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INTRODUCTION
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AN INTRODUCTION TO THE NEW SHIRLEY PARSONS BRAND

We’ve created a new and updated brand identity to drive Shirley Parsons forward for the future.

OUR NEW LOGO

There is a refreshed logo with more defined colours and a more up-to-date appearance, but keeping the “globe” icon 
which has been incorporated with the “s” of Shirley Parsons, to create a dynamic new brand icon.

OUR NEW FONTS

There are also new fonts for online and offline use and it will be important that everyone uses these to ensure consistency 
in our outward appearance.

IMAGES

We’ve given clear direction when using images. It is now important to make sure the images we use best portray us as a brand. 
This means we must only use naturally composed shots using bright, smiling people with an appropriate gender/ethnicity mix 
and impressive shots of infrastructure and cityscapes to create the right mood for the page they are used on.

UNDERSTANDING THE NEW BRAND 

Protecting the integrity of the new brand is everyone’s responsibility. The use of the brand in everyday communications like 
client or supplier email, sales proposals, presentations and marketing campaigns MUST be consistent with the guidelines 
set out in this guide.
Special attention should be paid to the sections on the use of the size of the logo, types of acceptable image and the correct 
“tone of voice” that reflects the personality of the business.

GETTING THE MOST FROM THIS GUIDE

Please follow these guidelines to help reflect the right brand image for the business.
If you have any questions about using the Shirley Parsons brand please contact the marketing department at Shirley 
Parsons using email: marketing@shirleyparsons.com.
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BRAND
BACKGROUND



EMOTIONAL
BENEFITS

FEATURES &
ATTRIBUTES

BRAND
PERSONA

FUNCTIONAL
BENEFITS

We
Deliver

Global leaders
in HSEQ recruitment 

Confidence of working with a highly 
reputed, friendly and understanding 

partner that truly cares

Courteous and efficient communication with a 
highly networked and specialised partner focused

on both speed and accuracy 

An ever-growing global HSEQ talent network built on long term 
relationships, industry knowledge and geographic expansion

BRAND
PROMISE
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BRAND OUTLINE
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BRAND SALIENCE

• Global leaders in HSEQ

• Widest network of HSEQ professionals 

• Career agents 

• Long term sustainable relationships 

• Always deliver

• Part of the HSEQ community

• Helping further the HSEQ profession

BRAND IMAGERY

• People smiling, engaging with each other
• Gender, age and race diversity
• Large infrastructure projects
• Big city skylines and images

BRAND PERFORMANCE

• Understanding of needs 
• Finds needles in haystacks 

• Delivers great outcomes & happy customers 

• Courteous & efficient communication

• Fast, accurate, responsive, high standards 

BRAND
RESONANCE

• Loyalty (Repeat
placements with both
clients and candidates)

• Advocacy
• Positive experience 

leading to attachment

BRAND
JUDGEMENTS

• Respected

• Trusted

• Leader

• Expert

• Different and better

BRAND FEELINGS

• Confidence
• Partnership
• Optimism
• Likeable
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KEY BRAND
ATTRIBUTES
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STRENGTH

HSEQ  3 SECTORS

FRIENDLY

AUTHORITATIVE

ALWAYS DELIVER

RELATIONSHIPS

PARTNERSHIP

MODERNOPTIMISM     LIKEABLE

ACCURACY CONFIDENCE

DYNAMIC

GLOBAL

S



OFFICIAL TAGLINE (UK):

GLOBAL LEADERS IN HSEQ RECRUITMENT 

VALUES (UK):

Teamwork
Working closely with clients, candidates, suppliers and internally to get the job done

Expert
Continuous learning about skills, sectors, and of course recruitment

Excellence
Producing results to the highest standard and with the best possible experience

Integrity
Open and honest communication, both internally and externally

VISION
STATEMENT
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EXTERNAL 
SUPPLIERS
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INTRODUCTION

It is important that our brand is interpreted in the correct manner throughout third party communications.
So we have provided details to help you use Shirley Parsons brand assets correctly.

OFFICIAL BRAND STATEMENT

Shirley Parsons are global leaders in HSEQ recruitment, search and staffing services. We are an 
ever-growing global HSEQ talent network built on long-term relationships, industry knowledge, and 
geographic expansion.

We act as career agents to HSEQ professionals and partners to organisations looking to attract the best 
HSEQ talent. Together, we can help create sustainable prosperity through business improvement, safer work 
environments, and enhanced wellbeing.

