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Welcome

Our mark

Mayfield Villages
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The Maytield Villages
brand, and 1ts sub brands,
has been crafted to talk to
our audience about all that
Maytield has to ofter.

The brands are positioned
to showcase how later living
1s enriching and fulfilling
when you gain the freedom
and benefits available at

a Maytield village.
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Our brand
architecture

Our brand family consists of:
1 Mayfield Villages

2 Mayfield Club

3 Mayfield Villages Care

4 M Bar & Kitchen

Mayfield Villages is

our parent brand which
is connected to three
others within the family.
Mayfield Club and
Mayfield Villages Care
are the most closely
affiliated to the parent
brand, with M Bar &
Kitchen sitting a small
step further away.

MAYFIELD

*VILLAGES-

S

MAYFIELD

*CLUB-

)

MAYFIELD

*VILLAGES CARE-

(§

M BAR & KITCHEN -
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Our logo
family

Our logo family consists of

four logos as shown on the right:

1 Mayfield Villages

2 Mayfield Club

3 Mayfield Villages Care
4 M Bar & Kitchen

The Mayfield Villages
logo is our main brand
logo and should appear
on the majority of brand
assets including, but not
limited fo, stationery,
advertisements, sales
brochures, etc.

The Mayfield Club

logo is representative

of our on-site health

club and should be used
across assets relating to
all club activity. The same
principles apply for the

M Bar & Kitchen logo.

The Mayfield Villages
Care logo should be used
for all assets relating to
the Care brand, as well
as uniforms and livery.

LA

MAYFIELD

*VILLAGES-

LA

MAYFIELD

*VILLAGES CARE-

LA

MAYFIELD

*CLUB-

<

M BAR & KITCHEN -
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Mayftield
Villages logo

Shown right is the 2 In some instances, it
Mayfield Villages logo. may be necessary to show
It is representative of our the logo reversed in white
brand and must be used e.g. if being used on dark
correctly to maintain brand  backgrounds. Always
recognition. Please follow ensure there is enough
this guide fo ensure contrast between the
consistency. logo and background

1 Our primary colour for legibility.

version is Petrol Blue and 3 There may be some
should be used across the cases in which our logo
majority of occurrences. needs to use a single colour

if full colour reproduction is
not possible. Solid black
should be used for this.

MAYFIELD

*VILLAGES-e

LA

MAYFIELD

*VILLAGES-

LA

MAYFIELD

*VILLAGES-
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Mayftield Villages logo

positioning and s1zing @ @ O

“VILLAGES® “VILLAGES® *VILLAGES®
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Sizing

The following minimum
sizes have been provided
as a guide for legibility
when reproducing

our logo in print

and digital formats.

Where possible, for
print, ask for proofs of
all collateral to review
before approving.

Here we have provided
some common print and
digital formats. As a general
rule, the logo should be 1/5
of the shortest edge on print
and 1/3 on digital formats.

When format sizes for
digital fall below 100px
use your best judgement,
taking info consideration
the clear space around
the logo.

When placing the logo
please size it according to
the size of your document.

Recommended print sizes:
AB:18mm wide

A5: 22mm wide
A4: 24mm wide
A3: 30mm wide

Recommended digital size:

100px wide

Positioning

Our logos should be
positioned in one of the
four primary positions
seen fo the right.

Depending on amount

of content and format this
may not be possible. In
this case the secondary
placement can be used
shown on the far right.

W
MAYFIELD

“VILLAGES®

W
MAYFIELD

“VILLAGES®

Primary placement

W
MAYFIELD

*VILLAGES®

W
MAYFIELD

“VILLAGES®

Secondary placement
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Exclusion zone

& lock-ups

The logo must always be
fully visible and legible. To
ensure this, a compulsory
exclusion zone must be
used around our logo.

This can be measured
using the height of

the words from the
‘Mayfield Villages’ logo.

Partner lock-ups

When creating partner logo
lock-ups the same exclusion
zone must be observed.

The partner logo should
always appear to the right
or below the Mayfield
Villages logo.

