blue or white, but also
can be in 90% black or
magenta.

Nudge spacing in mm
= Font point size x 0.2
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Using our typeface

Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro
copy intro copy intro copy.

Body copy text body copy text body copy Body copy text body copy text body

text body copy text body copy text body copy text:

copy text body copy text body copy text body

copy text. 0 Quote copy text quote copy text quote copy text

quote copy text quote copy text quote copy text.
Body copy text body copy text body copy
text body copy text body copy text body

copy text body copy text body copy text body Body copy text body copy text body copy
copy text body copy text body copy text text body copy text body copy text body

body copy text body copy text body copy text. copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Name text name text body

0 ® Bullet copy ® Bullet copy

® Bullet copy
Body copy text body copy text body copy

Body copy text body copy text body copy text body copy text body copy text body
text body copy text. copy text body copy text body copy text body
copy text body copy text body copy text
Important information body copy text body copy text body copy text.

Body copy text body copy text body copy text
boghy copy text body copy text body copy text
body website.com copy text body copy text

body copy text body copy text body copy text

Detailed/case study content body copy text body copy text body copy text.

GCall to action website.com

"') Call to action website.com

Call to action copy

To keep the brand consistent,
we have a few rules around how
we layout out type.

A.

B.

Keep body copy in regular
and intros in bold.

Bullets are dots, coloured in
preferably magenta. White on
dark backgrounds.

. Hyperlinks are in bold, to give

stand out, but not too much.

. Quotes have a nudge (indent)

and are in italics.

Call to actions can
either be pulled out in
magenta, or with

a MoneyHelper arrow.

Pull out copy can be
contained in coloured boxes
using one of our secondary
colours. Teal for calls to
action, purple for detailed
content and yellow for
important information. We
avoid using yellow call outs
directly over blue, so try

and keep these on a white
background. You can still use
teal, or purple over blue.

35


https://website.com
https://website.com
https://website.com

Using our pull out boxes

Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro

copy intro copy intro copy.

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text.

Pull out copy

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Body copy text body copy text body copy text body copy
text body copy text body copy text body copy text body
copy text body copy text body copy text body copy text
body copy text body copy text body copy text body copy
text body copy text body copy text body copy text body
copy text body copy text.

Body copy text body copy text body
copy text:

Quote copy text quote copy text quote copy text
quote copy text quote copy text quote copy text.

Name text name text body

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text
body copy text body copy text body copy
text body copy text body copy text body
copy text.

\

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Pull out boxes come in
two forms, small and
large. Where there is small
amount of copy (around

3 or 4 lines), use the solid
colour pull outs in the
colour required. Where
there is more text, use the
outline version in the colour
required. This helps the
hierarchy of the page

and content.

The outline stroke should
be around 3 point and
keep the rounded bottom
left corner.
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Using our typeface

£0interest paid

£50 interest paid

£100 interest paid

Fullinterest paid
each month

Value of property £250,000 £250,000 £250,000 £250,000
Amountborrowed £50,000 £50,000 £50,000 £50,000
Interestrate 6% 6% 6% 6%
Totalinterest paid £173,248.49 £153,425.54 £133,602.60 £71,362.51
over 25 years

Amountowed to £223,248.49 £203,425.54 £183,602.60 £50,000.00
mortgage company

after 25 years

Our table style is very clean
and clear. A bold blue filled
header row/column, with
supporting headers on
white but in bold.

All text should be left
aligned, apart from number
related content, which
should be right aligned and
to two decimal places.


https://50,000.00
https://203,425.54
https://223,248.49
https://71,362.51
https://133,602.60
https://153,425.54
https://173,248.49

Our grids

20mm

12mm

15mm

To cater for the various
35mm types of printed collateral
we have provided some
grids to help layout
designs.

For the smaller collateral,
width less than 210mm,
we have a 7 column grid.
For the larger collateral,
width equal to and more
than 210mm, we have

a 9 column grid. The
columns on both have
4mm spacing.

12mm
20mm
20mm

20mm

7 column grid for pages
less than 210mm in width

9 column grid for pages equal to
and more than 210mm in width

38



Usinggyr 7 column grid

Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro
copy intro copy intro copy intro copy.

Body copy text body copy text body copy text body copy text body copy text body
copy text body copy text body copy text body copy text.

Body copy text body copy text body copy text body copy text body copy text body
copy text body copy text body copy text body copy text body copy text body copy
text body copy text body copy text body copy text.

® Bullet copy
® Bullet copy
® Bullet copy
Body copy text body copy text body copy text:

Quote copy text quote copy text quote copy text quote copy text quote copy
text quoteq py text.

Name text name text body
Pull out copy

Body copy text body copy text body copy text body copy text body copy text body
copy text body website.com opy text body copy text body copy text body copy text
body copy text body copy text body copy text body copy text.

Call to action website.com

...v Call to action website.com

With small formats, we
tend to have the text flow
over one column.

The body copy carries on
the nudge thought, and is
indented by one column of
the grid.

Headlines, intro and
important text like the pull
outs use the whole width
of the page.
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Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text.

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

® Bullet copy ® Bullet copy

® Bullet copy

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text.

Pull out copy

Body copy text body copy text body copy
text body copy text body copy text body
copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Using our 9 column grid

Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro
copy intro copy intro copy.

Body copy text body copy text body
copy text:

Quote copy text quote copy text quote copy text
quote copy text quote copy text quote copy text.

Name text name text body

Body copy text body copy text body copy

text body copy text body copy text body

copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Body copy text body copy text body copy

text body copy text body copy text body

copy text body copy text body copy text body
copy text body copy text body copy text

body copy text body copy text body copy text.

Body copy text body copy text body copy text
body copy text body copy text body copy text
body website.com copy text body copy text

body copy text body copy text body copy text
body copy text body copy text body copy text.

Call to action website.com

"') Call to action website.com

On the larger collateral, we
tend to have the text flow
over two columns.

The body copy carries on
the nudge thought, and is
indented by one column of
the grid.

Headlines, intro and
important text like the pull
outs use the whole width
of the page.
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Our tone of voice

Tone of Voice Guidelines can
be provided upon request

Our words help people move on with their lives. We have one tone of voice for all sides
of the Money and Pensions Service. Each of our brand principles should be present in all our
communications, but can be adjusted to suit your audience and channel.

They’re the basis of our information and guidance.
They’re vital to realising our vision.

We want to see everyone in the UK making the most
of their money and pensions.

We have four key principles:

Clear
MoneyHelper gives people the confidence
to take control and move on with life

Real
MoneyHelper hits the nail on the head

Positive
MoneyHelper says ‘'you can now’ and shows you how

Supportive
MoneyHelper is an expert on your side
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Our hero graphic

To create ownable
communications, and help
consumers recognise the
brand, we have a distinct
hero graphic. This graphic
is taken from our logo. It
can be as versatile as you
need it to be, and can help
bring a communication to
life.

The arrow should have

a specific purpose to help
the reader highlight an
important element.

We have a few pointers
to help you use it on the
following page.
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Using our hero graphic

Lorem ipsum dolor
lorem ipsum dolor

Lorem ipsum dolor
lorem ipsum dolor
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Debitiam enit
conectianientut

Bk quovo ord ¢ s ematrmod 8
[

™ .
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Debitiam enit
conectia nientut

The larger the arrow,
the lower the tint (E).

Arrows are used to direct
to something, or show a
journey (A, B, C, E, F and Q).

Only use straight arrows:
from top to bottom or
from left to right (E and G)
or arrows with one curve
(A, B C and F), starting from
the top and curving to the
right. Minimum tint 30%.

