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The IRIS Logo
The logo is the most visible element of our identity – a universal 
signature across all IRIS communications. Because the logo is 
such a recognisable and highly visible brand asset, it is vital that 
it is always applied consistently wherever it appears. The logo 
should also always appear legibly on a clear background. 

The Logo
The IRIS Logo
Logo Specifications 
Secondary Logos 
Product Lock-up 
The IRIS Logo – Don’ts 
Typography
Primary Typeface
Secondary Typeface
Visual Identity
The IRIS Chevron
Creating the Chevron
Chevron – Visual Storytelling
Chevron – Graphic Device
Chevron – Incorrect Usage
Colour Palette
Colours
Colour Tints 
Photography
Non-Specific Environment
Specific Environment
Data Imagery
Abstract
What to Avoid
Icons
Icon Style
Applications
Insight Guide
PowerPoint
Email Banner
Social Media
Exhibition Stand
Video Sting Storyboard

IRIS Brand Guidelines | June 2019

4 / 39



Logo Specifications
The logo has an exclusion zone to protect its clarity and visual 
integrity. The exclusion zone is measured by measuring the 
combined width of the red and light blue rectangular bars forming 
the logo.

The logo must only ever be resized proportionally and should  
never be squeezed or stretched. 

Only ever use original logo artwork. To obtain the original logo 
files please visit the marketing sharepoint site. For help on how 
to use the logo please contact marketing@iris.co.uk

All use of our logo, whether it’s for internal or external use,  
must be approved by the marketing team.

Favicon – use for web 
16x16px

Exclusion zone

= x

 x  x

 x  x
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Secondary Logos
When applying the logo onto coloured backgrounds or imagery, 
secondary versions are available. These should be considered 
when the background prohibits use of the primary IRIS logo.
The three secondary logos are shown below.

The secondary logos should be used selectively to ensure the 
legibility and clarity of the logo across all applications.

In greyscale reproduction, use either the black or white version 
on the logo.

The Logo
The IRIS Logo
Logo Specifications 
Secondary Logos 
Product Lock-up 
The IRIS Logo – Don’ts 
Typography
Primary Typeface
Secondary Typeface
Visual Identity
The IRIS Chevron
Creating the Chevron
Chevron – Visual Storytelling
Chevron – Graphic Device
Chevron – Incorrect Usage
Colour Palette
Colours
Colour Tints 
Photography
Non-Specific Environment
Specific Environment
Data Imagery
Abstract
What to Avoid
Icons
Icon Style
Applications
Insight Guide
PowerPoint
Email Banner
Social Media
Exhibition Stand
Video Sting Storyboard

Colour secondary logo Black logo White logo

IRIS Brand Guidelines | June 2019

6 / 39



Hosting

Product Lock-up 
The default appearance for product names is typed as plain 
text in the following manner. Please pay attention to the use of 
capitals in the names of the products.

Use of this lock-up is strictly monitored, so please check with 
Marketing before using.  

To obtain the original logo files please visit the marketing 
sharepoint site. For help on how to use the logo please  
contact marketing@iris.co.uk
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The IRIS Logo – Don’ts
Below are examples of what not to do when using the IRIS logo. 
By following these rules it allows the IRIS logo to remain consistant 
across multiple assets. The IRIS logo should never be altered.
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Never stretch or distort the logo.

Never change the colour, only use variations 
available from marketing.

Never switch the colours, only use variations 
available from marketing.

Never switch the colours, only use variations 
available from marketing.

Never rearrange elements of the logo. Never use the logo on similar background 
colours.
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Typography
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Primary Typeface
The name ‘IRIS’, whether used alone or with product names, is  
always written in upper case in the same weight font as the copy  
in which it appears.

The IRIS typeface is Open Sans, a straightforward typeface that is 
from the suite of Google webfonts, and therefore can be used for  
all online and print communications.

Open Sans Light
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Open Sans Semibold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Open Sans Italic
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Open Sans Regular
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Open Sans Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

It has a comprehensive range of weights and styles that allow a 
broad range of expressive voices for any communications piece.

The IRIS visual identity uses, in the main, just five of these weights 
and styles: Light, Italic, Regular, Semibold and Bold.