MAYFIELD

*VILLAGES-

Balfour Beatty
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Things
to avoid

Our logo is the key
representation of our
brand, so must always
be used correctly.

Here are a few examples
of logo misuse that are to
be avoided.

These rules apply across
the entire logo suite.

)

MAYFIELD

*VILLAGES-

Do not tilt any part of the mark together or separately

@

MAYFIELD

*VILLAGES-

Do not alter the weight of the lines

W
MAYFIELD

*VILLAGES-

Do not alter the size of the mark in relation to the type

S

MAYFIELD

*VILLAGES-

Do not change the colour

&

MAYFIELD

*VILLAGES™

Do not add any effects or drop shadows to the logos

S

MAYFIELD

VILLAGES

Do not move or remove the dots

LA

MAYFIELD

*VILLAGES-"

Do not have the mark in a different colour to the type
NB Mayfield Villages Care is the only exception - see p25

Do not use logo on busy or complicated backgrounds

AN

MAYFIELD

*VILLAGES-

Do not stretch or distort the proportions
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Mayfield
Club logo

Shown right is the
Mayfield Club logo.
Please follow this guide
to ensure consistency.

1 Our primary colour
version is Petrol Blue and
should be used across the
majority of occurrences.

2 In some instances, it
may be necessary fo show
the logo reversed in white
e.g. if being used on dark
backgrounds. Always
ensure there is enough
contrast between the

logo and background

for legibility.

3 There may be some
cases in which our logo
needs to use a single colour
if full colour reproduction is
not possible. Solid black
should be used for this.

MAYFIELD

eCLUBe®

LA

MAYFIELD

*CLUB-

LA

MAYFIELD

*CLUB-
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Mayfield Villages

Care logo

Shown right is the

Mayfield Villages Care logo.
Please follow this guide fo
ensure consistency.

1 Our primary colour
version is set in ftwo tones
of purple and should be
used across the majority
of occurrences.

2 In some instances, it
may be necessary fo show
the logo reversed in white
e.g. if being used on dark
backgrounds. Always
ensure there is enough
contrast between the

logo and background

for legibility.

3 There may be some
cases in which our logo
needs to use a single colour
if full colour reproduction is
not possible. Solid black +
60% black for the ‘arc’
should be used for this.

MAYFIELD

*VILLAGES CARE®

MAYFIELD

*VILLAGES CARE®"

LA

MAYFIELD

*VILLAGES CARE®"
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M Bar &

Kitchen logo

Shown right is the

M Bar & Kitchen logo.
Please follow this guide
fo ensure consistency.

1 Our primary colour
version is Orange and
should be used across the
majority of occurrences.

2 In some instances, it
may be necessary to show
the logo reversed in white
e.g. if being used on dark
backgrounds. Always
ensure there is enough
contrast between the

logo and background

for legibility.

3 There may be some
cases in which our logo

needs to use a single colour
if full colour reproduction is

not possible. Solid black
should be used for this.

* M BAR & KITCHEN -

“

*M BAR & KITCHEN -

Q)

* M BAR & KITCHEN -
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Our
primary
brand fonts

Our two primary brand fonts
are Mencken Std and Sofia Pro.

Our brand fonts have

the flexibility and diversity
to be used across a large
range of hierarchy

and applications.

We use all of the
weights listed here, but
focus on certain weights
for specific uses and
executions, see page 33.

Both fonts are available
for use via Adobe
Creative Cloud:

Mencken Std

Sofia Pro

ABCDEFGH
IJKLMNOPQ
RSTUVWXYZ

abcdefghijk
Imnopqgrstu
VWXYZ

1234567890
@£$%&.,()

ABCDEFGH
JKLMNOPQ
RSTUVWXYZ

abcdefghijk
Imnopqgrstu
VWXYZ

1234567890
I@L£3%&.,)

Mencken

Regular
Bold
Extra Bold

Sofio

Pro

Extra Light
Light
Medium
Bold


https://fonts.adobe.com/fonts/mencken
https://fonts.adobe.com/fonts/sofia

&
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Type styling
& hierarchy

Headlines:

Sofia pro light

or Mencken Std Bold
Introduction:

Sofia Pro Light

Subhead 1:
Mencken Std Bold
Subhead 2:

Sofia Pro Bold
Body copy:

Sofia Pro Light
Stats and pull-out:
Mencken Std Bold

Quotes/testimonials:
Mencken Std Regular

Headline style 1 oo
Sofia Pro Light

Headline style 2
Mencken Std Bold

Tracking and kerning
Tracking on both Mencken
Std and Sofia Pro should
be set between 0 and -15.

