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Mobile first approach

We know that approximately two thirds of our non-
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should adopt a mobile-first approach to our email design.



Modular design

Modular design is a practice that subdivides a system
into smaller parts or components.

Components act as foundational elements or ‘building
blocks’, which allow us to customise email layouts by
combining different parts of a design system.

Components are designed to be re-usable. Emails
should be planned, designed and built using the
modular-components provided in Figma link here.

Advantages of using a modular email system are:

« Consistent brand aesthetic
* Production efficiences = Reduced costs
» User recognition

Independent Email Components / Building Blocks
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https://www.figma.com/file/NqKpUoXwtU7LqVLXLILxUp/EML__Components?type=design&node-id=274%3A3849&mode=design&t=JfLVwxEzpiPGKl37-1

Single column layout

A single column layout works best for mobile
devices as it allows for easier scrolling, reading
and comprehension.

Avoid multi-column layouts, which can be difficult
for users to understand and difficult to navigate on
smaller screens.

Email designs do not need to be overcomplicated:

» Layouts should be simple and uncluttered

* The primary purpose of the email should be clear
» A visual hierarchy should be clear

* Any desired or necessary user actions are clear
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Hierarchy T
“Emails should surface the right content, information and actions

to the right customers at the right time”.

Consider the point of the customer journey, what information is What is

important to the user at that time and clearly explain the purpose , happening.

of the email using a visual hierarchy.

What is happening?
Outline the primary purpose of the email.

Why is it happening?
Provide context for easier understanding.

Hi [Firstname],

This is where we explain the objective of the
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email and explain why it is happening?
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This is where we provide context or explain any

What does the user have to do?
Make any desired or necessary user actions obvious and clear. ™

industry. Lorem Ipsum.ALorem Ipsum is simply
dummy text of the printing and.
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User action
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The Aer Lingus design system is based on an 8 pixel

grid. This applies to spacing also.
Image Title

. . . . Email
All spacing should be measured in multiples of 8 pixels to
ensure design consistency and make content easier for
readers to digest. *Spacing elements can be found in the
Figma components file.
’:’_ §Ea_c_|n_g_-tk_)g_ ‘:‘_ §|Z_)§C_I f_\g_-_\/_e[tic_al ________________________________ L;re?:IZsum is simply dumm.y tgxt of the printing and types.et.ting industry.

Card Title

Lorem Ipsum is simply dummy text of the printing and typesetting
industry. Lorem Ipsum.
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Image Title
Email

Hi Name,

Lorem lpsum is simply dummy text of the
printing and typesetting industry. Lorem
Ipsum.ALorem Ipsum is simply dummy text of
the printing and. Lorem Ipsum is simply dummy
text of the printing and typesetting industry.
Lorem lpsum.ALorem Ipsum is simply dummy
text of the printing and.Lorem Ipsum is simply
dummy text of the printing and typesetting
industry. Lorem Ipsum.ALorem Ipsum is simply
dummy text of the printing and.

Card Title

Lorem lpsum is simply dummy text of the
printing and typesetting industry.



Email fonts

Our default brand typeface is Diodrum.

However, Diodrum is not a web-safe font and will
not render as intended on most email platforms.

For cases where Diodrum may not be
appropriate, we use Arial as our secondary,
web-safe option.

Therefore, we should use Arial as the primary
typeface on all email communications.

Typeface and typography

Typefaces

Typography keeps the look and feel of
our communications both distinctive
and consistent.

Our primary typeface, Diodrum is
modern, open and distinctive and
complements our brand mark.

The use of brand fonts has been limited
for greater consistency and simplicity of
implementation. Only the approved fonts
and weights shown on the right should be
used in our brand communications.

Diodrum must be used at all times

for all our core brand communications.
It can be purchased from Indian Type
Foundary at Myfonts.com

For internal communications and when
Diodrum is not available we use Arial.

We use Diodrum in three weights:
* Diodrum Regular

* Diodrum Medium

* Diodrum Semibold

We use Arial in two weights:
* Arial Reqular
« Arial Bold

Lead typeface

1O

Diodrum Reqular
abcdefghijklmnopqgrstuvwxyz
ABCDEFGHI1234567890

Internal typeface

Arial

Arial Regular
abcdefghijkimnopqgrstuvwxz
ABCDEFGHI123456789

[Um

Diodrum Medium
abcdefghijklmnopgrstuvwxyz
ABCDEFGHI1234567890

Arial Bold

abcdefghijkimnopqrstuvwxyz
ABCDEFGHI1234567890

Diodrum S¢
abcdefghijklmnc
ABCDEFGHI1234



Arial typescales

The quick brown fox jumps over the lazy dog

The quick brown fox jumps over the lazy dog

(h1) The quick brown fox jumps over the lazy dog

(h2) The quick brown fox jumps over the lazy dog
(h3) The quick brown fox jumps over the lazy dog