However other weights and styles in the family may be used for 
communications that require a unique expression.
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Secondary Typeface
For some internal applications like Microsoft Word® and PowerPoint® 
where slides may be presented externally you may need to use 
Calibri.

This comes as a standard system font, so it’s available to everyone. 
But remember, it should only be used for these day-to-day purposes 
– never for creating brochures, adverts and so on.

Calibri Light
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Calibri Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Calibri Italic
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().

Calibri Regular
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*().
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Visual Identity
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The IRIS Chevron
The IRIS visual identity is built around the graphical use of a positive 
forward arrow, created from the brand mark. It is known as the IRIS 
Chevron. The chevron represents our forward-looking approach 
that allows customers to focus on the future with confidence.

The IRIS Chevron can be used in a number of ways to create 
versatility to the brand identity. It has two forms of use; either for 
visual storytelling or as a graphic device. The chevron can be used  
as a singular shape or multiplied to create a sequence of chevrons.
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Creating the Chevron

32° 32°

32° 32°

The IRIS Chevron is created in a unique way. It should always 
be created on a 32° angle from the vertical and should be 
symmetrical both top and bottom. The widths of the chevrons can 
be adapted to any size but the angles must always remain.

All chevrons should face left-to-right to enforce the forward-
looking brand message. 

For more details on working with the IRIS Chevron or to request 
artwork template files please contact marketing@iris.co.uk
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Chevron – Visual Storytelling Primary
The primary use of the IRIS Chevron is as a storytelling device. 
This is achieved using two complementary images; one showing 
the customer and one showing representational data. These 
images should work together to tell a single cohesive story.

Care should be taken when cropping images in the chevrons to 
allow for the leading focal point to be fully visible.

When using more than one colour, a colour from both the primary 
and secondary palette should be carefully matched. Do not exceed 
more than two colours per composition.

Where possible the chevrons should be displayed in the full colour 
according to the IRIS colour palette. When additional chevrons are 
added to create a pattern or series, tints are acceptable.
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Chevron – Visual Storytelling Secondary
As a secondary option, it is possible to use the IRIS Chevron overlaid 
on imagery. This is more suited to when formats or design require 
an alternative visual style, in particular on digital applications.

The overlaid chevron should work subtly alongside imagery. When 
selecting colours the same rules should apply as outlined for the 
primary usage.

The overlay is achieved using an opacity of the original solid colour, 
as shown below. The recommended opacity level is 80% but can be 
flexible depending on the image and the strength of colour required. 

Care should be taken when cropping images in the chevrons and 
positioning the overlaid chevron. This allows the leading focal point 
of the image to be fully visible.

The Logo
The IRIS Logo
Logo Specifications 
Secondary Logos 
Product Lock-up 
The IRIS Logo – Don’ts 
Typography
Primary Typeface
Secondary Typeface
Visual Identity
The IRIS Chevron
Creating the Chevron
Chevron – Visual Storytelling
Chevron – Graphic Device
Chevron – Incorrect Usage
Colour Palette
Colours
Colour Tints 
Photography
Non-Specific Environment
Specific Environment
Data Imagery
Abstract
What to Avoid
Icons
Icon Style
Applications
Insight Guide
PowerPoint
Email Banner
Social Media
Exhibition Stand
Video Sting Storyboard

IRIS Brand Guidelines | June 2019

16 / 39



Chevron – Graphic Device
The IRIS Chevron can also be used as a graphic device.

With imagery 
The chevrons can be placed over imagery, either in solid colour or 
as an overlay. 

Care should be taken when cropping images in the chevrons and 
positioning the overlaid chevron. This allows the leading focal point 
of the image to be fully visible.

Without imagery 
The chevron can also be used as a graphic shape, either singularly 
or multiplied to form a sequence of chevrons.

Where possible the chevrons should be displayed in full colour 
according to the IRIS colour palette. When additional chevrons are 
added to create a pattern or series, tints are acceptable.

When using more than one colour, a colour from both the primary 
and secondary palette should be carefully matched. Do not exceed 
more than two colours per composition.