LOGO USE

Our logos are available in a number of variations. Please adhere to the guidelines in the logo section of this 
guide. If you would like to obtain a logo please email marketing@shirleyparsons.com.

The official brand statement may be used in 
materials such as Linked In profiles, a descriptor 
for conference/exhibition programmes, 
sponsorships etc.
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BRAND LOGO



PRIMARY LOGO

Shirley Parsons branding consists of a 
‘Spherical S’ Device and Shirley Parsons 
title text. The brand reflects the dynamic 
and global aspect of the business. It’s 
colours are bright, vibrant and strong 
conveying confidence. A friendly 
approachable aspect is created through 
the curvature of a modern geometric font

Shirley Parsons Brand Guidelines

BRAND BRIGHT BLUE
Pantone® 639C

BRAND DARK BLUE
Pantone® 302C

The Shirley Parsons primary default logo shown, 
uses two Pantone® colours, with stacked text, 
aligned left and positioned alongside the Spherical 
S Device

This logo should always be used where possible

Where contexts require a different formation, 
please see further logo fomats overleaf

Where print colours are restricted, or the context 
has coloured backgrounds, please see later in this 
section

For further information on brand colours, please 
see the Colour Palette section
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PRIMARY LOGO
ALTERNATIVE FORMATS

Shirley Parsons Brand Guidelines 12

Semi Portrait

Portrait

Landscape

When particular contexts suit a more landscape or 
portrait formation of the logo please choose from 
one of the 3 options shown
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SECONDARY LOGO 
SMALLER DEVICE

To be used when the Spherical S Device does not 
need to be as prominent, possibly due to context 
size restrictions

The smaller Device is sized at either 50% or 75% 
depending on suitability
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Primary logo, spherical S device @ 75%

Primary logo,  alternative landscape format, 
spherical S device @ 75%

Primary logo,  alternative semi portrait format, 
spherical S device @ 50%

Primary logo,  alternative portrait format, 
spherical S device @ 50%



USE OF STRAPLINE

Shirley Parsons Brand Guidelines 14

GLOBAL LEADERS IN HSEQ RECRUITMENT

GLOBAL LEADERS IN
HSEQ RECRUITMENT

The Shirley Parsons strapline where possible 
should always be in a linear format as shown 
opposite. When a particular context suits a more 
portrait layout, please use the option
shown below opposite

When the strapline has stacked text, it should 
always stack as shown below - with ‘HSEQ 
RECRUITMENT’ positioned on the lower line only

‘HSEQ RECREUITMENT’ should always feature in 
Kessel Bold, contrasting to Kessel Book used in the 
rest of the strapline

The strapline should always be in Shirley Parsons 
Bright Blue, where possible

Only use the strapline logo where it can be clearly 
read

The strapline should be used on social media 
collateral to highlight what we do to the reader

Use it on sales documents where it is large enough 
to be read clearly

The Shirley Parsons strapline may sit separately 
from the Brand logo on it’s own, or be positioned 
under it. See the Brand Logo section for examples 
of how the various logo formations & strapline 
should sit together



The Shirley Parsons Primary Logo in default 
format, with strapline

The strapline in this layout should always be 
aligned to the base of the spherical S device, and 
aligned left under the title text

The strapline should always feature, where 
possible in Shirley Parsons Bright Blue.
See later in this section for colour alternatives if 
necessary
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PRIMARY LOGO &
STRAPLINE LOCKUP
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Examples of how the strapline should be 
positioned with the alternative Primary Logo 
formations

Shirley Parsons Brand Guidelines

PRIMARY LOGO
ALTERNATIVE FORMATS
STRAPLINE LOCKUP

GLOBAL LEADERS IN HSEQ RECRUITMENT
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When colours are restricted, perhaps due to 
printing limitations or because of colourful 
backgrounds, a one colour version of the logo 
must be used

This logo is usually all white. In this instance the 
reverse section of the spherical S device  is 75% 
white

See over the alternative one colour option
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Portrait

Landscape

PRIMARY LOGO
& STRAPLINE LOCKUP -
ONE COLOUR



When colours are restricted, perhaps due to 
printing limitations or because of colourful 
backgrounds, a one colour version of the logo 
must be used

