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The Toolkit brings together our 

areas of expertise in tourism, 

design and marketing. 

From the smallest project to the most 

complex, we can create effective 

solutions that are memorable, 

inspiring and informative. 

We combine creativity with 

practical tried and tested 

experience - designing for 

quality and long term success.

0141 221 2142   www.randakdesign.com
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Branding & Signage

As part of our commission to develop an Area Branding for the 
Tomintoul and Glenlivet Landscape Partnership, we produced Brand 
Guidelines defining how the brand is used across selected applications.

Brand Guidelines

1.1

merchandising and signage 

applications.

Used consistently, Brand 

Guidelines provide a platform that 

ensures an organisation’s brand 

architecture is an asset to both the 

values that it holds and the practices 

it undertakes, they also guard 

against fragmentation and 

subsequent devaluation over time.

 

Sector Specif ic Highl ight option  Master Brand Marque

A hidden heritage landscape 
Highlight colour Pantone 526C

A living working landscape
Highlight colour PMS 1665C

A landscape open to adventure
Highlight colour PMS 660C

A natural landscape
Highlight colour PMS 7482C
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Colour Specif icat ion

The Tomintoul and Glenlivet 

Landscape Partnership logo should 

be used in full colour wherever 

possible.

Where full colour is not possible the 

logo may be used in monotone and 

can also be reversed.

Pantone 
526C

Spot
Colour 

Pantone 
431C

Spot
Colour 

Pantone 
1665C

Spot
Colour 

Pantone 
660C

Spot
Colour 

Pantone 
7482C

Spot
Colour 

CMYK
Colour

c m y k
45 2516 59

CMYK
Colour

c m y k
73100 0 0

CMYK
Colour

c m y k
0 79100 0

CMYK
Colour

c m y k
88 50 0 0

CMYK
Colour

c m y k
98 0 93 0

Leaf let  Template

1/3 A4 leaflets using strong imagery 

and bold brand colours

Sector specific logos may be used 

Leaflet TitleLLLe

Leaflet TitleLLLe

Leaflet TitleLLLeeea

Leaflet Title

Leaflet Title
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Signage

Re-face existing signs

Consult signage contractor for specifications.

Pantone 
431C

Spot
Colour 

CMYK
Colour

c m y k
45 2516 59

30%
Pantone 
431C

Spot
Colour 

CMYK
Colour 

c m y k
14 8 5 18
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Website

The Tomintoul and Glenlivet 

Landscape Partnership website 

layout based on existing layout. 

HOME     DEVELOPMENT TRUST     LANDSCAPE PARTNERSHIP     COMMUNITY     DISCOVER     LOCAL BUSINESSES     GALLERY     NEWS     CONTACT

Background
Funders
Latest News
Meet The Team
Current Projects
Downloads
Get Involved / Join Us

LATEST NEWS

GLENCADAM DISTILLERY 
MEMORY DAY 

27TH MAY ALL WELCOME
Our memory day is back - this 

time at the world famous 
Glenlivet Distillery where the...

WE’RE RECRUITING - TWO 
EXCITING LANDSCAPE 

PARTNERSHIP POSTS
We’re recruiting! The Tomintoul & 
Glenlivet Landscape Partnership....

SPEYSIDE WHISKY 
FESTIVAL - GLENLIVET 
DISTILLERY OPEN DAY 
SUNDAY 30TH APRIL

Please see attached flyer for details 
of the glenlivet distillery’s.... 

WHAT’S ON

THINGS TO DO...

STAY...

Tomintoul and Glenlivet 
Development Trust, 

Glenlivet Estate Office,
Main Street, Tomintoul, AB37 9EX

info@tgdt.org.uk

Tel: 01807 580358

© Copyright 2014 Tomintoul & Glenlivet Development Trust. All Rights Reserved

Photo Credits    

As the Northern gateway to 

the Cairngorms National Park, 

Tomintoul and Glenlivet is an 

area surrounded by stunning 

rugged landscapes, steeped in 

history and which boasts 

infinite opportunities for 

outdoor activities on every 

doorstep. The village of 

Tomintoul, on The Glenlivet 

Estate, was founded by the 4th 

Duke of Gordon and lies at a 

height of 1164 ft, granting it the 

title of ‘Highest Village in the 

Highlands’. Tomintoul is the 

most concentrated population 

of the wider Glenlivet area, 

together home to over 1,000 

people.