(h4) The quick brown fox jumps over the lazy dog

(paragraph) The quick brown fox jumps over the lazy dog

(small) The quick brown fox jumps over the lazy dog



Image themes

Carefully selected photography is crucial when it comes to

creating empathetic communications. Theme 1 Theme 2
Authentic Emotive
Showing real people, in real environments, enjoying Natural Sensory

real experiences is a key component of our brand and
helps to tell the emotional benefit of travelling with us, as
well as demonstrating the product and service we ofter.

To help guide our photography, we have created three
broad themes that inform the type of images we want to
capture, curate, and ultimately - present to the consumer.

Theme 3

Breathtaking
Inspiring

Use these three themes to show a consistent aesthetic
and a strong thread of empathetic human emotion.




Image styles

Imagery can enhance user experience and express a brand's visual language. Images can help tell a
story, clarify messages that are difficult to express with words, and demonstrate how to perform an action.

At a high level, Aer Lingus brand photography should be bright, emotive and feature brand colours.

*For more detailed information about imagery themes and styles, please refer to the latest digital brand guidelines document, pages 60 - 72.



Visual tone

The visual tone of our communications needs | Brand light
. Using primary brand colours
to be appropriate for the type of message we

Approximate ratio our palette should be applied

are providing.

In some cases, the design approach may
need to be understated, especially in
situations where we are delivering bad news
(e.g. lost bags/disruptions/cancelled flights).
This type of ‘empathetic’ email should be
tactile and ‘brand-light.

For communications where the merchandising
opportunity is greater (e.g. Sales campaigns,
promotions, Before you Fly upsells) we can

amplify sales messages by including more
accent colours and using more brand imagery.
These emails can be more ‘brand-heavy .

{F— 10% —i

Brand heavy

Using primary brand colours + accented colours + imagery



Use of icons

lcons can improve comprehension and scanabillity.

They assist communication and therefore help to
provide an easier user experience.

As an airline, we naturally deal with international
guests who do not speak English as a first
language and may struggle to understand
complicated language, phrasing or airline travel
terms.

So the use of icons - where appropriate, is
recommended in our Email communications.

See link to our full icon set in Figma



https://www.figma.com/file/rVHTp56FbxyfYEMyuBDDfP/05__Icons-%26-Pictograms?type=design&node-id=5%3A285&mode=design&t=htxgmx4nWEcd5YbG-1

Accessibility

Make sure all email designs adhere to basic accessibility standards;

Text size

Recommended minimum text sizes are
16px on web and 14px on mobile.

Alt-text

All non-text content that is presented to
the user should have a alternative text
description.

Semantic text in html

Use elements that clearly define the
content like <section>, <h1>, <h2>, and
<p>, <footer> etc.

Line height

Recommended line heights are 1.5rem to
allow for easier reading. 16px text = 24px
line-height. 14px text = 20px line-height.

Spacing

Relative information should be grouped.
Use headings & adequate spacing so that
each content section is clearly defined.

Touch target areas

Make sure that interactive elements have

adequate touch target area (48px x 48px).

Colour contrast

Make sure colour schemes and all text
pass required colour contrast ratios.
Required colour contrast ratio = 4.5:1

Titles

Use clear H1 titles and section titles. This
IS important for hierarchy, screen-readers,
scanability and basic comprehnesion.

Hyperlinks

Do not highlight text links just by using an
alternative colour. Underline links to
distinguish links from other copy.



Technical constraints

Web browsers are able to display complex interactive elements like animations,
embedded video, javascript, web fonts, forms etc. Email platforms are simply not built

to handle this type of content so it is important to double-check any new design
elements for compatibility with email clients.

Visit this helpful website to check supported email elements https://www.caniemail.com/

Do not use Use with caution

- Javascript - Animated GlIFs (file sizes)

- Web fonts - Large background images (need to be optimized for web)
- Complex Navigation - Overuse of imagery (can trigger spam alerts)

- Flash content

- Embedded audio and video
- Forms

- Iframe content


https://www.caniemail.com/

Support

For assistance with any email design query, please contact the design team;

Stephen Correia (Design Lead)
stephen.correia@aerlingus.com

Simon Alcock
simon.alcock@aerlingus.com

*If you have any questions or comments about the contents of this guide please contact Simon Alcock.
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