The beginning of the arrow
is always cropped, either
by page, image or box.

The shape of the arrow can
be used large to hold text
and images (see D and H).

Please use original artwork,
and only adjust the length
of the stroke leading into
the arrow head.
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Our iconography

Our icons are clear and
concise. They are simple
and are outlines. We use

hints from the hero graphic
m ‘ ’ E H with rounded bottom left
== hand corners.
] ) ==
. There is a smaller size set

of icons available were the

standard size doesn't work.
—

We have a library of icons

to use, but if you need

guidance around creating

new ones, there are some
tips on the next page. Any
questions, please contact
BrandandMarketing@

E = @ maps.org.uk

=
D
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Creating our iconography

ooooooooooooooooooooooooooooooooooo

.
ooooooooooooooooooooooooooooooooooo

Start off with a 9x11 Create simple solid Turn this into an
grid icon outline (stroke =1
square of the grid)

Where possible, the Smaller detailed
bottom left corner elements can use a
should be curved (two thinner stroke (2/3
squares radius) square of the grid)

Here's a quick guide
on how we made an
example icon.
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Our infographics

Class 1 756

[s)]
(=

Class 2 4

Class 3 202

Class 4 289
Class 5 420 l

Class1 Class2 Class3 Class4 Class 5

70% 58% 96% 22% 38%
Class 1 15% Class 2 62% Class 3 89%

Rounded corner radius in
mm = 1/2 font point size  10pt Class 1 15%
0

5mm

Similarly to our icons,

our infographics are
uncomplicated, clear and
are linear based.

To make them more
ownable to the
MoneyHelper brand, we
continue to communicate
the thought of steering
people in the right
direction by using

a rounded bottom left
hand corner of the bars.

With infographics, we
can use the secondary
colours to help
differentiate statistics.
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Our photography

Real lives. Real people.
Real voices. Real stories.

Approach

Our photography is based
around the principles

real lives, real people, real
voices and real stories. We
steer away from staged
images, and lean towards
‘in the moment’ candid
shots.

Our imagery must always
be authentic and candid
showing real people in real
situations, in real moments
of their lives. Imagery
should never look staged
but reflect the real world
we live in and represent the
inclusive and diverse world
we live in.

Importantly, our
photography should be
optimistic and positive

in tone with a sense of
empowerment, confidence
and suggest an idea of
progression and the idea
of moving forward.
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Principles

- It's important that we
represent our consumers
through cultures, race,
religion, age, disabilities
and other diversities.

- As we are giving people
a nudge, and helping
people move on, so the
photography should have
a feel of movement and
motions. Whether that’s
an activity, or a job.

- We want to show that
people are in control
of their situation so a
confident and positive
tone in the situation and
activity of the shot.

- With close- up shots, it’s
important the image is
not too stock library.

- Clear space within
images is a must, not
for all images though.
This will help on the
homepage and brochure
covers in the placement
of copy.

- Subjects should be

shot in the number of
directions e.g. facing
rightin frame, the
direction of the arrow.
Although, there will be
certain circumstances
where this rule needs to
be skipped, for example
on the website, so the
person is looking at the
message, rather than off
the screen.

- The hues for the images

will become important.
They must be rich, subtle
with colour and to feel
slight gritty, documentary
in flavour to make the
images feel real and not
stock shots.
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How it all comes together

How to organise

your finances
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Money
YHelper

Digital style guides can be provided
upon request.

If you have any questions, please contact
our brand team at:

BrandandMarketing@maps.org.uk

@ Money &
Pensions
Service
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	Introduction 
	Artifact
	Welcome to the MoneyHelper brand guidelines. 
	Our identity is one of our most valuable assets, helping people to understand, find and engage with us. 
	So please take care of our brand and use it with consistency and coherency through the guidance provided in this document. 
	You will find everything you need to know for designing and producing your communications. 
	For any queries please contact 
	For any queries please contact 
	BrandandMarketing@maps.org.uk 


	Digital style guides can be provide upon request. 
	About the Money and Pensions Service 
	The Money and Pensions Service (MaPS) brings together three respected financial guidance bodies: the Money Advice Service, The Pensions Advisory Service and Pension Wise. MaPS is an arm’s-length body sponsored by the Department for Work and Pensions, established at the beginning of 2019, and also engages with HM Treasury on policy matters relating to financial capability and debt advice. 
	Our mission is to ensure everyone in the UK can easily access the information they need to make the right financial decisions for them throughout their lives, making the most of their money and pensions. 2019/20 is our transition year, and started with a UK-wide listening phase to help shape our UK Strategy for Financial Wellbeing. 
	MaPS is the largest single funder of free debt advice in England and also works alongside partners across the UK to make debt advice easier and quicker to access, and to improve standards and quality across the sector. We lead innovation by managing an extensive research and evaluation programme to help underpin decision-making related to financial wellbeing for consumers. 
	MaPS acts as our corporate brand that speaks with our employees, partners and stakeholders. 
	MoneyHelper is our direct to consumer brand 
	MoneyHelper is our direct to consumer brand 
	moneyhelper.org.uk 
	moneyhelper.org.uk 


	Welcome to our MoneyHelper consumer brand 
	On our consumers’ side 
	On our consumers’ side 

	We’re not just talking about people’s money, but also their livelihoods, happiness and all-round wellness. 
	Fortunately, we’re ideally placed to be impartial and champion our consumers, helping people make informed decisions about their money and pensions without bias. MoneyHelper is from the Money and Pensions Service, part of HM Government. Government has set us up as an arm’s-length organisation to be a trusted, free source of information and guidance. What we do can’t be found anywhere else and we don’t sell anything. Our work is funded by a levy on the financial services industry and pensions schemes. 
	MoneyHelper is the main way we reach out and support people. It’s the public face of our organisation. 
	moneyhelper.org.uk 
	moneyhelper.org.uk 
	moneyhelper.org.uk 


	Our consumers 
	Struggling audiences 
	Struggling audiences 
	People who struggle to keep up with bills and payments, and  save to cover the unexpected. They are the most likely to be over-indebted. 
	Squeezed audiences  
	Working age people with significant financial commitments, but relatively little provision for coping with financial shocks. 

	Cushioned audiences 
	The most financially resilient group with the highest levels of income and savings and the lowest proportion of over- indebtedness. 
	Our story 
	Being better with money is good for everyone, but too often it’s easier to let this go. Pensions can feel distant. Debt can be too daunting and draining to tackle. Saving can often be left to another day. The financial world is personal, but jargonised. Important, but ignorable. But it doesn’t have to be this way. 
	Our story 

	What if more people in the UK could cut through that fog of incomprehension and apprehension to move on with their lives? What if they treated their money differently, so it worked in their best interests? What if they knew how to get out of financial difficulties, see out difficult times and put themselves in a better place? 
	That’s where MoneyHelper comes in. Here to help people see their money more clearly, whatever their circumstances and outlook. Here to listen, ask questions, illuminate, explain and direct. Here, so people know what to do next and nudge them to act. Whether that’s someone intimidated by money matters, blinkered by blissful ignorance, a little too happy-go-lucky or over-confident with their ability. 
	MoneyHelper brings a clarity to money matters, giving people the knowledge, skills and tools they need to take control. Clarity that empowers people to move forwards. Clarity that makes everyone better off. Individuals, families, communities, businesses and the nation. 
	What we do We help people make sound financial decisions throughout their lives and encourage them to make changes that improve their financial wellbeing (see box, below). How we do it We open up information and guidance on money and pensions to everyone in the UK. We make sure this is clear and readily available. We do this directly through MoneyHelper and by pointing people to partner services. Support is free, whether that’s online, through digital channels, over the phone or face to face.  Why we do it 
	Our values 
	Our values inform everything we say, do and offer. They are guiding principles that shape every aspect of our business. 
	Artifact
	We are caring 
	We are caring 
	We are caring 
	We are transforming 
	We are connecting 

	We care about our 
	We care about our 
	We are committed 
	We will transform lives 

	colleagues and 
	colleagues and 
	to transforming lives 
	through our ability 

	people whose lives we 
	people whose lives we 
	and make a positive 
	to make positive 

	are here to transform. 
	are here to transform. 
	societal impact. 
	connections. 


