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Introduction 
This document serves as the official Brand Identity Guide for Fynix Project. 

More than a collection of logos, colours and communication guidelines, this guide 
exists to protect the identity, values and purpose that sit at the heart of everything 
we do. 

A brand is often misunderstood as something visual. Many people think of a 
brand as a logo, a colour palette or a website. While these elements are important, 
they represent only a small part of what a brand truly is. 

A brand is an experience. 

It is how people feel when they encounter an organisation. 

It is the atmosphere created when someone walks into a workshop. It is the tone 
of an email. It is the way a difficult conversation is handled. It is the feeling people 
leave with after an interaction has ended. 

For Fynix, brand is inseparable from experience. 

Every workshop, conversation, partnership, social media post and learning 
resource contributes towards the story people tell themselves about who we are 
and what we stand for. 

This guide exists to ensure that story remains consistent. 

As Fynix continues to grow, it is essential that the principles which shaped the 
organisation remain visible in everything we do. Growth should never come at the 
expense of identity. Expansion should never dilute purpose. 

The purpose of this guide is therefore simple. 

It provides a shared understanding of who we are, why we exist and how we 
represent ourselves in the world. 

Whether someone is designing a brochure, delivering a workshop, writing a social 
media post, developing a partnership or representing the organisation publicly, 
this guide should act as a reference point that keeps our communication, 
behaviour and decision-making aligned. 

At its core, Fynix exists because we believe people learn best when they feel safe 
enough to participate. 

Everything that follows begins with that belief. 
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Why This Guide Exists 

The purpose of a brand identity guide is not to create rules for the sake of 
consistency. 

It is to protect meaning. 

As organisations grow, different people naturally bring different ideas, 
communication styles and interpretations of what the organisation represents. 
Without a shared framework, the identity of an organisation can gradually 
become fragmented. 

One person may focus on wellbeing. 

Another may focus on resilience. 

Someone else may focus on trauma-informed practice. 

While all of these areas are important, Fynix is strongest when these ideas remain 
connected by a clear and consistent philosophy. 

This guide provides that connection. 

It outlines the principles, values, language and visual identity that help ensure 
every aspect of the organisation reflects the same purpose and direction. 

The intention is not to limit creativity. 

The intention is to create clarity. 

When people understand the identity of an organisation, they are better 
equipped to communicate it authentically. 

Consistency creates trust. 

Trust creates credibility. 

Credibility creates impact. 

For this reason, the contents of this guide should inform every public-facing 
aspect of the Fynix Project. 

 

How To Use This Document 
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This guide should be viewed as a living document rather than a static set of 
instructions. 

As Fynix develops, some aspects of the organisation will naturally evolve. New 
programmes may be introduced. New partnerships may emerge. New 
opportunities may influence how we communicate and engage with different 
audiences. 

What should remain consistent are the values and principles that underpin those 
developments. 

This guide should therefore be used as both a practical resource and a strategic 
reference point. 

When making decisions about communication, branding, design or delivery, the 
question should always be: 

"Does this reflect who we are?" 

If the answer is yes, it is likely aligned with the Fynix identity. 

If the answer is unclear, this document should provide the guidance needed to 
return to that shared understanding. 

Ultimately, this guide is not about protecting a logo. 

It is about protecting a purpose. 

 

2. THE FYNIX STORY 

Why Fynix Exists 

Every organisation begins with an idea. 

Fynix began with an observation. 

Across workplaces, communities and support services, people are frequently 
given information intended to improve wellbeing, resilience and mental health. 
Awareness campaigns are delivered. Training sessions are attended. Resources 
are distributed. 

Yet despite these efforts, meaningful change does not always follow. 

The reason is often not a lack of information. 
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The reason is a lack of conditions that allow people to engage with that 
information in a meaningful way. 

People may understand what healthy communication looks like, yet feel unable 
to speak openly. 

People may understand the importance of wellbeing, yet feel unsafe discussing 
their own experiences. 

People may know what support is available, yet feel unable to access it. 

Knowledge alone rarely creates transformation. 

Human beings learn through experience, reflection, connection and participation. 

These processes require safety. 

This understanding became one of the foundational principles behind the 
creation of Fynix. 

We recognised that while information is important, the environment in which 
information is delivered is equally important. 

People learn best when they feel psychologically safe enough to participate. 

People grow when they feel respected. 

People engage when they feel heard. 

People reflect when they are given the space to do so. 

Fynix exists to help create those conditions. 