‘Unspoilt’, ‘spirited’ and ‘open’ 

TOMINTOUL & GLENLIVET
“The hidden gem of the Cairngorms National Park”
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Smartphone App

Smartphone app concept

WELCOME
to the Tomintoul & Glenlivet 

Landscape Partnership

WHAT’S
ON

ROUTE
PLANNER

LATEST
NEWS

GALLERY

WELCOME
to the Tomintoul & Glenlivet 

Landscape Partnership

WHAT’S
ON

ROUTE
PLANNER

LATEST
NEWS

GALLERY
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Promotional  Merchandise

The Tomintoul and Glenlivet 

Landscape Partnership logo can be 

used across various items for 

promotional purpose.

this case, it includes not only how 

to use their Master Brand Marque 

but also their sector-specific 

‘Hidden Heritage’, ‘Living’, ‘Open 

to Adventure’ and ‘Natural’ 

sub-brands, together with the 

associated colour palette and 

typefaces. Templates were also 

produced for document 

paperwork, marketing literature,  

website and app usage as well as 

Every brand should be used in a 

consistent manner – this ensures 

successful long-term uniformity 

and Brand Guidelines are designed 

to help the user do just that. 

This is particularly essential for 

organisations that require external 

third party input for both design 

and production of their collateral.

Brand Guidelines can be tailored to 

suit an organisation’s needs, in 





Architectural Heritage



Commissions



Interpretation & Exhibition Design







Colzium Lennox Estate

7.1

Audio Visual Interpretation
The main element of our project was to produce an Audio Visual presentation as 
not only a historical and educational story but also as an informative introduction 
for all the activities to see and do at Colzium and the wider Kelvin Valley area.

Our work included all historical research, storyboarding, copywriting for the 
AV’s voice over and art direction of the 8 minute film which tells the story of 
Colzium and the Kelvin Valley ‘from the beginning of time to the present day’. 
The installation was designed as a panoramic ‘letterbox’ with 3 large format 
screens conjoined to allow historical ‘pans’ across the screens for maximum 
visual impact. 

©
 R

an
da

k 
De

sig
n 

20
17

 

Visit www.randakdesign.com/colzium to see the audio visual presentation

We were commissioned by North Lanarkshire Council to design and 
produce an Audio Visual Interpretation along with a brand and supporting 
graphic Interpretation Panels for their new Visitor Centre at the Colzium 
Lennox Estate, near Kilsyth.

 

‘screen grab’ from audio visual

original storyboard

original storyboard

Exterior of Visitor Centre

Roman soldiers 
fade into the 
landscape Aerial view of Bar Hill 

Fort today

Aerial view 
of CroyHill 

Plan of 
Croy Hill 
FortBar Hill Fort fly around 

movie
Bar Hill bathhouse 
reconstruction 

Bar Hill bathhouse 
remains today

Reconstruction drawing 
of Bar Hill Fort

BANTON LOCH

Auchanstarry 
Postcard 1911 

Auchanstarry 
Basin

Banton Loch

1790 - Canal opened

‘screen grabs’ from audio visual



‘Skyline’ Sub Brands

EDINBURGH



Concertina Trail Guides

Pocket Concertina Trail Guides

©
R

a
n
d

a
k
 D

e
s
ig

n
 2

0
1
7

Concertina Trail Guides 9



Inverness
at a glance
from the
CASTLE

VIEWPOINT
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Inverness
at a glance
from the
CASTLE

VIEWPOINT
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Architectural Trails

Combining our 

unique illustrative 

style and our 

distinctive ‘Skyline’ 

icon with text in :

English

German

Italian

French

Spanish

Chinese

Our dedicated ‘Concertina’ guide celebrates both history 

and heritage in six languages - a fantastic keepsake and 

revenue generator.
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Inverness
auf einen 
Blick vom  

AUSSICHTSPUNKT 
DES CASTLES
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Inverness
a colpo d’occhio 

dal  
BELVEDERE DEL 

CASTELLO
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d'Inverness
Vue panoramique 

depuis le 
POINT 

D'OBSERVATION 
DU CHÂTEAU
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Inverness
de un vistazo 
desde el 

MIRADOR DEL 
CASTILLO
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城堡�景台：

因弗尼斯
一�

建筑��

Concertina Trail Guides 9.1

Concertina Guides with Languages



Concertina Trail Guides

Following the success of our City Guides we are now launching the first 
in our series of dedicated ‘Concertina’ publications under our
Architectural Heritage  Brand.