	Our personality 
	Our brand personality helps to clearly demonstrate who we are and encourage customer engagement. 
	Our brand personality helps to clearly demonstrate who we are and encourage customer engagement. 
	Straightforward 
	Making complicated matters clear and understandable 
	Solver 
	Keen to get your problem solved 
	Expert 
	Knowledgeable and expert, but not a boffin 
	Empathetic 
	Taking time to understand your situation, working in your interest 

	Our brand framework in a nutshell 
	Our brand framework  is the lens we look through. A framework that informs everything we say, do and offer. 
	At the heart is our core brand idea that guides us. Our values inform our behaviour and the experience our customers receive. And our personality demonstrated how we express ourselves both visually and verbally. 
	Everyone making the most of their money and pensions VISION Claritythat empowers CORE IDEA Caring ConnectingTransforming VALUES Expert Empathetic Straightforward Solver PERSONALITY BetterDebtAdvice FutureFocus FinancialFoundations NationofSavers CreditCounts AGENDAS FOR CHANGE 
	Our brand architecture 
	Our brand architecture 
	Corporate brand 
	Corporate brand 

	-
	-
	-
	-
	 Speaks with employees, pa.ners and stakeholders 

	Consumer brand  
	Consumer brand  


	-
	-
	 Speaks directly with consumers 


	Sect
	Artifact
	Artifact
	Top level categories 
	Pensions Debt & borrowing Savings Work Homes 
	Artifact
	Artifact
	Artifact
	Artifact

	Employment basics 
	Bene†ts 
	Sub categories 
	Redundancy 
	Universal Credit 

	Artifact
	Everyday life 
	Ourlogo 

	Our logos 
	Our logos 
	Master logo 
	Master logo 
	Category logos 
	Pensions 
	Artifact

	Work Homes Everyday life 
	Figure
	Debt & borrowing Savings 
	Artifact
	Endorsement logos 
	Artifact
	All our communications include some form of MoneyHelper logo; master for all initial contact and communication and category for following communications. 
	We have endorsement logos, where one or both will also be included.  The following pages will tell you where. 

	Our master logo 
	Stacked 
	Stacked 

	Landscape 
	Our logo comes in two formats. The primary and preferred option is stacked, but where it's not possible to use, please use the horizontal format. 
	Our logo comes in two formats. The primary and preferred option is stacked, but where it's not possible to use, please use the horizontal format. 
	The logos are available in English and Welsh. They are also available in white and black. The black version should only be used for mono prints. 
	We always lead with the MoneyHelper logo for primary communications (first time people see something from us e.g. website, printed guides, paid/acq communications). 

	Our master logo inbilingual collateral 
	Artifact
	If creating bilingual collateral, use both English and Welsh logos, with the Welsh logo leading. 
	If creating bilingual collateral, use both English and Welsh logos, with the Welsh logo leading. 

	Our logo matrix 
	Here's a matrix of all logos 
	Artifact
	Negative 

	that are available to use. 
	that are available to use. 

	Positive 
	English 
	English 
	Artifact
	Artifact
	Artifact
	Welsh 
	Artifact
	Artifact

	Artifact
	Sect
	Artifact


	Usage of our logo 
	Usage of our logo 
	Just a few rules to help you use our logo 
	Exclusion zone 
	To help make sure our logo has maximum impact, we like to have clear zone where other assets shouldn't enter. The space is measured using the 'M' height from 'Money. 
	To help make sure our logo has maximum impact, we like to have clear zone where other assets shouldn't enter. The space is measured using the 'M' height from 'Money. 

	Minimum size 
	There may be situations where there is limited space. To cater for this, the logo can be scaled down 
	There may be situations where there is limited space. To cater for this, the logo can be scaled down 

	Print: 25mm width Print: 47mm width to these minimum sizes. 
	Digital: XXpx width Digital: XXpx width 
	Digital: XXpx width Digital: XXpx width 

	Master logo positioning 
	Artifact
	Positioning is key to keeping the communications consistent. We always try to keep the logo bottom left. We understand there will be occasions where this doesn't work, like business cards or letterheads. 
	Positioning is key to keeping the communications consistent. We always try to keep the logo bottom left. We understand there will be occasions where this doesn't work, like business cards or letterheads. 

	Our category logos 
	Artifact
	Second level category logos have been developed to signal the different areas of advice in communications. 
	Second level category logos have been developed to signal the different areas of advice in communications. 
	We lead with category logos on secondary communications (when we know people are already aware of us) e.g. contact centre confirmation emails, newsletters people signed up for. 
	We also lead with MoneyHelper pensions category logo on internal pension related communications. 
	MoneyHelper suggested sizes, exclusion zones and positioning applies to the category logos. 


	Our category logos 
	Our category logos 
	Alternatives to releasingequity 
	You should have received letters with your annual endowment policy statement telling you whether your policy is on track to repay your mortgage. These are called reprojection letters. The letter will tell you: 
	the amount of any expected/ 
	the amount of any expected/ 
	z

	Lorem ipsum dolor 
	When MoneyHelper leads, the category logos can  still be used. They can  be aŁached to relevant calls to action throughout the collateral. 
	likely shortfall 
	z
	z
	z
	z

	the options open to you 

	z
	z
	z

	what action you need to take. 


	If you haven’t received a reprojection letter, ask your policy provider for one. Read it and take action if you need to. 
	your age 
	z

	Dunderibusa vitiore 
	your income 
	your income 
	z

	Busanti blam, totas que el 


	iusdam explace rsperum quaturi release 
	z
	z
	z
	z
	z

	how much money you want to 



	taspienderro mos doluptatur? Qui a et quam fugiat mo beatur? 
	z
	z
	z
	z

	your plans for the future. 

	Quisitibus. When releasing equity, it’s 
	Quisitibus. When releasing equity, it’s 
	Busanti blam, totas que el 
	tempting to focus on the 
	iusdam explace rsperum quaturi 


	immediate boost you will get 
	immediate boost you will get 
	immediate boost you will get 
	taspienderro mos doluptatur? 

	from the money you unlock. 