Body copy style =
Kerning: Optical Sy

Sofia Pro Light
Take care to custom
kern titles and any type
used af sizes larger than

i Subhead style e
20pt especially.

Sofia Pro Bold
Further guidance

can be found in example
collateral - pages 93 - 98.

Highlight style
Mencken Std Bold

AaBbCcDdEe
123456781&™

AaBbCcdEe
12345678!&*

abcdefghijklmnopqgrstuvwxyz
1234567890 |@£5%&:.,()

abcdefghijklmnopqrstuvwxyz
1234567890 !@£5$%&.,()

abcdefghijklmnopqgrstuvwxyz
1234567890 @£$%&.,()

Introduction would be
this weight and relative
scale. Sofia Light 18/19pt

Headline

Headline

SUBHEAD STYLE

Geaque ipsa quae ab

illo inventore veritaquasi
architecto beatae vitae
dicta sunt explica bo.emo
enim ips am voluptatquia
voluptas sit aspertur tit aut
fugit, sed quia conseq uunr
mi dolores eosi nesciunt.
Nequo quisquam est.

Introduction style 2.
Lorem ipsum dolor sit et,
consec tetur adipiscig elit
do eiusmod tempor icidunt
ut labo re et dolore mag.

Body copy style ed up ictis
unde omnis iste nats error
sit voluptatem antiumui
dolorem ipsum quidolor sit
amet, consec teturdisci velit,
sed quia non numuam eius
modi tempora incidunt ut
labore et dolore magnam
aliquam quaerol uptatem.

Style for
pull outs,

Body copy style ed ut
perspiciatis unmnis iste
nat error sit volu ptam
accusantium doloremque
laudan tium, totaaperiam.
nat error sit volu ptam
accusantium doloremque
laudan tium, totaaperiam.

highlights
or quotes

Qui dolorem ipsum quidolor
sit amet, consec tetur,dipisci
velit, sed quia non numquam
eius modi tempora incidunt
ut labore et dolore magnam
aliquam quaerat vol uptatem.

Body copy style ed ut
perspiciatis unde omnis
iste nat error sit voluptam
accusantium dolrror sit
voluptam accue laudan
tium, totam re riam.

Qui dolorem ipsum quidolor
sit amet, consec tetur,dipisci
velit, sed quia non tempora
incidut ut labore et dolore
magnam tempora incidut
ut labore et dolore magnam
numquam eius modi tempo
ra incidut ut labore et dolore
magnam aliquam quaerat
vol uptatem.

CTAs would
be displayed
like this
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System
fonts

For those users who

are creating documents
without access to the
licensed brand fonts

on page 31, these are
the fonts to use.

Substitute Mencken Extra
Bold with Georgia Bold.

Substitute Sofia Light
with Century Gothic.

Arial is to be used if
Century is unavailable.

This includes all instances
of the brand which sit
outside of creation within
Adobe Creative Suite,
such as Microsoft Word,
Powerpoint and emails.

Headline style 1
Century Gothic
Regular

Headline style 2
Georgia Bold

Body copy style
Century Gothic

Subhead style
Century Gothic Bold

Highlight style
Georgia Bold

AaBbCcDdEeFtGgHhli
1234567890 |@£3$%&.,()

AaBbCcDdEeF{GgHh
1234567890!@£$%&.,

abcdefghijkimnopqgrstuvwxyz
1234567890 1@£$%&..,()

abcdefghijkimnopqrstuvwxyz
1234567890 |@£5%&.,()

abcdefghijklmnopqrstuvwxyz
1234567890 |@£$%&.,()
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Mayfield
Villages

Y Moyfi.eld Villages
strapline e

our communications.

auidpuays sabpj|ipA ployAby

It is a distillation of

our brand, and has

been created after

extensive research o o

and insight gathering.