 

The Meaning Behind The Phoenix 

The phoenix has existed as a symbol throughout human history. 

Across cultures and traditions, it has often represented renewal, resilience and 
transformation. 

For many organisations, the phoenix symbol simply represents overcoming 
adversity. 

For Fynix, its meaning is deeper. 

The phoenix represents the possibility of growth through experience. 
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It acknowledges challenge without allowing challenge to define identity. 

It recognises that difficult experiences can shape people while rejecting the idea 
that people are permanently defined by those experiences. 

The phoenix reflects movement. 

Learning. 

Reflection. 

Growth. 

It symbolises the belief that experiences—both positive and difficult—can 
contribute to wisdom, understanding and compassion when approached with 
reflection and support. 

This symbolism aligns closely with the philosophy that underpins Fynix. 

We do not view people through the lens of their struggles. 

We view people through the lens of their potential. 

 

Rise Through Lived Experience 

The phrase "Rise Through Lived Experience" serves as the primary brand line for 
Fynix Project. 

It captures the essence of who we are and what we believe. 

The phrase is intentionally hopeful without becoming unrealistic. 

It does not suggest that adversity is desirable. 

It does not glorify suffering. 

It does not imply that growth is simple or guaranteed. 

Instead, it acknowledges a truth that many people recognise from their own lives. 

Experiences can teach. 

Challenges can create insight. 

Reflection can create growth. 

Support can create change. 
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Lived experience, when combined with learning, self-awareness and compassion, 
can become a powerful source of strength. 

This belief informs our approach to education, communication and organisational 
culture. 

It is reflected in our workshops. 

It is reflected in our partnerships. 

It is reflected in our identity. 

Most importantly, it is reflected in the way we seek to engage with people. 

Rise Through Lived Experience is more than a tagline. 

It is a philosophy. 

It is a reminder that people are more than the difficulties they have faced. 

And it is an invitation to continue growing. 

 

3. WHO WE ARE 

Our Purpose 

Fynix Project is a trauma-informed workforce training and community wellbeing 
organisation dedicated to creating psychologically safe, emotionally safe and 
reflective environments where people can learn, connect and grow. 

Our work exists at the intersection of wellbeing, education, communication and 
human connection. While many organisations focus on the transfer of 
information, we focus on creating the conditions that allow information to 
become meaningful. 

We believe that people are more likely to engage with learning when they feel 
respected. 

More likely to contribute when they feel heard. 

More likely to reflect when they feel safe. 

And more likely to grow when they are given opportunities to explore new 
perspectives without fear of judgement. 
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This belief influences every aspect of our work. 

Whether we are delivering training to a local authority team, facilitating a 
workshop within a community setting or supporting professionals working on the 
frontline, our aim remains the same. 

To create environments where people feel safe enough to participate. 

 

What We Do 

Fynix delivers practical and accessible learning experiences designed to support 
wellbeing, resilience and healthier relationships. 

Our work includes trauma-informed training, psychological safety workshops, 
emotional regulation education, workforce wellbeing programmes, leadership 
development and community-based learning initiatives. 

The frameworks, models and concepts that underpin our work are 
evidence-informed, drawing upon established research and recognised 
approaches across wellbeing, psychology, trauma awareness, leadership and 
human behaviour. 

How we facilitate learning is equally important. 

Rather than delivering information for people to simply absorb, we create 
opportunities for reflection, discussion and practical application. We encourage 
people to explore ideas, consider different perspectives and identify what is most 
relevant within their own lives, teams and environments. 

While the subjects we explore may vary, the underlying purpose remains 
consistent. 

We help people better understand themselves. 

We help people better understand each other. 

And we help organisations create environments that support both individual 
wellbeing and collective success. 

The goal is not simply to share knowledge. 

The goal is to create meaningful and sustainable positive change. 
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Who We Serve 

Fynix works with organisations, communities and individuals who recognise the 
importance of human-centred approaches to learning, wellbeing and 
development. 

Our audiences include local authorities, housing providers, schools, colleges, 
charities, community organisations, healthcare settings and workplace teams 
across the United Kingdom. 

While these environments may differ significantly from one another, they share a 
common reality. 

Every organisation is made up of people. 

Every community is shaped by relationships. 

Every challenge ultimately affects human beings. 

For this reason, our work always begins with people. 

 

4. MISSION 

Why We Exist 

The mission of Fynix Project is to support the development of emotionally safe, 
psychologically safe, reflective and accessible environments through 
trauma-informed training, practical psychoeducation and compassionate 
communication. 