This logo where suitable, can be entirely in Shirley 
Parsons Dark Blue as shown. In this instance the 
reverse section of the spherical S device is a 75% 
tint
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PRIMARY LOGO
& STRAPLINE LOCKUP -
ONE COLOUR



When print or display colours are restricted to 
mono output, set both logo & strapline as shown. 
The reverse section of the spherical S device is 75% 
black
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PRIMARY LOGO
& STRAPLINE LOCKUP -
MONO
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RULES OF
LOGO USAGE



LOGO LAYOUT

Using the character ‘i’ as a unit of measurement, 
the Spherical S Device and text must be spaced as 
shown

The logo must always have an area of empty 
space around it, shown here in ‘x’ units to left, 
right, top & bottom

Only include the strapline with the logo where it 
can be clearly read. The strapline can vary in size 
to suit it’s particular context, It should always 
however be aligned to the Shirley Parsons Logo 
text, and follow the spacing rules shown where 
possible

The strapline can feature separately to the Brand 
logo on any collateral

Shirley Parsons Brand Guidelines 21
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GLOBAL LEADERS IN HSEQ RECRUITMENT
strapline aligns 

to bottom of
icon device

x

x

xx y y
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GLOBAL LEADERS IN HSEQ RECRUITMENT

GLOBAL LEADERS IN HSEQ RECRUITMENT
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top of strapline 
aligns to bottom 

of icon device

x

x

xx yy

x

x

x

x

xx

GLOBAL LEADERS IN
HSEQ RECRUITMENT

LOGO LAYOUT

Using the character ‘i’ as a unit of measurement, 
the Spherical S Device and text must be spaced as 
shown

The logo must always have an area of empty 
space around it, shown here in ‘x’ units to left, 
right, top & bottom

Only include the strapline with the logo where it 
can be clearly read. The strapline can vary in size 
to suit it’s particular context, It should always 
however be aligned to the Shirley Parsons Logo 
text, and follow the spacing rules shown where 
possible

The strapline can feature separately to the Brand 
logo on any collateral
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The logo should always sit in an empty and 
uncluttered space, and at a size whereby it and the 
strapline (if present) is easily seen & read. The logo 
should have a prominence on all materials, 
positioned to the top left where possible/suitable

The Shirley Parsons spherical S device should 
never be set at less than 15mm wide on any 
printed materials. The business card features the 
printed logo, at this minimum size

The Shirley Parsons strapline should never be less 
than 8pt Kessel (Book/Bold)

LOGO SIZE

15mm wide minimum size

Strapline - 8pt text size minimum

GLOBAL LEADERS IN HSEQ RECRUITMENT
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TYPOGRAPHY



Shirley Parsons Brand Guidelines

AaBb  
Kessel 105 Bold Pt: 140 • Tracking 100 

Kessel 105 Book

Kessel 105 Book

TYPOGRAPHY
PRIMARY FONT

Aa Bb Cc Dd Ee Ff Gg Hh I i  
J j  Kk Ll  Mm Nn Oo Pp Qq Rr 
Ss Tt Uu Vv Ww Xx Yy Zz

0123456790@!#&?£

Shirley Parsons Primary Font; Kessel is used for all 
brand, strapline & headings text, and to add 
emphasis where necessary

Kessel is a modern font, full of personality in it’s 
geometric forms. Its curvature echoes the spherical 
shape of the Shirley Parsons brand S device

Kessel font must only be used in the branding text, 
the strapline and in headings or sub headings. It 
should not be used to form long sentences or in 
paragraphs of text. In these instances, the 
secondary font, Futura BT should be used for all 
body copy

Kessel is available in different weights, only use 
Book or Bold

25

We do not hold global usage rights to any of the fonts shown within this document. It 
is the responsibility of all agencies working on designs outlined within this document to 
purchase the recommended fonts and the appropriate license agreement for their
own market needs. We accept no responsibility for the illegal use of any font on 
designs produced by any third party agencies.
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Aaa   
Futura BT Medium Pt: 140 • Tracking 100 

Futura BT Book

Futura BT Book

TYPOGRAPHY
SECONDARY FONT

Aa Bb Cc Dd Ee Ff  Gg Hh I i  
J j  Kk L l  Mm Nn Oo Pp Qq Rr 
Ss Tt  Uu Vv Ww Xx Yy Zz

0123456790@!#&?£

Futura BT must be used for all secondary text such 
as body copy. Futura sits well with Kessel as it is 
geometrically similar but is easier to read when 
used in large sections of type