How to use the Mayfield l ‘ ! ‘ !n I lC ‘ !

Villages strapline: ®
Our strapline should

never be used on a

piece of communication
without the logo present.

<
o)
~
=
©
a
=
Q
Q
®
w

It does not always need
to lock-up with the logo.
It can be used in various
ways and at various
levels of copy hierarchy.
See Collateral section
for examples.

It is always followed
by a full stop.

It is typeset in
Mencken Std Bold.
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Mayfield
Villages

Mayfield Villages Care

Care brand strapline and an
important part of our
communications.

strapline et

our brand, and has
been created after
extensive research

and insight gathering.
How to use the Mayfield ‘ ! I ‘ ! O I Ou ®
Villages Care strapline:

It should never be

used on a piece of
communication without
the logo present.

aul|dpuys sabpj||IA ploiyAoy

<
Q
~
=
@
o}
=
Q
Q
o
w

It does not always need
to lock-up with the logo.
It can be used in various
ways and at various
levels of copy hierarchy.
See Collateral section
for examples.

It is always followed
by a full stop.

It is typeset in
Mencken Std Bold.
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Colour
palette

This is the core Mayfield
Villages colour palette to

be used across all collateral
and communications.

RGB, HEX, CMYK, Pantone
and RAL breakdowns are
provided to suit usage
across a variety of media.

Mayfield Club, M Bar &
Kitchen and Mayfield
Villages Care will have their
own colour considerations,
see pages 53 - 58.

* N.B. If you are printing
using litho uncoated,
please reference page
59 - 62 for full use of Petrol
Blue and Care Purple.

Petrol Blue

RGB 44/64/75

HEX #2C404B
CMYK 82/60/50/50*
PMS C 2379

PMS U 539

RAL 5011

Care Purple

RGB 126/95/147
HEX #7E5F93
CMYK 50/60/0/10*
PMS C & U | 2080

White

RGB 255/255/255
HEX #FFFFFF
CMYK 0/0/0/0

Powder Blue

Spearmint

Blush Pink

Baby Pink

RGB 98/136/162 RGB 130/188/192 RGB 208/123/133 RGB 224/168/165
HEX #6288A2 HEX #82BCCO HEX #DO07B85 HEX #EOABAS
CMYK | 65/35/25/8 CMYK | 50/10/25/0 CMYK | 15/62/35/5 CMYK | 10/40/30/0

Sunshine Yellow

Tangerine

RGB 241/196/65 RGB 213/184/139 RGB 217/100/72 RGB 232/146/80

HEX #F1C441 HEX #D5B88B HEX #D96448 HEX #E89250

CMYK | 7/22/80/0 CMYK | 20/28/50/0 CMYK |10/70/72/2 CMYK | 7/50/73/0
Pea Green Dusty Green Dark Grey Cool Grey

RGB 153/185/120 RGB 131/150/137 RGB 68/68/68 RGB 219/214/212

HEX #99B978 HEX #839689 HEX #A444444 HEX #DBD6D4

CMYK | 45/10/65/0 CMYK | 52/28/50/0 CMYK | 65/55/52/55 CMYK | 16/15/15/0




&
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: | Tints of

e

o

c

¢ our colours

o

s

c

P
Tints can be used to
support the main brand
palette. Shown to the right
are the permitted tints.
How to use tints:
« To provide greater

contrast and accessibility,

z especially in digital

% formats.

g « In detailed graphs,

< infographics, charts

o) and tables.

Q@

3 « To provide flexibility

and change of pace
within a long document.

The tints shown here
have been chosen based
on rigorous print fests.

Please note:

No tints should
be created from
the Petrol Blue.

47
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Colour
combinations

Shown here are

some suggested colour
combinations. These are
not exhaustive suggestions,
and are more of a starting
point for your reference.