This mission reflects our belief that wellbeing is not created through information 
alone. 

People need opportunities to engage with ideas, explore perspectives and 
develop understanding within environments that feel supportive and respectful. 

Too often, learning becomes something that happens to people rather than 
something they actively participate in. 

Fynix seeks to change that experience. 

Our workshops, programmes and partnerships are designed to encourage 
participation, curiosity and reflection. 

12 



We aim to create spaces where people feel able to ask questions, explore 
challenges and engage with learning in ways that feel meaningful and relevant to 
their lives. 

Ultimately, our mission is not to tell people what to think. 

It is to create conditions where people can think, learn and grow for themselves. 

 

How We Deliver Our Mission 

We fulfil our mission through practical, human-centred approaches that place 
safety, accessibility and connection at the centre of learning. 

We recognise that information is most effective when it can be applied in 
everyday situations. 

For this reason, our programmes focus on real-world relevance rather than 
abstract theory alone. 

Whether discussing emotional regulation, psychological safety, communication 
or resilience, we strive to ensure that participants leave with knowledge they can 
understand, reflect upon and use. 

This commitment to practical application remains central to the Fynix approach. 

 

5. VISION 

The Future We Want To Help Create 

Every organisation is shaped by the future it hopes to contribute towards. 

The vision of Fynix is a future where psychological safety, emotional wellbeing and 
compassionate communication are recognised as essential components of 
healthy workplaces, healthy communities and healthy systems. 

We envision a society where people feel able to contribute without fear. 

Where learning environments support curiosity rather than judgement. 

Where organisations understand the importance of psychological safety and 
actively cultivate it. 

13 



Where wellbeing education is accessible, practical and relevant to everyday life. 

And where human connection is recognised as a strength rather than an 
afterthought. 

 

A Long-Term Perspective 

Meaningful change rarely happens overnight. 

The development of healthier workplace cultures, stronger communities and 
more supportive systems requires patience, commitment and collaboration. 

Fynix recognises that our contribution forms part of a much larger journey. 

We do not claim to have all the answers. 

We do not believe that any single organisation can solve every challenge. 

What we can do is contribute positively to the environments we influence. 

We can encourage reflection. 

We can promote understanding. 

We can support learning. 

And we can help create spaces where growth becomes possible. 

That is the future we seek to support. 

 

6. BRAND VALUES 

The Principles That Guide Us 

Values are often described as beliefs. 

At Fynix, values are viewed as commitments. 

They shape how we communicate, how we make decisions and how we interact 
with others. 
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They influence the environments we create and the experiences people have 
when engaging with our organisation. 

These values are not separate from our work. 

They are embedded within it. 

 

Psychological Safety 

Psychological safety sits at the heart of the Fynix identity. 

It reflects our belief that people learn, contribute and grow most effectively when 
they feel safe enough to participate. 

Psychological safety does not remove challenge. 

Rather, it creates the conditions that allow challenge to become constructive. 

When people feel respected and supported, they are more willing to share ideas, 
ask questions and engage with learning opportunities. 

For this reason, psychological safety influences everything we do. 

 

Emotional Safety 

Emotional safety is the foundation upon which trust is built. 

People are more likely to engage meaningfully when they feel free from 
unnecessary judgement, ridicule or humiliation. 

Creating emotionally safe environments allows individuals to contribute honestly 
and participate authentically. 

This principle influences how we communicate, facilitate and develop 
relationships. 

 

Accessibility 

We believe that wellbeing education should be understandable, inclusive and 
relevant. 
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Knowledge has little value if it cannot be accessed. 

Accessibility means communicating clearly, reducing unnecessary barriers and 
ensuring that learning opportunities remain available to diverse audiences. 

It is a commitment to inclusion through understanding. 

 

Reflection 

Reflection transforms information into learning. 

Rather than encouraging people to simply absorb knowledge, we encourage 
them to engage with it. 

To question it. 

To explore it. 

To consider how it relates to their own experiences. 

Reflection creates opportunities for growth that extend beyond the learning 
environment itself. 

 

Compassion 

Compassion recognises the humanity of others. 

It acknowledges that people are often navigating challenges that may not be 
immediately visible. 

At Fynix, compassion is balanced with accountability. 

We believe understanding and responsibility can exist together. 

Compassion is not the removal of expectations. 

It is the presence of humanity within those expectations. 