With imagery Without imagery
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Chevron – How to use
The use of the IRIS Chevron can vary depending on the asset  
and audience. 

High Volume Use 
For external viewers of the brand, for example on advertising  
or an exhibition stand, the volume should be turned up. 

Low Volume Use 
At certain times the use of the IRIS Chevron should be low volume. 
For example, on a corporate presentation where the viewer needs 
to be focusing on the detailed information.

High Volume Low Volume
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Chevron – Incorrect Usage
Below are examples of incorrect usage the IRIS Chevrons. Please 
make every effort to avoid these errors in order to maintain the 
correct visual identity for the brand.

The chevrons use colours outside of the IRIS 
colour palette.

The chevrons do not run in an increasing or 
decreasing colour tint order.

The images do not tell a coherent story between 
the chevrons and images are badly cropped.

The chevron is not in a horizontally symmetrical 
form.

The chevrons have been elongated away from 
the 32° angle from the vertical.

The chevrons have been rotated away from a 
horizontally symmetrical form.

The chevrons do not bleed off the top and bottom 
of the media.

The chevrons are not used in a forward-facing 
direction (left » right).

For more details on working with the IRIS Chevron 
please contact marketing@iris.co.uk
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Colour Palette
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Colours
Primary colours
The IRIS primary colours are IRIS Red, IRIS Blue and IRIS Grey as 
shown below. Please note the exact colour references. These 
colours are designed for use in the logo and in graphical elements.
When using more than one colour, a colour from both the primary 
and secondary palette should be carefully matched.

IRIS Red

C2 M100 Y85 K6
R200 G16 B46
186 C

C60 M9 Y0 K0
R98 G181 B229
2915 C

IRIS Blue IRIS Grey

C0 M50 Y100 K0
R237 G139 B0
144 C

C85 M30 Y30 K0
R0 G137 B164
7468 C

C50 M90 Y0 K0
R147 G50 B142
513 C

IRIS Orange IRIS Teal IRIS Purple

If you are using special finishes, please liaise with 
your supplier so that your finished work accurately 
matches the colours specified here.

C85 M67 Y51 K58
R36 G48 B59
432 C

Secondary colours
The IRIS secondary colours are IRIS Orange, IRIS Teal, IRIS Purple. 
These accent colours have been carefully selected to complement 
the primary colours. They are designed for supportive use on 
graphical elements across the brand.
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Colour Tints
Tints of our colours may be used for things such as charts, graphs 
and backgrounds. Below are the recommended tints to be used 
for each of the IRIS colours. Alternative tints of the original colour 
can be used if required in specific cases.

Think carefully about which tint you use. Care should always be 
taken to ensure good legibility of typography. Colour contrasts 
alongside imagery and graphic elements, as well as print 
restrictions, should also be taken into consideration.

IRIS Red
100%

80%

60%

40%

20%

IRIS Orange

C0 M50 Y100 K0
R237 G139 B0

C0 M40 Y80 K0
R241 G162 B51

C0 M30 Y60 K0
R244 G185 B102

C0 M20 Y40 K0
R248 G209 B153

C0 M10 Y20 K0
R251 G232 B204

IRIS Blue

C60 M9 Y0 K0
R98 G181 B229

C48 M7 Y0 K0
R129 G196 B234

C36 M5 Y0 K0
R161 G211 B239

C24 M4 Y0 K0
R192 G225 B245

C12 M2 Y0 K0
R224 G240 B250

C2 M100 Y85 K6
R200 G16 B46

C2 M80 Y68 K5
R211 G64 B88

C1 M60 Y51 K4
R222 G112 B130

C1 M40 Y34 K2
R233 G159 B171

C0 M20 Y17 K1
R244 G207 B213

IRIS Teal

C85 M30 Y30 K0
R0 G137 B164

C68 M24 Y24 K0
R51 G161 B182

C51 M18 Y18 K0
R102 G184 B200

C34 M12 Y12 K0
R153 G208 B219

C17 M6 Y6 K0
R204 G231 B237

IRIS Grey

C85 M67 Y51 K58
R36 G48 B59

C68 M54 Y41 K46
R80 G89 B98

C51 M40 Y31 K35
R124 G131 B137

C34 M27 Y20 K23
R167 G172 B177

C17 M13 Y10 K12
R211 G214 B216

IRIS Purple

C50 M90 Y0 K0
R147 G50 B142

C40 M72 Y0 K0
R169 G91 B165

C30 M54 Y0 K0
R190 G132 B187

C20 M36 Y0 K0
R212 G173 B210

C10 M18 Y0 K0
R233 G214 B232
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Colour pairings
The IRIS colours have been selected to complement each other. 