LAUNCHING FEBRUARY 2018…….Concertina Guides

9.2

TM

 

Over 40 ‘attractions’ in our unique illustrative format complete with map 

and descriptive text covering Scotland’s West Coast. Our handy 

pocket size guide offers a selection of ‘must-sees’ and includes 

Calmac’s routes to help plan your visit.

 

For details contact, Architectural Heritage, 90 Mitchell Street, Glasgow, G1 3NQ

email – info@randakdesign.com   On-line edition : www.roadtripbyrandak.com - launching Spring 2018

 

Westwards1  

Road to the Is les2 Eastwards3 Northwards4

5 Ayrshire6 Dumfries & Gal loway7Borders

Road Trip                       will be followed during 2018 by :-

®

Ro a d  Tr i p
Randak’s

Loch Lomond, 
Argyl l , Bute, Arran, 

Is lay, Mul l , Iona, 
Oban. . . .

 . . and beyond  

£1.99

Architectural Heritage

1  
GLASGOW

Westwards

®

Ro a d  Tr i p
Randak’s

Westwards

Architectural Heritage
90 Mitchell Street Glasgow G1 3 NQ

(Forthcoming publications)

www.roadtripbyrandak.com

All rights reserved - see copyright notice inside

1  

Road to the Is les2

Eastwards3

Northwards4

5

Ayrshire6

Dumfries 
& Gal loway

7

Borders

®

Ro a d  Tr i p
Randak’s

A delightful planner and memento of your trip and a ‘back-up’ when your device can’t get a signal.

Available at many outlets throughout each area.
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Planning & Interpretation

Colzium Lennox Estate, part of North Lanarkshire Council’s cultural 
and visitor attractions, commissioned us to develop the 
interpretative content for their new Visitor Centre.

10

Tourism and Heritage Planning 
& Implementation

©
R

a
n
d

a
k
 D

e
s
ig

n
 2

0
1
7

This was an end-to-end ‘whole visit’ project which included planning, content research, copywriting and story 

boarding, branding and positioning, audio visual and static graphic interpretation design and production. We also 

developed a marketing and media plan resulting in design and production of marketing and advertising collateral.

The resulting deliverables are all that the visitor sees, beneath these are the true foundations – a strategic plan that 

sets out what every tourism and heritage project needs to achieve, how the stakeholders interests are addressed and 

what the delivery mechanisms will be. Outlined below are the four principle ‘pillars’ in its development, together with 

the three types of implementation options that can be tailored to suit the requirements of any project.

 

Issues

What are you trying to 
address and what are the 
outcomes you want to 
achieve (e.g. increased 
footfall / improved dwell time 
/ revenue generation)?

PLANNING

Time for Colzium
Time for all the family

Time to explore 
Play time at . . . 

Spending time at . . . 

 Time for adventure at . . .
There’s never been a better time to 

IMPLEMENTATION

Messages

What do you want to say and 
what tone of voice should 
you use?

Audiences

Who are your visitors 
(categorised into groups) how 
do you target your messages 
/ products to these groups

Evaluation

Assess what assets you have 
and monitor your deliverables 
to ensure they are working 
for you

Detailed research is vital to each ‘pillar’ and should include a SWOT analysis as well as competitor and benchmarking analyses.

Properly addressed, the above steps will lead to an outputs menu – this can include media visioning, cost estimates, realistic 
timescales, identify responsibilities and deliverables.
 
 

Media & Marketing

Ensures your destination, heritage 
service or product offer is positioned 
correctly; is seen by those you want to 
attract; that your Unique Selling Point is 
clearly identified and articulated and 
supported by an action plan that maps 
out media options, priorities and budget 
requirements. 
 

Interpretation 

At its simplest an interpretative plan 
helps to make your communication, 
product or service more effective. It lays 
down the framework for all the other 
components of this ‘Toolkit’.

Whole Visit 

Depending upon context or 
‘destination’, Whole Visit Planning is an 
end to end strategy for the visitor 
experience, which sets out to ensure 
that the ‘promise’ is delivered.



Specialist Campaigns

Capturing the spirit

Whether it be a 

promotional 

campaign or a 

product range, 

we create

iconic designs

capable of working 

across a wide range 

of applications.

Memorable imagery 

Creating memorable 

imagery to enhance 

your brand is an 

opportunity not to be 

missed - from 

billboards to 

postcards, having fun 

is allowed if it works 

with the brand.

Creating ‘bespoke’ marketing collateral 

- an opportunity to profile raise

11

Specialist Campaigns
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12Fact File

PLACE