 

Human Connection 
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Human connection remains one of the most powerful influences on wellbeing, 
resilience and learning. 

Relationships matter. 

Belonging matters. 

Feeling seen and heard matters. 

The environments we create are built upon the understanding that people thrive 
through connection. 

For this reason, human connection remains central to everything we do. 

 

7. LIVED EXPERIENCE PHILOSOPHY 

The Value of Human Experience 

At Fynix, we recognise that some of the most meaningful learning comes not only 
from books, research or formal education, but from lived experience itself. 

Every person carries a unique collection of experiences that shape how they 
understand themselves, how they relate to others and how they move through 
the world. These experiences influence beliefs, behaviours, values and 
perspectives in ways that cannot always be fully captured by theory alone. 

For this reason, we believe lived experience has value. 

It provides insight. 

It creates empathy. 

It helps us understand complexity. 

It allows people to connect through shared humanity. 

However, we do not believe lived experience should replace evidence, professional 
practice or continued learning. Nor do we believe that difficult experiences 
automatically create expertise. 

Instead, we believe the greatest value emerges when lived experience is 
combined with reflection, learning, evidence and self-awareness. 

Experience becomes insight through reflection. 
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Insight becomes wisdom through learning. 

Wisdom becomes meaningful when it is used to support growth, understanding 
and positive change. 

This philosophy sits at the heart of the Fynix approach. 

 

Beyond Labels 

Human beings are often reduced to labels. 

A diagnosis. 

A job title. 

A life event. 

A challenge they have faced. 

A role they occupy. 

While labels can sometimes provide useful information, they rarely tell the whole 
story. 

At Fynix, we seek to look beyond labels and recognise the complexity of human 
experience. 

We believe people are more than the difficulties they have encountered. 

More than their mistakes. 

More than their achievements. 

More than any single chapter of their lives. 

This perspective encourages compassion, curiosity and understanding. 

It creates opportunities for connection rather than judgement. 

And it allows people to be viewed through the lens of possibility rather than 
limitation. 

 

Growth Through Experience 
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The phrase "Rise Through Lived Experience" reflects this philosophy. 

It acknowledges that experiences can shape us without defining us. 

It recognises that growth often emerges through reflection. 

It reminds us that learning is not limited to classrooms, qualifications or 
professional development programmes. 

Life itself can be a teacher. 

The role of Fynix is not to tell people what their experiences should mean. 

Our role is to create environments where people can safely explore what those 
experiences have taught them and how those lessons can contribute to future 
growth. 

 

8. TRAUMA-INFORMED 
FOUNDATIONS 

Understanding Trauma-Informed Practice 

Trauma-informed practice begins with a simple recognition. 

Experiences matter. 

Human beings do not exist in isolation from their histories. 

Past experiences can influence how people communicate, learn, build 
relationships and respond to challenge. 

Understanding this reality allows organisations to respond with greater 
awareness, compassion and effectiveness. 

Being trauma-informed does not require people to become therapists. 

It does not involve diagnosing others. 

It does not mean lowering expectations or removing accountability. 

Instead, it means recognising that behaviour often exists within a broader context 
and responding with curiosity rather than assumption. 
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At Fynix, trauma-informed practice represents both a philosophy and a practical 
framework. 

It influences how we design learning environments. 

It shapes how we facilitate discussions. 

It guides how we communicate with participants, partners and communities. 

Most importantly, it encourages a shift from judgement towards understanding. 

 

Safety As A Foundation 

Safety is one of the most important principles within trauma-informed practice. 

Without safety, learning becomes difficult. 

Without safety, communication becomes restricted. 

Without safety, trust struggles to develop. 

This is why psychological and emotional safety are central to the Fynix approach. 

When people feel safe, they are more likely to participate. 

More likely to engage. 

More likely to reflect. 

And more likely to learn. 

Creating safe environments does not mean removing challenge. 

Meaningful growth often requires challenge. 

However, challenge is most effective when delivered within an environment of 
respect, trust and support. 

 

Choice, Collaboration And Respect 

Trauma-informed practice encourages organisations to recognise the importance 
of choice, collaboration and empowerment. 

People engage more effectively when they feel they have a voice. 
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Learning becomes more meaningful when people feel included rather than 
controlled. 

Respect strengthens trust. 

Trust strengthens participation. 

Participation strengthens learning. 

These principles influence every aspect of how Fynix delivers its work. 

From workshop design to communication style, our goal is to create experiences 
that encourage participation rather than compliance. 