The below pairings are recommended and should be followed for 
best practice. The primary pairings should be used most of the 
time, with secondary pairings used sparingly. 

Single colour applications can also be created using a colour from 
the primary or secondary palettes. 

Typography on colours should only be white or IRIS Grey.

Primary Pairings Secondary Pairings

IRIS Red IRIS Red

IRIS Red

IRIS Red

IRIS Orange

IRIS Orange

IRIS Orange

IRIS Blue IRIS Blue

IRIS Teal

IRIS Teal

IRIS Teal

IRIS Grey IRIS Grey

IRIS Grey

IRIS Grey

IRIS Purple

IRIS Purple

IRIS Purple

IRIS Blue

IRIS Blue
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Photography
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Photography – Non-Specific Environment
Photography of the customer should capture a moment. It needs  
to be unposed in a natural setting. The background should have a 
soft focus allowing the main focus to be on the customer.

The soft focus on the background allows the environment to be  
non-specific; at a school, accountancy firm or small business.  

The customers can either be interacting with another person  
or using an electronic device.

When to use 
These images should be used within the visual storytelling chevrons. 
See page 15 & 16 for examples on how to use this imagery.
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Photography – Specific Environment
Photography of the customer should capture a moment. It 
needs to be unposed in a natural setting. The customer can 
be interacting with people or a digital device. The environment 
should be specific to show the range of customers IRIS has, from 
accountancy firms to schools and small businesses.

When to use
These images should be used within a larger area, full bleed, such 
as a cover or spread. They shouldn’t be used within the visual 
storytelling chevron, however they can be overlaid with a chevron.
See page 17 for examples on how to use this imagery.
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Photography – Data Imagery
The graphic representation of data photography should feature 
data in an abstract context. The images need to be vibrant, 
reflecting the IRIS colour palette, and visually interesting to help 
tell a story.
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Wall graphic example

Photography – Abstract
Derived from our name IRIS, close-up photography of the human 
eye can be used for abstract imagery. It should be visually 
interesting and detailed. This imagery is only to be used sparingly, 
such as on a one-off wall graphic. 

This would be the only time an image can be cropped within 
the IRIS Chevron.
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Photography – What to Avoid
Below are examples of what to avoid when choosing photography. 
By following these rules it allows the IRIS brand to be recognisable 
across multiple assets.

Avoid images with no focus point.

Avoid images where people look overworked 
and tired.

Avoid looking directly into the camera. Avoid forced poses and expressions.

Avoid imagery where people look worried or sad. Avoid images of busy crowds.

The Logo
The IRIS Logo
Logo Specifications 
Secondary Logos 
Product Lock-up 
The IRIS Logo – Don’ts 
Typography
Primary Typeface
Secondary Typeface
Visual Identity
The IRIS Chevron
Creating the Chevron
Chevron – Visual Storytelling
Chevron – Graphic Device
Chevron – Incorrect Usage
Colour Palette
Colours
Colour Tints 
Photography
Non-Specific Environment
Specific Environment
Data Imagery
Abstract
What to Avoid
Icons
Icon Style
Applications
Insight Guide
PowerPoint
Email Banner
Social Media
Exhibition Stand
Video Sting Storyboard

IRIS Brand Guidelines | June 2019

29 / 39



Icons
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Icon Style
Our icons are a visual representation that complements our product 
information and messaging. They are simple and straightforward, 
visually demonstrating the function they represent. 

Our icons have a linear composition, derived from the three bars  
of our brand mark. This is combined with our IRIS Blue gradient 
to create a unique visual style.