Petrol Blue

Petrol Blue

Tangerine

Petrol Blue

Spearmint

Petrol Blue

Petrol Blue

Spearmint

Baby Pink

Petrol Blue

Sunshine
Yellow

Orange

Tangerine

Dark Grey

Tangerine

Dark Grey
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Online
accessibility

All messaging created
must be clear, legible, and
accessible to everyone. The
colour combinations shown
here have achieved the AA
accessibility rating.

When applying type online
you should only use these
colour combinations.

Refer to WebAIM for
clarity and up to date
accessibility guidance.

Primary colour combinations

AaBbCc

Type: #FFFFFF
Background: #2C404B

AaBbCc

Type: #2C404B
Background: #FFFFFF

AaBbCc

Type: #DBD6D4
Background: #2C404B

AaBbCc

Type: #82BCCO
Background: #2C404B

AaBbCc

Type: #99b978
Background: #2C404B

AaBbCc

Type: #2C404B
Background: #99B978

Secondary colour combinations

AaBbCc

Type: #F1C441
Background: #2C404B

AaBbCc

Type: #F1C441
Background: #2C404B

AaBbCc

Type: #E0A8A5
Background: #E0A8A5

AaBbCc

Type: #F1C441
Background: #2C404B

AaBbCc

Type: #2C404B
Background: #82BCCO

AaBbCc

Type: #DBD6D4
Background: #2C404B
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Mayfield
Club palette

The colours shown
right are the palette
for Mayfield Club.

When producing collateral
for Mayfield Club these
colours should be used

as a brand signifier.

Lead colours should be
used as background and
blocks of colour - the
supporting colours are
for use as highlights.

Lead colours

Petrol Blue

Supporting colours

Dark Grey
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Mayfield Villages
Care palette

The colours shown
right are the palette for
Mayfield Villages Care.

When producing collateral
for Mayfield Club these
colours should be used

as a brand signifier.

Lead colours should be
used as background and
blocks of colour - the
supporting colours are
for use as highlights.

The usage of the Mayfield
Villages Care Arc shown right
is explained on page 79.

Lead colours Supporting colours

Care Purple Blush Pink

Dusty Green

Petrol Blue

Powder Blue

Cool Grey

White
b
-
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M Bar &
Kitchen palette

The colours shown
right are the palette
for M Bar & Kitchen.

When producing collateral
for M Bar & Kitchen these
colours should be used

as a brand signifier.

Lead colours should be
used as background and
blocks of colour - the
supporting colours are
for use as highlights.

Lead colours

Petrol Blue

White

Supporting colours

Sand

Dark Grey

Cool Grey

Sunshine Yellow




&

an|g |oa42d sabp||IA plelyApyy

s0D||IA PlOALN

59

Mayfield Villages
Petrol Blue

This set of colour references
has been carefully tested and
selected to ensure consistency
across different printing
techniques and stocks.

Litho Printing
Coated

82/60/50/50

PMS 2379

Pantone

Litho Printing
Uncoated

100/60/50/40

PMS 539

Digital Printing
Coated & Uncoated

82/60/50/50
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Mavfield Villages
Care Purple

This set of colour references
has been carefully tested and
selected o ensure consistency
across different printing
techniques and stocks.

Litho Printing
Coated

45/60/0/0

PMS 2080C

Pantone

Litho Printing
Uncoated

50/60/0/10

PMS 2080U

Digital Printing
Coated & Uncoated

50/60/0/10
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mw Our imagery Mayfield Villages



&

9]A}s Aydpubojoyd ung

sobo)|IA plelAOYY

65

Our
photography
style

Our brand photography is split

into three areas to represent the
wide range of facilities and benefits
available at Mayfield Villages,
Mayfield Club, Mayfield Villages
Care and M Bar & Kitchen.

1 - The people
2 — The detail
3 - The wide shot
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The people

Mayfield homeowners should be
shown actively engaged in their
activity or day. A reportage style
capturing moments at the village
through the people. The shots
must feel warm with the person
or people as the main focus.

Poses should feel natural fo the
subject and not contrived or posed.

These shots should employ natural
lighting and shallow depth of field
to place the focus squarely

on the subject.
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The detail

The details help to showcase the
tactile daily interactions of Mayfield
Villages, they add warmth and
richness to the brand.