Futura is also used within Identify Group’s brand 
typography - so this helps to connect the two 
brands more seamlessly, for example in the 
welcome booklet

Futura BT is available in multiple weights, 
including condensed. However, as the primary font 
Kessel should be used for Headings and 
Sub-Headings, and to add emphasis Futura 
should therefore only ever be required in Light / 
Book / Medium weights. Use condensed weights 
only when space is very limited and is absolutely 
necessary

26

We do not hold global usage rights to any of the fonts shown within this document. It 
is the responsibility of all agencies working on designs outlined within this document to 
purchase the recommended fonts and the appropriate license agreement for their
own market needs. We accept no responsibility for the illegal use of any font on 
designs produced by any third party agencies.
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TYPOGRAPHY
ONLINE 

Catamaran is soley used throughout the Shirley 
Parsons website

This font works well on mobile devices and tablets 
providing an easy to read typeface on smaller 
screens

This font should never appear on any printed 
collateral

27

AaBb  
Catamaran Semi Bold Pt: 140 • Tracking 100 

Catamaran Regular

Catamaran Light

Aa Bb Cc Dd Ee Ff  Gg Hh I i  J j  
Kk L l  Mm Nn Oo Pp Qq Rr  Ss  Tt  
Uu Vv Ww Xx Yy Zz

0123456790@!#&?£

We do not hold global usage rights to any of the fonts shown within this document. It 
is the responsibility of all agencies working on designs outlined within this document to 
purchase the recommended fonts and the appropriate license agreement for their
own market needs. We accept no responsibility for the illegal use of any font on 
designs produced by any third party agencies.
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TYPOGRAPHY
COLOUR

Heading & Sub Headings text colours should 
consist of a combination of both Shirley Parsons 
Primary palette colours. White should be used to 
give most prominence and emphasis against a 
coloured background

Futura BT font is used for all body copy. Body copy 
should always be in Shirley Parsons Dark Blue to 
assist with ease of reading, when against a 
white/light background

White should always be used for body copy colour 
when the background is coloured

Shirley Parsons Bright Blue should always be used 
for call to action text & buttons where possible. 
Where the background is colourful - then the CTA 
should be in white if Shirley Parsons Bright Blue is 
not suitable or easily seen. CTA text should always 
have emphasis through it’s colour and heavier font 
weight and/or larger size

28

Body Copy : Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit 
praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Body Copy : Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt 
ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit 
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Body Copy : Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt 
ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit 
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Heading  
Heading  

Sub Heading  
Sub Heading  

Heading  
Heading  

Sub Heading  
Sub Heading  

Heading  
Heading  

Sub Heading  
Sub Heading  
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GRAPHIC
ELEMENTS
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The Shirley Parsons curve is used to enhance the 
brand presence and can be incorporated into any 
collateral

It can be used as a tool to help separate or 
differentiate sections, or to add colour proportion 
as necesssary

The curve can be used in any colour arrangement, 
as long as Shirley Parsons Light Blue, Shirley 
Parsons Dark Blue and white are all present. White 
should always feature in either the top or bottom 
section (never the middle thin curve section) - to 
help achieve a cleaner page layout, or add colour 
proportion to the page. The curve should where 
possible be added towards the bottom of any 
artwork, so as not to draw attention  away from 
main messages or headings

The curve can be added in a concave or convex 
way (reflected up or down) as shown here in the 
examples, as both echo the shapes within the 
Shirley Parsons device shape

SHIRLEY PARSONS
CURVE
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COLOUR
PALETTE

Heading  
Heading  

Sub Heading  
Sub Heading  



‘Shirley Parsons Dark Blue’ provides a strong 
contrast to the bright & modern ‘Bright Blue’

Pantone colours should be used on all print 
materials where possible

If these Pantones are not an option, please use the 
CMYK breakdowns shown

RGB values are shown for all screen based assets

The Shirley Parsons Bright Blue should be used 
more prominently than the Dark Blue across all 
branded materials

PRIMARY
PALETTE

Shirley Parsons Dark Blue

CMYK

PANTONE® 302 C

C 100 M 71 Y 39 K 34

RGB
R10 G 59 B 91

# 003A5D

Shirley Parsons Bright Blue

CMYK
C 98 M 12 Y 11 K 0

RGB
R 0 G 147 B 201

# 0093C9

Shirley Parsons
Dark Blue

Shirley Parsons Brand Guidelines

Shirley Parsons
Bright Blue

32

PANTONE® 639 C



SECONDARY
PALETTE 

CMYK

 