	Qui a et quam fugiat mo beatur? Uciis ma saperunt venis namet Quisitibus. lic tem lit volorum untiae quaspit 
	Busanti blam, totas que el 
	Busanti blam, totas que el 
	Busanti blam, totas que el 
	atibus duntio que rest, veribus 
	iusdam explace rsperum quaturi 


	cipsae ommod quam ut verspit, 
	cipsae ommod quam ut verspit, 
	cipsae ommod quam ut verspit, 
	taspienderro mos doluptatur? 

	nemporro vellest odi cullictur 
	nemporro vellest odi cullictur 
	Qui a et quam fugiat mo beatur? 


	andae. Nam re aut quistorro te 
	andae. Nam re aut quistorro te 
	andae. Nam re aut quistorro te 
	Quisitibus. 

	quaectet as dolupta voluptatio officaborum in re, siti doluptae 
	Busanti blam, totas que el se dollatia seque voluptatus velit 

	iusdam explace rsperum quaturi quam et faces nobitas 
	taspienderro mos doluptatur? sundiatem reperora sum et 
	taspienderro mos doluptatur? sundiatem reperora sum et 

	Qui a et quam fugiat mo beatur? ut la sectati oriosam aut aut et 
	Quisitibus. optas quias alitat. You need to look at how it will affect your future choices and financial situation in later life. 
	Quisitibus. optas quias alitat. You need to look at how it will affect your future choices and financial situation in later life. 
	For more information 
	moneyhelper.org.uk/pensions 
	lorem ipsum 
	You may have a reason to complain if your adviser did not do any one of these things: 
	tell you how your money would be invested and explain the risks involved explain that an endowment policy is a long-term commitment that often gives a poor return if you cash it in early 
	z

	Artifact

	5
	Making the mostof your money 
	Sect
	Artifact

	zHow they work zThings to consider zWho offers them 

	Endorsement 
	Endorsement 
	Artifact
	We always use the  HM Government logo as endorsement on consumer communications (unless space a major issue). 
	We always use the  HM Government logo as endorsement on consumer communications (unless space a major issue). 
	HMG acts as an endorsement to MoneyHelper and provides gravitas and trust for our consumers. 
	The HMG logo should be positioned at distance away from MoneyHelper. 
	The maximum size of the HM Government logo should be between 1 and 1.5x M's (from the MoneyHelper logo)  in height. 


	Endorsement 
	Endorsement 
	Debt related title here from your home is one of the guides available from MoneyHelper. This publication is available in Welsh. To see this and our full range of guides and request copies visit moneyhelper.org.uk/freeguides Money Advice Line 0800 138 7777* Mon Fri 8am to 6pm Typetalk 1800 1 0800 915 4622 Mon Fri 8am to 6pm WhatsApp +44 7701 342744 Webchat moneyhelper.org.uk If you wou d ke th s gu de n Braille, arge pr nt or aud o format p ease contact us on the above numbers Informat on correct at t me of 
	MoneyHelper sometimes needs an endorsement by having the MaPS logo present. We use the 'provided by' logo for this, and preferably the full blue version. The logos work beŁer when apa. from each other, like here in opposite corners. 
	MoneyHelper sometimes needs an endorsement by having the MaPS logo present. We use the 'provided by' logo for this, and preferably the full blue version. The logos work beŁer when apa. from each other, like here in opposite corners. 
	We use the MaPS logo on consumer communications whenever there's space to do so, in a non-prominent position, for example  the inside cover, back cover or boŁom right  of a front cover. 
	The size of the MaPS logo should be between 1 - 1.5x the height of the 'M' from the MoneyHelper logo. 

	Our products and services 

	MoneyNavigatorTool 
	MoneyNavigatorTool 
	Word mark 
	Word mark 
	Word mark 
	When MoneyHelper is communicating a product or service, there are bespoke word marks and icons used. The word mark is always in Roobe. Bold and MoneyHelper Blue, and the icon in a secondary colour. The two are never used together as one mark (Pension Wise an exception). 


	Artifact
	Icon 
	Icon 


	Sect
	Artifact

	x 1/3x 
	The relationship between the product/service mark and the MoneyHelper logo works best when the MoneyHelper logo is smaller than the product/service mark. Calculations below: 
	The relationship between the product/service mark and the MoneyHelper logo works best when the MoneyHelper logo is smaller than the product/service mark. Calculations below: 
	Product/service over two lines; MoneyHelper logo half the size. Product/ service over three lines; MoneyHelper logo a third the size. 


	Our products and services 
	Our products and services 
	x x 
	Sect
	Artifact
	Artifact

	Artifact
	Sect
	Artifact
	Artifact
	Artifact
	Artifact
	Have you had your free Pension Wise  appointment? 

	Pension Wise is a free and impartial service from MoneyHelper, a new government backed organisation. The service helps you understand what you can do with your pension money. 
	Get your free appointment now 
	Get your free appointment now 
	A service from 
	moneyhelper.org.uk/pensionwise 
	Pension Wise is an exception to the rule, where the word mark and icon are linked together. 
	The relationship between the Pension Wise mark  and the MoneyHelper  logo works best when  they are equal. The MoneyHelper logo should always be preceeded by  'A service from' on Pension Wise collateral. 
	Category logos are not needed on Pension Wise communications. 
	Artifact

	Artifact
	Our products and services 
	A 
	A 
	Artifact

	Lead with MoneyHelper and visually represent Pension Wise  at a secondary position 
	• 
	• 
	• 
	Establishes MH as lead 

	• 
	• 
	Used when the communication must be MH lead communicating about PW 


	It can vary, as to who leads a communication. 
	B 

	A 
	A 
	A 
	A 
	MoneyHelper
	 as the Masterbrand leads when speaking about Pension Wise as its service. 

	B 
	B 
	Pension
	 Wise leads when speaking directly with consumers through Pension Wise communications. 


	A service from 
	Artifact
	Lead with Pension Wise and visually represent MoneyHelper in suppo.ing and endorsing role. 
	• 
	• 
	• 
	Clearly PW leads as service 

	• 
	• 
	Connects to MH 

	• 
	• 
	Used on PW speci†c touchpoints when communicating the service 




	Our logo co-branding 
	Our logo co-branding 
	Artifact
	When MoneyHelper is leading a co-branding exercise, the logos should be separated with the space of two 'M's and a dividing line (50% black) inbetween. The dividing line should the height/ width of the tallest/widest logo. MoneyHelper should always lead. 
	When MoneyHelper is leading a co-branding exercise, the logos should be separated with the space of two 'M's and a dividing line (50% black) inbetween. The dividing line should the height/ width of the tallest/widest logo. MoneyHelper should always lead. 

	Ourcolours 
	Our colour palette 
	Primary colours 
	Primary colours 

	MoneyHelper Blue 
	MoneyHelper Blue 
	MoneyHelper Blue 
	MoneyHelper Magenta 

	C:100 M:91 Y:0 K:2 
	C:100 M:91 Y:0 K:2 
	C:20 M:90 Y:0 K:0 

	Pantone 2736C 
	Pantone 2736C 
	Pantone 240C 

	R:15 G:25 B:160 
	R:15 G:25 B:160 
	R:200 G:42 B:135 

	#0F19A0 
	#0F19A0 
	#C82A87 


	Secondary colours 
	Secondary colours 

	MoneyHelper Yellow 
	MoneyHelper Yellow 
	MoneyHelper Yellow 
	MoneyHelper Teal 

	C:5 M:0 Y:84 K:0 
	C:5 M:0 Y:84 K:0 
	C:44 M:0 Y:17 K:0 

	Pantone 394C 
	Pantone 394C 
	Pantone 3242C 

	R:240 G:240 B:90 
	R:240 G:240 B:90 
	R:111 G:216 B:216 

	#F0F05A 
	#F0F05A 
	#6FD8D8 

	MoneyHelper Blue Black 
	MoneyHelper Blue Black 
	MoneyHelper Purple 

	C:100 M:72 Y:0 K:73 
	C:100 M:72 Y:0 K:73 
	C:52 M:99 Y:0 K:0 

	Pantone 282C 
	Pantone 282C 
	Pantone 2070C 

	R:0 G:11 B:59 
	R:0 G:11 B:59 
	R:145 G:0 B:148 

	#000B3B 
	#000B3B 
	#910094 


	Primary colours 
	Primary colours 
	Primary colours 
	We have two primary colours that should be present on all communications. MoneyHelper Blue should be the key colour. MoneyHelper Magenta should be used only for arrows and elements of text. 