If you want to use the IRIS icons, please contact marketing@iris.co.uk 
to request the full set available or a new icon.

Icons are available in white for using when sitting on a coloured 
background or image. 
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Applications
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Insight Guide 
Below is an example of an IRIS insight guide. There are three 
colourways to choose from, IRIS Blue, IRIS Orange and IRIS Purple. 
Templates are available from marketing@iris.co.uk

IRIS. Look forward

Lorem ipsum dolor 
sit amet, consectetur 
adipiscing aliqua
Excepteur sint occaecat 
cupidatat

Look forward

Win new clients with  
your practice website

16

Win new clients with
your practice website

Look forward

Transforming accountants 
from website novices to 
online marketing experts

IRIS Software Group
Riding Court House, Riding Court Road,
Datchet, Berkshire, SL3 9JT
0344 815 5550
practicesales@iris.co.uk
iris.co.uk 

IRIS, IRIS Software Group, IRIS OpenSpace  
& IRIS OpenResourcing are trade marks.
© IRIS Software Group Ltd 03/2018. 
All rights reserved.
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1  Why is a great website so important?

2  The 11 mistakes you must avoid

4  Content to win new clients

6	 	Use	your	site	to	attract	quality	staff

8  Search engine optimisation

10  IRIS WebPortal

12  Conclusion
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6 7Use your site to attract quality staff

Apart from new clients, there’s one other key group  
you should consider aiming your website at.

Just as with potential clients, high caliber 
candidates will review you before 
considering if you are the kind of practice 
they want to work for. So, what you say 
on your website also needs to appeal to 
them. Is the practice culture one that 
appeals to them? 

A section on the website with more 
information	about	specific	job	
opportunities also allows you to reduce the 
cost of your recruitment ad by referring 
them to your website for more information. 
The page can also be search engine 
optimised (SEO), such as for searches on 
‘accountancy jobs in Milton Keynes’  
or could be used with a Google AdWords 
campaign	when	looking	for	staff.		
See more on SEO in the next section.
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4 Who is likely to benefit from this whitepaper?

You	are	most	likely	to	benefit	if	any	of	the	following	
apply to you...

 > You’re disappointed, possibly 
more so now than ever before, 
with the number of new clients 
you gain every month 

 >  You’re spending money on 
advertising and marketing but 
with a disappointing return on 
your investment 

 > You have a website that rarely 
produces new clients 

 > You’re a great accountant, give 
your	clients	a	first	rate	service	but	
have no experience of websites 
and online marketing

 > You just don’t understand why 
your competitors are above you 
in the search engine results 

 > You’re a very good accountant 
but you have a website that is 
embarrassing or makes you look 
like an amateur 

 > If you know in your heart you 
should be doing a lot better with 
your website activity but just need 
showing how

Why is a great website so important?

Your website is your public face, your shop window,
the	first	thing	many	potential	new	clients	will	see

It	reflects	you	and	your	business.	If	it’s	
shabby, they may think your business is 
too. If it’s great and user friendly, there’s 
a good chance they will approach you for 
your services.

Your website should be the hub of all your 
marketing activities. Any marketing material 
you’ve produced, be it printed adverts, 
letters, banner ads, emails or otherwise, will 
be wasted time and money if it leads to a 
website that fails to do you justice.

You may get lots of clients from word of 
mouth advertising, referrals from other 
clients, possibly even networking. Imagine 
what happens when one of your many 
happy clients tells someone else about you. 
There’s still a very good chance, that before 
calling you, they check out your website 
first.	What	if	they	get	to	your	website	and	it	
doesn’t	reflect	the	good	things	the	referral	
source said about you? Perhaps they’ll 
check out another practice, referred by 
somebody else.

So, even if all your clients come from word 
of mouth, having a great website is still 
important they still need to be convinced 
you’re the right accountant for them and to 
make contact with you.

Make sure you are well represented, that 
your brilliant accountancy practice shines 
online as it should. Get your website 
revamp going today.
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8 9Search engine optimisation

Getting the best results from your website includes 
ensuring that it will rank highly on search engines – 
Google in particular. There are a few things you can do 
yourself to help without the need for an SEO company.