RGB

 

Pantone 123 C

CMYK

 

C 100 M 90 Y 20 K 6

RGB
R 54 G 98 B 165

Pantone 7713 C

C 33 M 39 Y 79 K 6

R 169 G 143 B 81

Shirley Parsons Brand Guidelines

HEALTH & SAFETY

QUALITY

Pantone 265 C

CMYK  
C 88 M 83 Y 0 K 0

RGB  
R 46 G 37 B 205

EXECUTIVE SEARCH

Pantone 362 C

CMYK  
C 71 M 18 Y51 K 1

RGB  
R 76 G 160 B 142

#3662A5

#A98F51

#2E25CD

#4CA08E 

 

ENVIRONMENTAL

33

Secondary colours are used to highlight four areas 
of Shirley Parsons proposition, Health and Safety, 
Environment and Sustainability, Quality and 
Executive Search

They are used selectively in areas online such as 
the news section to make articles easily 
recognisable or to show clear differentiation of the 
main elements of the Shirley Parsons proposition, 
such as the home page for example or the 
corporate brochure

They should not be over used or used in any other 
context than those described here

Blue

Gold

Purple

Green



SECONDARY
PALETTE 

Shirley Parsons Brand Guidelines

Example of secondary palette usage on website

34
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CALLS TO
ACTION



CTA - PRINT

Shirley Parsons Brand Guidelines 36

Please adhere to the guidelines listed when  
incorporating CTA into all Shirley Parsons printed 
collateral

Call To Action items, usually text, should be given visual prominence through use of colour, 
font weight and size. (Capital case letters should only be used for headings, not for CTA’s) 

When backgrounds are white / light:
Shirley Parsons Bright Blue should be used where possible for Call To Action items, for 
example the website address on an advert. All Call To Action items should be in a heavier 
weight, Kessel Bold. Font size can be enlarged to suit proportions of the context as necessary 
to stand out sufficiently.

or alternatively:
All Call To Action text can be set in Shirley Parsons Bright Blue, which ever is most 
suitable (dependent on backdrop), and which provides most contrast.

When backgrounds are coloured or photographic:
All Call To Action text should be set in white.



CTA -
SCREEN BASED

Shirley Parsons Brand Guidelines 37

Please adhere to the guidelines listed when  
incorporating CTA into all Shirley Parsons screen 
based collateral

To create clear next steps the main call to action 
colours are as follows:

CTA Shirley Parsons Light Blue

CTA Shirley Parsons Dark Blue

CTA Yellow

Call To Action items, usually text or buttons, should be given visual prominence through use of 
background colour, text colour, font weight and size.

Examples from website:

CMYK

RGB

C 1 M 34 Y 84 K 0

R 248 G 176 B 67

CTA YELLOW

#F8B043 
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USE OF IMAGERY



USE OF IMAGERY

Shirley Parsons Brand Guidelines 39

Images should use a balance of 70% with people and 30% without to reflect our people 
driven business.

People shots should project a positive composition using smiling people in positive 
situations.

The use of Health and Safety equipment or people in H&S clothing should be kept to a 
minimum to reduce the reliance on "typical" H&S images. However, we should use some to 
support our core proposition.

Use of images showing landscapes, infrastructure and buildings should be
eye-catching and inspiring.

Never use cartoons.

Never use composition shots (where they have been altered using Photoshop) as these 
appear contrived and do not reflect the brand well.

Please adhere to the guidelines listed when 
choosing and incorporating imagery into all 
Shirley Parsons collateral



USE OF IMAGERY -
HERO

Shirley Parsons Brand Guidelines 40

DO:

Use inspiring landscape imagery Include people in a positive way



DON’T:

USE OF IMAGERY -
HERO

Shirley Parsons Brand Guidelines 41

Use imagery that is overly photoshopped, that is not awe-inspiring
and that has no space for overlay of text



USE OF IMAGERY -
SECONDARY

Shirley Parsons Brand Guidelines 42

Include interesting interaction of people within their environment

Include interesting less obvious image aspects

Include happy people, without being cheesy

DO:



Use cheesy, too stocky, cheap, or unprofessional content Use generic imagery with no people element, which is quite reductive

USE OF IMAGERY -
SECONDARY

Shirley Parsons Brand Guidelines 43

DON’T:



USE OF IMAGERY -
ACCENT

Shirley Parsons Brand Guidelines 44

DO:

Use images which are intriguing Include less obvious image aspects to achieve a more interesting overall effect 



USE OF IMAGERY -
ACCENT

Shirley Parsons Brand Guidelines 45

DON’T:

Use generic blog pictures that don’t really mean anything Use too cheesy, over produced and edited imagery
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COLLATERAL



Elsinore House
43 Buckingham Street
Aylesbury
Buckinghamshire
HP20 2NQ

Tel +44 (0)845 056 0819
Fax +44 (0) 129 630 1797

Member

www.shirleyparsons.com

GLOBAL LEADERS IN HSEQ RECRUITMENT
Registered in England No.5600243

Shirley Parsons Brand Guidelines

LETTERHEAD
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A4 Letterhead Sample

Typically use bright and clean page layouts
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BUSINESS CARD

48

Business Card Sample, double sided.
85x55mm

The minimum paper weight should always be
350 gsm. Paper should always be sourced from 
sustainable forests
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WELCOME 
BOOKLET

49

Page 6 Sample

Typically use bright and clean page layouts.
Keep darker pages to a minimum and balance the 
document accordingly

Use Shirley Parsons Primary Colours to highlight 
titles and secondary elements like names as shown 
in the example as well as Calls To Action



Shirley Parsons is the UK’s leading HSEQ specialist interim recruitment agency, providing contract 
support to 65 of the UK’s Top 100 construction companies. In 2016, we placed 176 candidates 
with a 90% success rate on all exclusive vacancies. The year 2017 has seen even greater success, 
with 92% of clients and candidates saying they would recommend Shirley Parsons. In a nutshell, 
we are better connected to people in the Health, Safety, Environmental and Sustainability arenas 
than any other organisation.

Identifying Candidates

Owned by a Chartered Member of IOSH, safety plays an integral role 
in the company ethos. Knowing how difficult it is to find good, up and 
coming talent, we at Shirley Parsons have made some in-roads into 
addressing the industry skill shortage. Hosting Women in Health and 
Safety occasions, Next Generation social events, attending graduate 
roadshows, branch IOSH meetings, taking university talks and 
sponsoring Construction Safety conferences have all contributed 
towards identifying dynamic candidates and sustain the HSEQ market.

Recent Successful Searches | Interim Construction

Within the construction build sector, Shirley Parsons have supported a number of market 
leading clients with interim HSEQ talent. Examples include: 

• Bovis Homes
• Berkeley Homes
• Barratt
• Wates Living Spaces
• Countryside
• Persimmon

• McCarthy & Stone
• Bowmer & Kirkland
• Taylor Wimpey
• Galliford Try
• Cala Homes
• Bloor Homes

    About Shirley Parsons | Team Contract

Identifying the right candidates

We believe that a candidate is more than just a CV. All recruitment 
consultants are encouraged to meet every client and candidate they 
work with to get a better understanding of their market, increase their 
network of HSEQ professionals and identify the right candidates, which 
in-turn provides a more efficient and effective interim service. Our 
search methodology not only ensures that our clients acquire the best 
fit employees for their organisations, it also provides our clients with 
valuable feedback on how the market perceives them as an employer, 
affording the opportunity for continuous improvement when it comes 
to talent acquisition.
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PROPOSAL 
BOOKLET
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Front Cover & Page 1 samples

Use Shirley Parsons Primary Colours to highlight 
titles and secondary elements like names as shown 
in the example as well as Calls To Action

When possible on all branded materials, a simple 
two colour curved background can help to 
enhance the Shirley Parsons brand

Introduction
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ROLL UP BANNER 
SAMPLE
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Roll Up Banner Sample

Using a bright layout with a simple two colour 
curved background helps to enhance the Shirley 
Parsons brand

The white background is balanced with a lower 
coloured section
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ADVERT
SAMPLE
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Advert Template Sample

Using a bright page layout with a simple two 
colour curved background helps to enhance the 
Shirley Parsons brand

The lower coloured background is balanced with 
an upper white section

Use Shirley Parsons Primary Colours to highlight 
titles and secondary elements like names as shown 
in the example as well as Calls To Action