	Secondary colours 
	Secondary colours 
	Secondary colours 
	We have a range of secondary colours to support the primary colours. These are used to help highlight and pull out elements. 

	Our colour palette 
	Heres a guide to help you 
	Money Helper Magenta Money Helper Blue 

	Money Money 
	Money Money 
	Money Money 

	know where you can use 
	know where you can use 
	Money Helper Purple Money Helper Blue Black 90% Black 

	Helper Helper Yellow Teal 

	our colours. 
	our colours. 
	Hero graphic 
	Artifact
	Headlines 
	Body copy 
	Hyperlinks 
	Pull outs 

	Artifact
	Backgrounds 
	Backgrounds 

	Artifact
	Icons 
	Icons 

	Artifact


	Infographics 
	Infographics 
	Infographics 

	Artifact
	Ourtypeface 
	Our typeface 
	Primary typeface 
	Primary typeface 




	Roobert 
	Roobert 
	Roobert 
	Light Light Italic 
	Regular Regular Italic 
	MediumMedium Italic 
	SemiBold SemiBold Italic 

	Bold Bold Italic 
	Bold Bold Italic 
	Bold Bold Italic 
	Heavy Heavy Italic 
	Secondary typeface 
	Calibri 
	Primary typeface 
	Primary typeface 
	We use Roobert as our primary font. The family has multiple weights, the main ones used being Regular for body copy and bold for headlines. 


	Secondary typeface 
	Secondary typeface 
	Secondary typeface 
	Our secondary typeface Calibri is used where Roobert is unavailable. Examples of this are office documents like Word or Powerpoint and emails. 

	Using our typeface in print We try to keep to four levels of headlines. These headlines are always in blue, 90% black or white. We have -20 tracking and leading is always at 
	most 2 point sizes above the font size. 
	Main headline 

	example copy here 
	example copy here 
	Where the main headline has more than one line of text, a nudge (calculation below) is applied to the first line. If it is a single line, 
	Single line main headline 
	no tab is needed. 
	Subheader 1 example copy here 
	Subheader 2 example copy here 
	Subheader 3 example copy here 
	Where the remaining three styles have more than one line of text, the nudge is applied to all lines except for the first line. These headlines are preferably in blue or white, but also can be in 90% black or magenta. 
	Nudge spacing in mm = Font point size x 0.2 

	A 
	F 
	Using our typeface 
	Using our typeface 
	Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy. 
	Body copy text body copy text body copy Body copy text body copy text body text body copy text body copy text body copy text: copy text body copy text body copy text body copy text. 
	Quote copy text quote copy text quote copy text quote copy text quote copy text quote copy text. 
	D 

	Body copy text body copy text body copy 
	Body copy text body copy text body copy 
	Name text name text body 

	text body copy text body copy text body copy text body copy text body copy text body 
	Body copy text body copy text body copy 
	Body copy text body copy text body copy 
	copy text body copy text body copy text 
	text body copy text body copy text body 
	body copy text body copy text body copy text. 

	copy text body copy text body copy text body copy text body copy text body copy text 
	Bullet copy •.Bullet copy 
	B 
	•
	.

	body copy text body copy text body copy text. Bullet copy 
	•
	.

	Body copy text body copy text body copy Body copy text body copy text body copy text body copy text body copy text body text body copy text. copy text body copy text body copy text body 
	copy text body copy text body copy text body copy text body copy text body copy text. 
	Important information Call to action copy Detailed/case study content 

	Body copy text body copy text body copy text body copy text body copy text body copy text body  copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	C 
	website.com

	Call to action 
	website.com

	 Call to action 
	E 
	website.com 

	To keep the brand consistent, we have a few rules around how we layout out type. 
	A. Keep body copy in regular and intros in bold. 
	B. Bullets are dots, coloured in preferably magenta. White on dark backgrounds. 
	C. Hyperlinks are in bold, to give stand out, but not too much. 
	D. Quotes have a nudge (indent) and are in italics. 
	E. Call to actions can either be pulled out in magenta, or with a MoneyHelper arrow. 
	F. Pull out copy can be contained in coloured boxes using one of our secondary colours. Teal for calls to action, purple for detailed content and yellow for important information. We avoid using yellow call outs directly over blue, so try and keep these on a white background. You can still use teal, or purple over blue. 
	Using our pull out boxes 
	Intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro copy intro 

	copy intro copy intro copy. 
	copy intro copy intro copy. 
	copy intro copy intro copy. 
	Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	Pull out copy Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	Artifact

	Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	Artifact

	Body copy text body copy text body copy text: 
	Quote copy text quote copy text quote copy text quote copy text quote copy text quote copy text. 
	Name text name text body Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	Artifact

	Body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text body copy text. 
	Pull out boxes come in two forms, small and large. Where there is small amount of copy (around 3 or 4 lines), use the solid colour pull outs in the colour required. Where there is more text, use the outline version in the colour required. This helps the hierarchy of the page and content. 
	The outline stroke should be around 3 point and keep the rounded bottom left corner. 
	Using our typeface 
	£0 interest paid £50 interest paid £100 interest paid Full interest paid each month 
	Our table style is very clean and clear. A bold blue filled 
	Value of property £250,000 £250,000 £250,000 £250,000 

	header row/column, with Amount borrowed £50,000 £50,000 £50,000 £50,000 Interest rate 6% 6% 6% 6% 
	supporting headers on 
	white but in bold. 

	Total interest paid £££over 25 years All text should be left 
	173,248.49 
	153,425.54 
	133,602.60 
	£71,362.51 

	Amount owed to ££183, 602.60 £aligned, apart from number mortgage company 
	£223,248.49 
	203,425.54 
	50,000.00 

	related content, which 
	related content, which 

	after 25 years 
	after 25 years 
	after 25 years 
	should be right aligned and to two decimal places. 
	Our grids 
	7 column grid for pages less than 210mm in width 15mm 20mm 12mm12mm 
	9 column grid for pages equal to and more than 210mm in width 20mm 35mm 20mm20mm 
	To cater for the various types of printed collateral we have provided some grids to help layout designs. 
	For the smaller collateral, width less than 210mm, we have a 7 column grid. For the larger collateral, width equal to and more than 210mm, we have a 9 column grid. The columns on both have 4mm spacing. 
	UsinIntro copy intcopy intro coPull out co
	UsinIntro copy intcopy intro coPull out co
	UsinIntro copy intcopy intro coPull out co
	gropypy 
	our copy intro co intro copy inBody copy tecopy text boBody copy tecopy text botext body co•.Bullet copy •.Bullet copy •.Bullet copy Body copy teQuote coptext quoteName text naBody copy tecopy text bobody copy teCall to action Call to act
	ptro xtdyxtdypyxty tcomxtdyxtwio
	7 coly intro copy incopy. body copy t copy text bo body copy t copy text bo text body co body copy text quote copy text. e text body  body copy twebsite.com body copy tebsite.com n website.com 
	trexdyexdypyexpy excex
	umno copy intro ct body copy t copy text bot body copy t copy text bo text body ct body copy ttext quote cot body copy topy text bodyt body copy t
	opexdexdexpyexex
	gridy intro copy intro copy intro t body copy y copy text. t body copy text body copy y copy text bodopy text. t: text quote copy text quote ct body copy text body copy copy text body copy text bot body copy text.
	te
	xt body copy 
	y copy text b
	copy intro text body text bodydy copy oopytext body dy copy text 