 

9. PSYCHOLOGICAL SAFETY 
FRAMEWORK 

Why Psychological Safety Matters 

Psychological safety sits at the centre of the Fynix identity. 

It is one of the most important concepts underpinning our work and one of the 
primary reasons many organisations choose to work with us. 

Psychological safety refers to an environment where people feel able to 
contribute, ask questions, share ideas and engage in learning without fear of 
humiliation, ridicule or unnecessary judgement. 

It is not about avoiding accountability. 

It is not about removing standards. 

It is not about ensuring everyone always agrees. 

Instead, psychological safety creates conditions where people can participate 
honestly while remaining respectful of others. 

When psychological safety is present, communication improves. 

Learning improves. 

Innovation improves. 
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Relationships strengthen. 

People become more willing to engage with challenge because they trust the 
environment in which that challenge occurs. 

 

Learning Requires Safety 

Many organisations invest significant resources into training and development. 

Yet learning does not occur simply because information has been presented. 

People learn when they are able to engage with information. 

To question it. 

To discuss it. 

To connect it to their own experiences. 

These processes require safety. 

If people fear criticism, embarrassment or negative consequences, participation 
decreases. 

Questions remain unasked. 

Ideas remain unspoken. 

Opportunities for learning are lost. 

For this reason, Fynix views psychological safety not as an optional enhancement 
but as a fundamental requirement for meaningful learning. 

 

Creating Psychologically Safe Environments 

Psychological safety is not created through a single policy or statement. 

It emerges through consistent behaviour. 

It develops through trust. 

It grows when people experience respect, inclusion and fairness over time. 
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At Fynix, we encourage organisations to view psychological safety as an ongoing 
cultural commitment rather than a one-off initiative. 

It is built through everyday interactions. 

Through active listening. 

Through respectful communication. 

Through curiosity. 

Through accountability delivered with compassion. 

Through leaders who model openness and learning. 

And through environments where people feel safe enough to participate fully. 

These principles form the foundation of every workshop, programme and 
partnership delivered by Fynix Project. 

 

10. EMOTIONAL SAFETY 
FRAMEWORK 

Creating Environments Where People Feel Safe To 
Engage 

While psychological safety focuses on participation and contribution, emotional 
safety focuses on the experience of being present within an environment. 

At Fynix, we believe these concepts are deeply connected. 

People are unlikely to engage meaningfully if they feel emotionally unsafe. They 
may physically attend a workshop, remain present within a meeting or complete 
a programme, but genuine participation becomes difficult when people feel 
judged, dismissed or criticised. 

Emotional safety creates the conditions that allow people to show up 
authentically. 

It creates space for questions. 

Space for learning. 
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Space for reflection. 

Space for growth. 

This does not mean creating environments where people are protected from 
every uncomfortable emotion. Learning often involves discomfort. Growth often 
requires challenge. 

The difference lies in how that challenge is experienced. 

People can be challenged without being shamed. 

People can receive feedback without being humiliated. 

People can be encouraged to reflect without feeling criticised. 

Creating this balance is a fundamental part of the Fynix approach. 

 

The Emotional Experience Matters 

When people remember an experience, they rarely remember every piece of 
information they received. 

More often, they remember how they felt. 

They remember whether they felt welcomed. 

Whether they felt respected. 

Whether they felt included. 

Whether they felt safe enough to contribute. 

For this reason, emotional safety is not viewed as separate from learning. It is an 
essential part of the learning experience itself. 

Every workshop, programme and partnership should contribute towards an 
environment where people leave feeling respected, valued and supported. 

 

11. BRAND POSITIONING 

Our Place Within The Sector 
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Fynix exists within a landscape that includes wellbeing providers, training 
organisations, leadership consultants and mental health awareness programmes. 

While we share common ground with many of these organisations, our position is 
distinct. 

We are not a counselling service. 

We are not a therapy provider. 

We are not a clinical intervention organisation. 

Nor are we simply a training provider focused on information delivery. 

Fynix occupies a space where wellbeing, learning, communication and human 
connection intersect. 

Our work focuses on creating psychologically safe and emotionally safe 
environments that support meaningful learning and sustainable growth. 

This position allows us to contribute to conversations around wellbeing while 
remaining grounded in practical education and workforce development. 

 

What We Want To Be Known For 

When people think about Fynix, we want them to think beyond workshops and 
training sessions. 

We want them to associate the organisation with psychological safety. 

With compassionate communication. 

With reflective learning. 