Where possible people should
be included so these images
feel like a pause in your day, a
highlight of a meal enjoyed or
the amusement of a hobby.

These shots should use shallow
depth of field to place the focus
on the subject matter.
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The
wide shot

These images help fo illustrate the
places of interest and describe the
landscape and facilities available.

People should be included where
possible to help show context
and give perspective.
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Mayfield
Villages
‘Ellipse’

The Mayfield Villages
visual language has
been built out from
the construct of the
logo itself.

The point at where the
two circles intersect is a
visual shorthand for the
richness of the Mayfield
offering. The brand
essence of “Your life,
plus’in visual form.
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Mavfield

Villages
‘Ellipse’
N use

The Ellipse intersection
can be used in a variety
of crops and constructs
to add interest and pace
change within a given
piece of collateral.

Shown right is a small
selection of ways in which
that can be achieved.
The overlapping circles
and the ellipse between
them can be used to hold
imagery, colour and text.

If ever in doubt keep
things simple and use
tints of one colour.

See pages 93 - 100
for further examples.

L
)

1
3
-
1

WE Y R

Main title
goes here
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Mayfield
Villages
care ‘Arc

The Mayfield Villages The Arc should always
Care visual language has retain the weight and
been built out from the proportions it has
construct of the logo. within the logo

and should feature
predominently in

a 60% tint of the
Mayfield Care Purple.

The top half of the logo
forms an arch which is
descriptive of the ever
present and caring
nature of Mayfield
Villages Care.

MAYFIELD

*VILLAGES CARE-
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Mavfield
Villages Care
‘Arc’ In use

The Arc is used in conjunction
with imagery to describe the
environment of care and
attention Mayfield Villages
Care create for their customers.

The Arc should always highlight
the focus point of any given
image, be it the customer,

the service or the carer.
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Writing
overview

Overview

A consistent and confident
tone of voice is a key aspect
of who we are and how our
brand converses with all of
our audiences.

It is therefore vital that the
way we communicate is
built upon our brand values
and personality, in order
to show what makes us
unique. It is important that
we communicate in a clear
and consistent way so that
our audience recognises,
understands and most
importantly, trusts us.

Overarching Principles

To ensure our writing
reflects Mayfield Villages
please adhere to the
following style guide
when writing or editing:

Use plain English

Avoid jargon and unnecessarily
technical language where
possible, unless it is essential

to a specification or detail.

Slang

Avoid any colloquialisms,
Americanisms or slang.

Abbreviations

Don't use unexplained
acronyms and abbreviations
- when using these ensure the
first instance is written in full
followed by the abbreviation
in brackets afterwards.

Exclamation marks
Exclamation marks are
to be used on the rarest
of occasions.

How we talk

We talk to our
customers how we
would like to be spoken
to, with considered care
and confidence. Our
tone, like our product

is intelligent and
aspirational.

We believe our
customers need
clarity and consistency
of language, for

us to understand
them, and for

their well-being.

Mayfield trait

Meaning

Approachable

Reliable

Caring

Reassuring

Vibrant

Uplifting

Friendly, easy to talk
to, welcoming and
pleasant, accessible.

Consistently good in quality or
performance; able to be trusted.
dependable, authentic, good.

Displaying kindness

and concern for others.
kind-hearted, warm-hearted,
thoughtful, attentive.

Serving or intended to remove
someone’s doubts or fears.
Restoring confidence.

Full of life, energy
and enthusiasm.

Inspiring happiness,
optimism, or hope.
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Mayfield
Villages
Stationery

With compliments

Life,
enriched.

Mayfield Watford - 01923 936 715 . wa tordsales@mayfied viloges.couk
may feldviloges couk- Sales Offica, Thomas Sowyer Way, Watiord, Herdfordshire WIE OGS

Harriet Dunstan

ar

W
MAYFIELD

SWILLAGE3 =

LreN

MAYFIELD

*VILLAGES»

Mayfield Watford

Q1923 936 715

watfordsales@mayfiekivillages.couk

mayfieldvillages.couk

Sales Office, Thomas Sawyer Way,
irf Road sales O A Y.