There are two parts to organic search engine optimisation.

The key thing links back to the previous 
section – content. Great content 
encourages people to link to your pages 
and shows Google your pages are 
interesting and authoritative. This leads 
to search engine success because Google 
wants to show interesting and authoritative 
pages in its search results.

Google promotes authority pages to the 
top of its rankings so it’s your job to create 
pages that become authority pages.
This	involves	writing	content	people	find	
useful. Because useful content is shared in 
blogs, Twitter feeds and so on, over
time Google picks up on these authority 
signals. This virtuous circle creates strong 
and sustainable Google rankings.

However, it is vital to stay up to date. If your 
content does not change, you may slip 
down Google rankings. There are also plug-
ins such as Yoast, which come as part of 
the IRIS WebPortal package. Built in to your 
new WordPress website, this will give you 
easy to follow guidance on your content, 
headings and so on. Have you hit the right 
words on the page? 

SEO	is	no	longer	just	about	stuffing	your	
page with keywords. That may have worked 
in the old days but hasn’t worked
for a long while now. We are mainly 
concerned with Google as it has 93% of the 
market in the UK for searches, although
other search engines such as Bing work on 
similar principles.

 > On-page optimisation - to do with how 
your keywords and key phrases are 
used on your web pages. For example, 
you might use ‘Accountants in Milton 
Keynes’ as part of the heading on your 
homepage. 

 > Off-page	optimisation	–	is	all	about	
gaining links from other websites to 
your own website. The more links you 
have and the better quality they are, the 
higher you move in the search engines. 
Links are a bit like having votes for your 
website.

Try This:
Do a search for ‘click here’.
The	first	result	from	over	two
billion results is the Adobe page
to download the Adobe Reader.
You’ll see those words don’t
even appear on the page! The
result comes from the enormous
amount of links to this page from
other websites, using linking
words such as ‘click here to
download Adobe Reader’.

The important point to note is that on-page 
optimisation can only get you so far. If the 
keywords you are targeting are competitive 
such as ‘Birmingham Accountants’ then 
however much you do with keywords in 
your website you will not get to onto page 
one of Google.

Otherwise, it would just be a case of 
tricking Google by what you put into your 
web pages. And Google is a lot smarter 
than that now! For a lot of searches, 
you can probably reckon that on-page 
optimisation only contributes about 30% in 
determining your search position.

The other 70% comes from link building. 
Gaining good quality links is really what it’s 
all about these days. Good quality includes 
things like: 
 

 > High quality linking websites. The more 
trusted the website is that links to you, 
the better.

 > Relevant linking websites. A website 
about accountants or Birmingham that 
links to you would carry more weight.

Links are important but don’t confuse 
quality with quantity and don’t think about 
links in isolation from your content. 

It’s vital to understand that having great 
content massively increases your chances 
of securing natural links from quality 
relevant pages. These links will help you the 
most. 
 
In simple language if you have something 
worth linking to you might secure links 
worth having. Great sites don’t link to poor 
quality content, why would they? 
 
If you swap links with other websites they 
are far less valuable. With links you can 
even get to the very top of the search 
engines for keywords that aren’t used in 
your website. 

Look forward

Win new clients with  
your practice website

Look forward

Win new clients with  
your practice website

2 3The 11 mistakes you must avoid

In order to create a great website, it’s vital you steer 
clear of these faux pas. Follow these closely and you’re 
on the right path.

1. Phone number is not prominent on 
every page. The key thing you want 
prospects to do is pick up the phone 
and speak to you. Make it obvious  
and easy. 

2. No means to capture prospect 
contact details. Not every prospect 
wants to call you or is ready to change 
accountant now. But you need their 
contact details if you are to build a 
relationship with them so that when 
they are ready, you’re the obvious 
choice. Principally you want an opt-in 
email address. 

3. Lack of offer and message. You  
need to give the prospect a reason to 
call you. Just saying you do accounts, 
tax, returns, payroll, etc isn’t a reason 
to call. 

4. No target market. Ideally, a prospect 
visiting your website wants to think  
you specialise in them. Better for your 
offer	to	mean	something	to	a	smaller	
group of prospects than nothing to a 
large group. 
 