With professionalism grounded in humanity. 

We want people to recognise Fynix as an organisation that helps create 
environments where learning feels safe, accessible and meaningful. 

An organisation that understands the importance of people as well as process. 

An organisation that values both evidence and lived experience. 

An organisation that creates spaces where growth becomes possible. 
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12. WHAT MAKES FYNIX DIFFERENT 

More Than Information 

Many organisations deliver information. 

Information has value. 

Awareness has value. 

Knowledge has value. 

However, information alone does not automatically create change. 

Most people already know many things that would improve their wellbeing, 
communication or relationships. 

The challenge is rarely a lack of information. 

The challenge is creating environments where learning can be explored, 
understood and applied. 

This is where Fynix differs. 

We focus not only on what is being taught, but on the conditions in which 
learning takes place. 

 

Learning Environments Rather Than Lectures 

The most meaningful learning experiences are rarely one-directional. 

People learn through participation. 

Through discussion. 

Through reflection. 

Through connection. 

For this reason, Fynix seeks to create learning environments rather than simply 
deliver presentations. 

Our workshops are designed to encourage engagement rather than passive 
attendance. 
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We want people to think, question, explore and reflect. 

The goal is not simply to complete a training session. 

The goal is to create an experience that continues to influence people long after 
the session has ended. 

 

Human-Centred By Design 

Many organisational challenges are ultimately human challenges. 

Communication. 

Trust. 

Relationships. 

Belonging. 

Psychological safety. 

These issues cannot be solved through policies alone. 

They require human-centred approaches. 

Fynix places people at the centre of learning and development because healthier 
systems begin with healthier relationships. 

 

13. AUDIENCE PROFILES 

Supporting Diverse Communities 

Fynix works across a wide range of sectors and settings. 

While each audience has its own challenges and priorities, the underlying 
principles of psychological safety, emotional safety and human-centred 
communication remain relevant across all environments. 

Our approach is adaptable while remaining grounded in the same core values. 
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Local Authorities 

Local authorities operate within increasingly complex environments where 
professionals support individuals and communities facing diverse challenges. 

These roles often require difficult conversations, high levels of responsibility and 
significant emotional labour. 

Fynix supports local authority teams through practical learning experiences that 
strengthen communication, wellbeing and psychological safety while supporting 
healthier workplace cultures. 

 

Housing Providers 

Housing professionals regularly work alongside individuals experiencing adversity, 
uncertainty and change. 

Trauma-informed approaches can strengthen relationships, improve 
communication and support more effective engagement. 

Our programmes help housing teams better understand behaviour, 
communication and the role of safety in building trust. 

 

Schools And Education Settings 

Education is about far more than academic achievement. 

Learning environments influence confidence, resilience, belonging and wellbeing. 

Fynix supports schools, colleges and educational settings by promoting 
emotionally safe and psychologically safe environments that encourage 
participation, reflection and growth. 

 

Charities And Community Organisations 

Community organisations often work at the heart of social support. 

Their impact is strengthened when staff, volunteers and leaders feel supported, 
connected and equipped with practical tools. 
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Our programmes help strengthen both individual wellbeing and organisational 
culture. 

 

Workplace Teams 

Psychological safety is relevant to every workplace. 

Regardless of sector, people perform best when communication is strong, trust is 
present and relationships are healthy. 

Fynix supports organisations seeking to develop cultures that prioritise wellbeing, 
learning and collaboration. 

 

14. COMMUNITY IMPACT 

Why Community Matters 

Human beings are social by nature. 

Connection influences wellbeing. 

Belonging influences resilience. 

Relationships influence recovery, learning and growth. 

Communities provide opportunities for support, understanding and shared 
experience. 

For this reason, community remains central to the Fynix philosophy. 

We recognise that healthier communities contribute to healthier individuals, just 
as healthier individuals contribute to stronger communities. 

 

Creating Positive Change 

The impact of learning often extends beyond the individual. 

A new perspective can influence a conversation. 
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A conversation can influence a relationship. 

A relationship can influence a team. 

A team can influence an organisation. 

An organisation can influence a community. 

Positive change often spreads through these interconnected systems. 

Fynix seeks to contribute to this process by creating experiences that encourage 
reflection, understanding and connection. 

 

15. BRAND PERSONALITY 

How Fynix Should Feel 

Brand personality is not simply about communication. 

It is about experience. 

Every interaction with Fynix should create a consistent feeling, whether someone 
is attending a workshop, reading a social media post, exploring the website or 
speaking with a member of the team. 