Watford, Hertfordshire WD18 0GS

{ame,

qui doluptium re que cus outem alia consequia dolorep elentur

t ad quos si sed molut ecssunt eat et volore volores totatem quat

les iducid que ese nonsenturite aut quo maodist, ium quas mi,
m 3, vendicium corem rate serchil et velloutatem fugioe dolarepelest

sreh ilicte veluptatum qui doloribus, quame nobis di vit, tet restrum
estium ea veles aul idenis venis pel ilisi soloreheni reristotat rem
MAYFIELD fa e e e :
VILLAGESS rper moluptatio conet ligenda eceptat quatur, et optatus a as
s sunt, utendoepuda nosanist, atur sed quo bea illupta ssincioe a
5 consequiatur sunt unt a velessimil ipsom nonsequom, experovid

pid,

Ebitae vel il molupta spellestrunt aut officoes idis es maiosarn, et volectatecea
eum fugit hil modio. Nam duntuste la voluptas solores moluptaque voluptatur?

Nis os ef qui di veniscid ulporcient harum di tem ratius ressequoepe quis

rectepe labore comnis et eaque nem int autate pernatus velectur modit volorro
. plloriam assit eatur sandel debis estibust arum, od ullant,

latem anihiliquam volessim lis ati blandenim ata solende

eicimi, sitam lab incim veolorepta quam ipsunt, omnimpa rrovitis

sti aut quiassi ab ipsant aliquo expe nienimi, quo et as digent
giam utas rem reicabo. Voluptatus, corpor rem quate dusam
litae adisquibere, adit quom fuga.
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Mayfield
Villages
Care
Stationery

MAYFIELD

*VILLAGES CARE»

With compliments

Mayfisld Watford -0123 456789 . info@ mayfieldvilagescare.couk
mayfieklagescareco.uk - Thomas Sawyer Way Watiord, Hertiords ireWD18 0G5S

MAYFIELD

irf Road

lame,

qui doluptium re que cus autem alia consequia dolorep elentur
tad guos si sed molut ecssunt eat et volore volores totatem quat
les iducid que ese nonsenturite aut guo maodist, ium guas mi,

3, vendicium corem rate serchil et vellautatem fugiae dolorepelest

arch ilicte voluptatum qui doloribus, quame nobis di vif, tet restrum
estium ea veles aut idenis venis pel ilisi soloreheni reristotat rem
= srpor moluptatio conet igenda eceptat quatur, et optatus a as
Here for you. ; i i inci
’ \ . 3@ sunt, utendaepuda nosanist, atur sed quo bea illupta ssinciae a
% consequiatur sunt unt o velessimil ipsam nonsequam, experovid
Ipid.

Ebitae vel il molupta spellestrunt aut officaes idis es maiosam, et volectatecea
eum fugit hil modio. Nam duntuste la voluptas solores moluptaoque voluptatur?

Nis as et qui di veniscid ulparcient harum di tem ratius ressequaepe quis
rectepe labore comnis et eaque nem int autate pernatus velectur modit volorre
lloriam assit eatur sandeliqui debis estibust arum, od ullant,
blatem anihiliquam volessim lis ati blandenim ota solende

gicimi, sitam lab incim volorepta quam ipsunt, omnimpo rrovitis

- sti aut quiassi ob ipsont aliqguo expe nienimi, quo et as digent
"ﬁl giam utas rem reicabo. Voluptatus, corpor rem quate dusam
& elitae adisquibere, odit guam fuga.

fr Here for you.

Job fitle

MAYFIELD

*VILLAGES CARE-

0123 456 789
info@mayfieldvillagescare.co.uk
mayfieldvilagescare.couk

Thomas Sawyer Way, Watford,
Hertfardshire WD 0G5
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Out of
home
advert

There’s no place like

Mayfield
Villages

Retirement living

b
b
b

Life
enriched,
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Powerpoint
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Contact
us

Brand Guardians
If you have any queries,
please contact:

xxx@mayfield.co.uk
01234 5678 90
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