	With small formats, we tend to have the text flow over one column. 
	The body copy carries on the nudge thought, and is indented by one column of the grid. 
	Headlines, intro and important text like the pull outs use the whole width of the page. 
	Usi
	Usi
	Usi
	n
	g o
	ur 9
	col
	u
	mn 
	grid 

	Intro copy copy intro Pull out
	Intro copy copy intro Pull out
	intco co
	ro copy intpy intro coBody copytext body copy text copy text. Body copytext body copy text copy text body copy•.Bullet c•.Bullet cBody copytext body copy text copy text. py Body copytext body copy text copy text body copy
	ropy tecobo tecobobo teopop tecobo tecobobo te
	 copy intro. xt body copy text body copy text body copy text body copy tedy copy text body coy y xt body copy text body copy text body copy text body copy tedy copy text body co
	 copdy xt pdy xt xt ppdy xt pdy xt xt p
	py intro coy text body copy copy text body copyy text body copy copy text body copybody copyy text body•.Bullet copy y text body copy copy text body copyy text body copy copy text body copybody copyy text body
	pybo tebo te te cbo tebo te te c
	 intro copydy xt body dy xt body xt opy text. dy xt body dy xt body xt opy text. 
	in
	tro copy introBody copycopy text: Quote coquote coName text Body copytext body copy text copy text body copyBody copytext body copy text copy text body copyBody copybody copybody websbody copybody copyCall to action  Call to act
	 tepypyna tecobobo te tecobobo te te teit te te
	 copy introxt body co text quote text quoteme text boxt body copy text body copy tedy copy text body coxt body copy text body copy tedy copy text body coxt body coxt body coe.com copxt body coxt body coebsite.cwion websit
	 cpy c cody pydy xt xt pypydy xt xt pypypyy tpypyoe.
	opy intro c text body opy text qupy text qu text bodycopy text body copybody copy text body text bodycopy text body copybody copy text body text body text bodyext body c text body text bodymcom 
	ot
	opy intro e copy text ote copy text. copy body  text body  text copy text. copy body  text body  text copy text. copy text copy text opy text copy text copy text. 


	On the larger collateral, we tend to have the text flow over two columns. 
	The body copy carries on the nudge thought, and is indented by one column of the grid. 
	Headlines, intro and important text like the pull outs use the whole width of the page. 
	Our tone of voice 

	Tone of Voice Guidelines can be provided upon request 
	Our words help people move on with their lives. We have one tone of voice for all sides of the Money and Pensions Service. Each of our brand principles should be present in all our communications, but can be adjusted to suit your audience and channel. 
	They’re the basis of our information and guidance. They’re vital to realising our vision. 
	They’re the basis of our information and guidance. They’re vital to realising our vision. 
	We want to see everyone in the UK making the most of their money and pensions.  
	We have four key principles: 
	Clear 
	MoneyHelper gives people the confidence to take control and move on with life 
	Real 
	MoneyHelper hits the nail on the head  
	Positive 
	MoneyHelper says ‘you can now’ and shows you how 
	Supportive 
	MoneyHelper is an expert on your side 

	Oursuppo—inggraphics 
	Artifact
	Sect
	Artifact
	Our hero graphic 
	To create ownable communications, and help consumers recognise the brand, we have a distinct hero graphic. This graphic is taken from our logo. It can be as versatile as you need it to be, and can help bring a communication to life. 
	The arrow should have a specific purpose to help the reader highlight an important element. 
	We have a few pointers to help you use it on the following page. 
	Using our hero graphic 

	Lorem ipsum dolorlorem ipsum dolor Lorem ipsum dolorlorem ipsum dolor A E B F 
	Gent quo voloreici ius am et modissi minvendebit ute in rae doluptae Bus eicta inctotas doluptatur anda por ad quodior essedit ressinu llatur modicil lorpost 
	Gent quo voloreici ius am et modissi minvendebit ute in rae doluptae Bus eicta inctotas doluptatur anda por ad quodior essedit ressinu llatur modicil lorpost 
	Ut aut unt enimintum dolum quid qui nienti doluptae quas intiatum non con dolupta turemporum alicienit andigniae pelestis dita volupta spidusciam utem Ita qui to berovid quia velia coreris seque laces sed mo volorem dolori molorrorum voloreptis ium lia nienti iusandae ne velluptatiae autenducia doluptae quas intiatum non con volorum ne nonsed mo essit quia pratur pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori 
	Ut aut unt enimintum dolum quid qui 
	dolupta turemporum alicienit andigniae volorum ne nonsed mo essit quia pratur 
	dolupta turemporum alicienit andigniae volorum ne nonsed mo essit quia pratur 
	iusandae ne velluptatiae autenducia 
	Ita qui to berovid quia velia coreris 

	molorrorum voloreptis ium lia nienti Ut aut unt enimintum dolum quid qui doluptae quas intiatum non con dolupta turemporum alicienit andigniae pelestis dita volupta spidusciam utem Ita qui to berovid quia velia coreris seque laces sed mo volorem dolori molorrorum voloreptis ium lia nienti iusandae ne velluptatiae autenducia doluptae quas intiatum non con volorum ne nonsed mo essit quia pratur pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori 
	Ut aut unt enimintum dolum quid qui 
	dolupta turemporum alicienit andigniae 
	dolupta turemporum alicienit andigniae 
	iusandae ne velluptatiae autenducia 
	Ita qui to berovid quia velia coreris 

	molorrorum voloreptis ium lia nienti Ut aut unt enimintum dolum quid qui doluptae quas intiatum non con dolupta turemporum alicienit andigniae pelestis dita volupta spidusciam utem Ita qui to berovid quia velia coreris seque laces sed mo volorem dolori molorrorum voloreptis ium lia nienti iusandae ne velluptatiae autenducia doluptae quas intiatum non con volorum ne nonsed mo essit quia pratur pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae autenducia volorum 
	molorrorum voloreptis ium lia nienti Ut aut unt enimintum dolum quid qui doluptae quas intiatum non con dolupta turemporum alicienit andigniae pelestis dita volupta spidusciam utem Ita qui to berovid quia velia coreris seque laces sed mo volorem dolori molorrorum voloreptis ium lia nienti iusandae ne velluptatiae autenducia doluptae quas intiatum non con volorum ne nonsed mo essit quia pratur pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae autenducia volorum 
	volorum ne nonsed mo essit quia pratur 

	Ut aut unt enimintum dolum quid qui dolupta turemporum alicienit andigniae Ita qui to berovid quia velia coreris molorrorum voloreptis ium lia 
	Artifact