5. No personality. Show them why you’re 
different.	In	a	line	of	10	accountants’	
websites would your website stand 
out and grab attention? You’ve got less 
than eight seconds once a visitor lands 
on your website to grab their attention 
before they go elsewhere. Audio and 
video are great ways to add personality 
to a website. 

6. Lack of contact methods. Contact 
is what you want so make it easy for 
everyone.	Different	people	like	to	make	
contact	in	different	ways.	Phone,	email,	
online form, post, instant messaging, 
Twitter, Facebook, etc. The more  
the better. 

7. No clear structure. Make it easy for 
the prospect to use your website to 
find	what	they	want.	 

8. Ugly website. You’ve seen lots of 
them, the kind that look like the family 
dog put it together! Ugly websites 
can sell if all the other elements are 
done. However, credibility and trust 
is important for prospects who don’t 
know you so why convey an amateurish 
impression for a professional practice.

1. No monitoring of the website. Google 
Analytics is free and will tell you what 
visitors to your website are doing. As an 
accountant you know you can’t manage 
what you can’t measure and it’s no 
different	with	a	website. 

2. Doesn’t work on mobile devices. 
With mobile web browsing overtaking 
desktops as the device of choice for 
internet users, responsive design is 
no longer an innovation. With most of 
your clients, using their smartphone 
and tablet devices means your website 
needs to work well on those platforms. 
Many websites, if not most, are now 
created with a responsive template, 
in an easy to read format. Having this 
feature will also help with your SEO 
ranking, Google now favours websites 
that are optimised for smartphone 
responsive design. 

3. No social media interaction. At the 
very minimum you should allow other 
social media users to easily share the 
content on your website on their social 
network of choice to help gain referrals, 
the main ones being LinkedIn, Twitter 
and Facebook.
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12 13Conclusion

There are a surprising number of accountants
who still don’t have a website (around 20%) and others 
who have yet to grasp the full potential of the web
presence they do have.

For further information on  
the IRIS Web Portal, visit: 

iriswebportal.co.uk or  
call on 0844 815 3790

But as we’ve explored in this paper, there 
is much that can be done to quickly
and	effectively	rectify	that.	Accountancy	
firms	who	lack	a	high	quality	site	are	in
danger of hugely losing out on business 
and will, over time, become increasingly
irrelevant. Clients turn to the internet for 
accountants, just as they do turn to it
for a whole plethora of other services.  
So you must be positioned, ready to take
advantage of that. This is the world we  
live in. 

A great looking website, that follows the 
key steps outlined in the chapters
above, combined with relevant, well 
researched content, will put you on the

path to winning many new clients in  
the coming months and years. You may
not have the time or expertise or, indeed, 
the willingness, to take the project on
yourself but that’s why IRIS is here. 
You will soon wonder why you didn’t come
to IRIS WebPortal sooner when you 
discover how much a new website 
designed with you by our team will 
enhance your practice. Give us a call  
today	to	find	out	more	about	how	we	can	
help you.
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PowerPoint
Below is an example of our PowerPoint template. A template is 
available from marketing@iris.co.uk.
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Email Banner
Below is an example of an our email banner. Templates are available 
from marketing@iris.co.uk.
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Social Media
Below are examples of our social media banners. Templates are 
available from marketing@iris.co.uk.
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Exhibition Stand
Below is an example of our exhibition stand. A template is available 
from marketing@iris.co.uk.
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Sting Storyboard – Start of videos
Below is the storyboard for our video sting. This should be used at 
the beginning of every video produced and should last 3-4 seconds.
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Frame 7: ...wiping over the blue and grey chevron... Frame 8: ...swooshing across to fill the page with red... Frame 9: ...a purple chevron starts to move onto the page...
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Sting Storyboard – End of videos
Below is the storyboard for our video sting. This should be used at 
the end of every video produced and should last 2 seconds.
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Contacts
To obtain original logos or icons, visit the marketing sharepoint site.
To obtain photos please contact the IRIS Marketing Team: marketing@iris.co.uk
For help please contact: marketing@iris.co.uk
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