Our personality helps people understand who we are before a single programme 
has been delivered. 

 

Warm 

Fynix should feel welcoming and approachable. 

Warmth creates connection. 

It helps people feel comfortable engaging with new ideas and unfamiliar 
conversations. 

Warmth is visible through language, behaviour and attitude. 

It is not about being informal. 

It is about being human. 
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Grounded 

We communicate in ways that are practical, realistic and accessible. 

We avoid unnecessary complexity. 

We avoid exaggerated claims. 

Our work should feel relevant to everyday life and everyday challenges. 

Grounded communication builds trust. 

 

Professional 

Professionalism creates confidence. 

People should feel assured that our work is thoughtful, evidence-informed and 
delivered to a high standard. 

Professionalism does not require distance. 

It is possible to be both credible and approachable. 

Fynix strives to be both. 

 

Reflective 

Reflection sits at the heart of our identity. 

Rather than presenting ourselves as having all the answers, we encourage 
curiosity, exploration and continuous learning. 

Reflection creates opportunities for growth. 

It encourages understanding rather than judgement. 

It supports meaningful change. 

 

Safe 
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Safety influences everything we do. 

People should feel respected. 

Included. 

Valued. 

Able to contribute. 

Able to ask questions. 

Able to participate. 

Safety is not simply a topic we discuss. 

It is an experience we seek to create. 

 

Authentic 

Authenticity means alignment between words and actions. 

It means communicating honestly. 

Delivering consistently. 

Remaining connected to our values. 

People trust authenticity because authenticity feels real. 

This quality should be visible in every aspect of the Fynix brand. 

 

16. TONE OF VOICE 

How Fynix Communicates 

The way an organisation communicates shapes how people experience it. 

Long before someone attends a workshop, speaks to a facilitator or enters a 
learning environment, they encounter the organisation through words. 

Those words create expectations. 
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They influence trust. 

They influence engagement. 

They influence how safe people feel. 

For this reason, the Fynix voice is intentionally designed to reflect the same values 
that underpin our workshops, partnerships and organisational culture. 

Our communication should feel warm, professional, reflective and human. 

It should never feel cold, corporate or detached. 

People should feel as though they are being invited into a conversation rather 
than being spoken at. 

This distinction is important. 

Many organisations communicate from a position of authority. 

Fynix communicates from a position of connection. 

While we value expertise, we do not believe expertise requires distance. 

People are more likely to engage when communication feels authentic and 
accessible. 

For this reason, every piece of content produced under the Fynix brand should 
reflect the same underlying philosophy: 

Professional without being corporate. 

Compassionate without being overly emotional. 

Confident without being arrogant. 

Accessible without being simplistic. 

 

Communication As An Extension Of Our Values 

The Fynix voice is not separate from our values. 

It is an expression of them. 

Psychological safety influences how we write. 

Emotional safety influences how we communicate difficult ideas. 
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Accessibility influences how we explain concepts. 

Compassion influences how we speak about people and experiences. 

Reflection influences how we encourage learning. 

The words we choose matter because words shape experiences. 

Every email, proposal, social media post, workshop slide and website page should 
reinforce the same consistent feeling: 

"You are welcome here." 

"You will be treated with respect." 

"You do not need to have all the answers." 

"You are safe to learn." 

 

17. WRITING PRINCIPLES 

Writing With Purpose 

Good communication is not about sounding impressive. 

It is about helping people understand. 

At Fynix, we believe that clarity demonstrates respect. 

When communication becomes unnecessarily complex, people are often 
excluded from conversations they should be able to access. 

For this reason, we prioritise simplicity, clarity and relevance. 

This does not mean avoiding complex topics. 

Many of the subjects we discuss are nuanced and deeply important. 

It means explaining those topics in ways that remain understandable and 
accessible. 

The goal is not to demonstrate expertise. 

The goal is to share expertise. 
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Writing With Compassion 

Compassion should be visible throughout our communication. 

This does not mean avoiding difficult topics. 

Nor does it mean removing accountability. 

Instead, compassion influences how we frame discussions. 

People should never feel blamed for struggling. 

They should never feel shamed for asking questions. 

They should never feel judged for having different experiences. 

Compassionate communication recognises complexity while maintaining 
professionalism. 

It creates opportunities for learning without creating unnecessary barriers. 

 

Writing With Hope 

Fynix acknowledges challenge without becoming negative. 

Many organisations communicate exclusively through problems. 