	    Debitiam enit conectia nient ut 
	Gent quo voloreici ius am et modissi 
	Artifact

	minvendebit ute in rae doluptae Bus 
	eicta inctotas doluptatur anda por ad 
	quodior essedit ressinu llatur modicil 
	lorpost 
	Ut aut unt enimintum dolum quid qui 
	dolupta turemporum alicienit andigniae 
	Ita qui to berovid quia velia coreris 
	molorrorum voloreptis ium lia nienti 
	doluptae quas intiatum non con 
	pelestis dita volupta spidusciam utem 
	seque laces sed mo volorem dolori 
	iusandae ne velluptatiae autenducia 
	volorum ne nonsed mo essit quia pratur 
	C 
	    Debitiam enit conectia nient ut arcit illupta estibus 
	Gent quo vo ore c us am et mod ss mnvendebt ute n rae do uptae Bus ecta nctotas do uptatur anda por ad quodior essedit ress nu atur modic 
	orpost 
	Ut aut unt en m ntum do um quid qui do upta turemporum a icien t and gniae ta qu to berov d quia velia corer s mo orrorum vo orept s um a n ent do uptae quas nt atum non con pelestis d ta volupta sp dusc am utem seque aces sed mo vo o em do o 
	usandae ne ve uptat ae autenduc a voo um ne nonsed mo esst qua pratur, 
	Et inveliquo veles es esecearum quod quatis aut landebit is doluptati tecaborro et re voloreium atatem aut quam quaspisamhillibus voloreium atatem aut quam quaspis am hillibus 
	3 
	Gent quo voloreici ius am et modissi minvendebit ute in rae doluptae Bus eicta inctotas doluptatur anda por ad quodior essedit ressinu llatur modicil lorpost 
	Ut aut unt enimintum dolum quid qui dolupta turemporum alicienit andigniae Ita qui to berovid quia velia coreris molorrorum voloreptis ium lia nienti doluptae quas intiatum non con 
	Artifact
	pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae autenducia volorum ne nonsed mo essit quia pratur 
	Ut aut unt enimintum dolum quid qui dolupta turemporum alicienit andigniae Ita qui to berovid quia velia coreris molorrorum voloreptis ium lia nienti doluptae quas intiatum non con pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae autenducia volorum ne nonsed mo essit quia pratur 
	Ut aut unt enimintum dolum quid qui dolupta turemporum alicienit andigniae Ita qui to berovid quia velia coreris 
	molorrorum voloreptis ium lia nienti doluptae quas intiatum non con pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae autenducia volorum ne nonsed mo essit quia pratur 
	G 
	7    Debitiam enit conectia nient ut Gent quo vo ore c us am et mod ss m nvendeb t ute n rae do uptae Bus e cta nctotas do uptatur anda por ad quodior essedit ress nu atur modic orpost Ut aut unt en m ntum do um quid qui do upta turemporum a icien t andign ae ta qu to be ov d qu a ve a co er s mo orrorum vo orept s um a n ent do uptae quas nt atum non con pelestis d ta volupta sp dusc am utem seque aces sed mo vo orem do o usandae ne ve uptat ae autenduc a vo orum ne nonsed mo ess t qu a pratur8    Debitiam
	The larger the arrow,  the lower the tint (E). 
	Arrows are used to direct to something, or show a journey (A, B, C, E, F and G). 
	Only use straight arrows:  from top to boŁom or from left to right (E and G) or arrows with one curve (A, B C and F), sta.ing from the top and curving to the right. Minimum tint 30%. 
	The beginning of the arrow is always cropped, either by page, image or box. 
	The shape of the arrow can be used large to hold text and images (see D and H). 
	Please use original a.work, and only adjust the length of the stroke leading into the arrow head. 
	6 4 5 
	100% tint 50% tint 30% tint 
	Our iconography 
	Artifact
	Artifact
	Our icons are clear and concise. They are simple and are outlines. We use hints from the hero graphic with rounded bottom left hand corners. 
	There is a smaller size set of icons available were the standard size doesn't work. 
	We have a library of icons to use, but if you need guidance around creating new ones, there are some tips on the next page. Any questions, please contact 
	BrandandMarketing@ 
	BrandandMarketing@ 
	maps.org.uk 






	Creating our iconography 
	Creating our iconography 
	Creating our iconography 

	Here's a quick guide  on how we made an example icon. 
	Sta. o« with a 9x11 grid Where possible, the boŁom left corner should be curved (two squares radius) Create simple solid icon Turn this into an outline (stroke = 1 square of the grid) 

	Smaller detailed elements can use a thinner stroke (2/3 square of the grid) 
	Smaller detailed elements can use a thinner stroke (2/3 square of the grid) 

	Creating our iconography 
	Sta. o« wit h a 9x9 grid Create simple solid icon Turn t his into an out line (stroke = 1 square of t he grid) 
	Some smaller collateral and communications may need our reduced sized icons. Here's a quick guide  on how we made an example icon. 
	Where possible, the Smaller detailed boŁom left corner elements can use a should be curved (two thinner stroke (2/3 squares radius) square of the grid) 

	Our infographics 
	Our infographics 
	Our infographics 
	Class 1 756 Class 2 640 Class 3 902 Class 4 289 Class 5 420 
	Class 1 Class 2 Class 3 Class 4 Class 5 
	70% 58% 96% 22% 38% 
	Class 1 Class 2 Class 3 62% 15% 89% 
	Rounded corner radius in 
	Rounded corner radius in 
	Rounded corner radius in 

	mm = 1/2 font point size 
	mm = 1/2 font point size 
	10pt 

	TR
	5mm 


	Class 1 15%Cl 
	Similarly to our icons, our infographics are uncomplicated, clear and are linear based. 
	To make them more ownable to the MoneyHelper brand, we continue to communicate the thought of steering  people in the right direction by using  a rounded boŁom left hand corner of the bars. 
	With infographics, we  can use the secondary colours to help di«erentiate statistics. 


	photography 
	photography 
	photography 
	Our
	Artifact


	Our photography Real lives. Real people. Real voices. Real stories. 
	Approach 
	Approach 
	Approach 
	Our photography is based around the principles real lives, real people, real voices and real stories. We steer away from staged images, and lean towards ‘in the moment’ candid shots. 
	Our imagery must always be authentic and candid showing real people in real situations, in real moments of their lives. Imagery should never look staged but re¯ect the real world we live in and represent the inclusive and diverse world we live in. 
	Impo.antly, our photography should be optimistic and positive in tone with a sense of empowerment, con†dence and suggest an idea of progression and the idea of moving forward. 

	Our photography 
	Principles 
	Principles 

	• 
	• 
	• 
	It’s important that we represent our consumers through cultures, race, religion, age, disabilities and other diversities. 

	• 
	• 
	As we are giving people a nudge, and helping people move on, so the photography should have a feel of movement and motions. Whether that’s an activity, or a job. 

	• 
	• 
	We want to show that people are in control of their situation so a confident  and positive tone in the situation and activity of the shot. 

	• 
	• 
	With close- up shots, it’s important the image is not too stock library. 

	• 
	• 
	Clear space within images is a must, not for all images though. This will help on the homepage and brochure covers in the placement of copy. 


	• 
	• 
	• 
	• 
	Subjects should be shot in the number of directions e.g. facing right in frame, the direction of the arrow. Although, there will be certain circumstances where this rule needs to be skipped, for example on the website, so the person is looking at the message, rather than off the screen. 

	• 
	• 
	The hues for the images will become important. They must be rich, subtle with colour and to feel slight gritty, documentary in flavour to make the images feel real and not stock shots. 



	Ourexamples 52 
	How it all comes together 
	How it all comes together 
	1 Debt related title here zHow they work zThings to consider zWho offers them 
	When creating communications, it's impo.ant to remember MoneyHelper Blue is our main colour and should have the most presence when used with secondary colours. The secondary colours should only used for pulling out key information or for infographics. 
	Here to help you 
	Artifact

	This guide is for you if you are approaching retirement or already retired and are considering using the value of your home to raise a cash lump sum, additional income 
	The Money and Pensions Serv ce (MaPS) s an arm s 
	The Money and Pensions Serv ce (MaPS) s an arm s 
	The Money and Pensions Serv ce (MaPS) s an arm s 
	or both. 

	ength body sponsored by the Department for Work and Pens ons (DWP) and we have a o nt comm tment to 
	ength body sponsored by the Department for Work and Pens ons (DWP) and we have a o nt comm tment to 
	Contents 

	provide access to the nformat on and guidance peop e 
	provide access to the nformat on and guidance peop e 
	Why you need the money 
	2 
	Tips 
	15 

	across the UK need, to make effect ve f nancia decis ons over the r fet me The organ sat on a so engages w th HM Treasury on po cy matters re at ng to f nancia 
	across the UK need, to make effect ve f nancia decis ons over the r fet me The organ sat on a so engages w th HM Treasury on po cy matters re at ng to f nancia 
	Is releasing equity the right option for you? 
	4 
	Methods of releasing equity compared 16 

	capab ty and debt adv ce 
	capab ty and debt adv ce 
	Alternatives to releasing
	What happens if your 

	MaPS br ngs together the free serv ces prev ous y 
	MaPS br ngs together the free serv ces prev ous y 
	 equity 
	5 
	situation changes? 
	18 

	de vered by the Money Adv ce Serv ce, The Pens ons 
	de vered by the Money Adv ce Serv ce, The Pens ons 
	Ways of releasing equity 
	6 
	Fees and costs 
	21 

	Adv sory Serv ce and Pens on W se and offers customers guidance and appo ntments over the te ephone, on ne and n person 
	Adv sory Serv ce and Pens on W se and offers customers guidance and appo ntments over the te ephone, on ne and n person 
	Lifetime mortgages explained 
	7 
	Get professional advice Useful contacts 
	22 23 

	moneyandpens onserv ce org.uk 
	moneyandpens onserv ce org.uk 
	Home reversions explained 
	11 
	If things go wrong 
	26 

	TR
	Retirement interest only 

	TR
	mortgages explained 
	13 


	Before you go ahead and release equity from your home, explore all of your options and make sure that whatever you decide to do will meet your needs now and in the future. 
	4 
	Sect
	Artifact
	your age 
	z

	Dunderibusa vitiore 
	Alternatives to releasing 
	Alternatives to releasing 
	your income 
	your income 
	z

	Busanti blam, totas que el 

	iusdam explace rsperum quaturi 
	iusdam explace rsperum quaturi 
	how much money you want to 
	z




	equity 
	equity 
	equity 
	taspienderro mos doluptatur? Qui a et quam fugiat mo beatur? 
	release 
	your plans for the future. 
	z

	Quisitibus. 
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Figure
	Artifact
	Artifact
	Artifact
	Artifact

	Artifact
	Sect
	Artifact

	Artifact
	Artifact
	Artifact
	Artifact
	Sect
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact

	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Artifact
	Debt related title here from your home s one of the guides ava ab e from MoneyHe per Ths pub caton s ava abe n Wesh To see ths and our fu range of guides and request cop es visit moneyhelper org uk/freegu des 
	Money Adv ce L ne 0800 138 7777* Mon Fr 8am to 6pm 
	Typeta k 1800 1 0800 915 4622 Mon Fr 8am to 6pm 
	WhatsApp +44 7701 342744 
	Webchat moneyhelper.org.uk
	 you wou d ke hs gude n B a e age p n o audo oma pease con ac us on he above numbe s n o ma on co ec a me o p n ng Ap 202 These gudes a e evewed once a yea 
	*Ca s a e f ee To hep us mantan and mprove ou servce we may reco d ormontorca s © MoneyHe per Apri 2021 Ref DRTH Apr21_Ed1_Eng 
	You should have received letters with your annual endowment policy statement telling you whether your policy is on track to repay your mortgage. 
	You should have received letters with your annual endowment policy statement telling you whether your policy is on track to repay your mortgage. 
	When releasing equity, it’s 
	Busanti blam, totas que el 
	tempting to focus on the 
	iusdam explace rsperum 
	These are called reprojection letters. The letter will tell you: 
	immediate boost you will get 
	quaturi taspienderro mos 
	from the money you unlock. 
	doluptatur? Qui a et quam 
	the amount of any expected/ tell you how your money 
	z
	z

	fugiat mo beatur? Quisitibus. 
	You need to look at how it will 
	You need to look at how it will 
	likely shortfall would be invested and 
	affect your future choices and 
	Name name 
	explain the risks involved 

	the options open to you financial situation in later life. 
	z

	explain that an endowment 
	explain that an endowment 
	Busanti blam, totas que el 

	what action you need to take. policy is a long-term 
	z

	iusdam explace rsperum quaturi If you haven’t received a 
	mportant or warn ngs zSome equ ty zno equ ty 

	commitment that often gives 
	taspienderro mos doluptatur? reprojection letter, ask your 
	a poor return if you cash it in 
	Qui a et quam fugiat mo beatur? policy provider for one. Read it 
	early 
	Quisitibus. and take action if you need to. check you were comfortable 
	z

	Busanti blam, totas que el with the risks of your money 
	iusdam explace rsperum quaturi 
	Lorem ipsum dolor 
	being linked to investment 
	Uciis ma saperunt venis namet taspienderro mos doluptatur? lorem ipsum performance lic tem lit volorum untiae quaspit Qui a et quam fugiat mo beatur? You may have a reason to check there was a reasonable atibus duntio que rest, veribus Quisitibus. complain if your adviser did not expectation you would be cipsae ommod quam ut verspit, Busanti blam, totas que el nemporro vellest odi cullictur 
	z

	do any one of these things: able to keep up payments iusdam explace rsperum quaturi until the end of the mortgage andae. Nam re aut quistorro te 
	taspienderro mos doluptatur? 
	quaectet as dolupta voluptatio 
	Qui a et quam fugiat mo beatur? officaborum in re, siti doluptae 
	9 External reference bbc.co.uk 

	Quisitibus. 
	se dollatia seque voluptatus velit 
	quam et faces nobitas
	1 

	sundiatem reperora sum et 
	ut la sectati oriosam aut aut et 
	optas quias alitat. 
	1 Footnote example 
	10 




	How it all comes together 
	How it all comes together 
	How it all comes together 
	    Debitiam enit conectia nient ut Gent quo vo ore c us am et mod ss m nvendeb t ute n rae do uptae Bus eicta nctotas do uptatur anda por ad quod or essed t ress nu atur mod ci lorpost Ut aut unt en m ntum do um quid qui do upta turemporum a icien t andign ae ta qu to berov d qu a ve a corer s 
	Pori” nos ”dici”‚ e‚ hi‚iun‚ qui”e res‚, simus conec”bo. Adiﬂnis expl” ips”pel lec‚us”m re endi‚ l”u‚ e‚ ”u‚ es‚ l”borrum ducium n”‚es‚i dolup‚”m e‚ e‚ur r”e voll”‚i beris mosse occulle c‚us‚. 

	    Debitiam enit conectia nient ut    Debitiam enit conectia nient ut Gent quo voloreici ius am et modissi minvendebit ute in rae doluptae Bus eicta inctotas doluptatur anda por ad quodior essedit ressinu llatur modicil lorpost Ut aut unt enimintum dolum quid qui dolupta turemporum alicienit andigniae Ita qui to berovid quia velia coreris molorrorum voloreptis ium lia nienti doluptae quas intiatum non con pelestis dita volupta spidusciam utem seque laces sed mo volorem dolori iusandae ne velluptatiae auten
	Figure
	Sect
	Artifact
	Digital style guides can be provided upon request. 
	If you have any questions, please contact our brand team at: 
	BrandandMarketing@maps.org.uk 
	BrandandMarketing@maps.org.uk 
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