Others communicate through unrealistic positivity. 

Neither approach reflects reality. 

Our communication should acknowledge difficulty while also recognising 
possibility. 

Growth is possible. 

Learning is possible. 

Change is possible. 

Hope should be present throughout our communication, but it should always 
remain grounded in realism. 
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18. BRAND LANGUAGE 

The Language Of Fynix 

Every organisation develops a vocabulary that reflects its values and identity. 

For Fynix, language is more than a communication tool. 

It is part of how we create psychologically safe and emotionally safe 
environments. 

The language we use should encourage reflection rather than judgement. 

Curiosity rather than assumption. 

Understanding rather than blame. 

Whenever possible, our communication should focus on strengths, possibilities 
and growth while remaining honest about challenges. 

 

Themes That Define Our Communication 

Several themes appear consistently throughout Fynix content because they 
reflect the core ideas that underpin our work. 

These themes include psychological safety, emotional safety, reflection, emotional 
regulation, communication, resilience, compassion, connection, wellbeing and 
growth. 

These words appear frequently because they represent the foundations of our 
philosophy. 

They help create consistency across all communication channels while reinforcing 
the purpose of the organisation. 

 

Language We Avoid 

Just as important as the words we use are the words we choose not to use. 

Fynix avoids language that creates shame, fear or unnecessary division. 

We avoid deficit-focused messaging that reduces people to their challenges. 
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We avoid exaggerated claims and sensationalist language. 

We avoid communication designed to frighten people into engagement. 

And we avoid corporate jargon that prioritises appearance over understanding. 

Our goal is always to communicate with clarity, compassion and authenticity. 

 

19. MESSAGING FRAMEWORK 

Our Core Message 

At its heart, Fynix exists to create psychologically safe, emotionally safe and 
reflective environments where people can learn, connect and grow. 

Everything we communicate should connect back to this central message. 

Whether discussing leadership, wellbeing, emotional regulation, communication 
or trauma-informed practice, the underlying purpose remains the same. 

Creating environments where meaningful learning becomes possible. 

 

Supporting Messages 

A strong brand message is reinforced through a number of supporting ideas. 

For Fynix, these include the belief that people learn best when they feel safe 
enough to participate. 

That wellbeing education should be practical and accessible. 

That compassion and accountability can exist together. 

That lived experience has value. 

And that healthier relationships contribute to healthier organisations and 
communities. 

These supporting messages help create consistency across different audiences 
while allowing flexibility in how individual programmes are communicated. 
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Consistency Across Platforms 

The core message should remain recognisable regardless of where it appears. 

A social media post should feel connected to a workshop. 

A workshop should feel connected to the website. 

A proposal should feel connected to a brochure. 

This consistency strengthens trust and helps people develop a clearer 
understanding of who we are and what we stand for. 

 

20. ELEVATOR PITCHES 

Explaining Fynix Clearly 

One of the most common challenges organisations face is explaining what they 
do in a way that feels clear, concise and memorable. 

Fynix operates across wellbeing, workforce development, psychological safety and 
trauma-informed practice, which means our work cannot always be captured 
through a single phrase. 

For this reason, a range of elevator pitches may be used depending on the 
audience and context. 

What should remain consistent is the underlying message. 

We create psychologically safe, emotionally safe and reflective learning 
environments that support wellbeing, communication and growth. 

 

The Purpose Of An Elevator Pitch 

An elevator pitch is not intended to explain everything. 

Its purpose is to create understanding and encourage further conversation. 

The most effective elevator pitches create curiosity. 
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They help people understand the essence of an organisation without 
overwhelming them with detail. 

Every Fynix elevator pitch should therefore remain clear, accessible and human. 

People should leave with a stronger understanding of who we are, why we exist 
and what makes us different. 

 

21. VISUAL IDENTITY 

More Than A Logo 

Visual identity is often the most recognisable aspect of a brand. 

However, visual identity is about far more than a logo. 

It encompasses colour, typography, imagery, layout, design principles and the 
overall feeling created by visual communication. 

Together, these elements help communicate who we are before a single word has 
been read. 

The Fynix visual identity has been developed to reflect our values of 
professionalism, accessibility, warmth and psychological safety. 

It should feel calm rather than overwhelming. 

Professional rather than corporate. 

Human rather than clinical. 

 

Creating Recognition 

Consistency plays an important role in visual identity. 

When people repeatedly encounter similar visual experiences, recognition 
develops. 

Recognition creates familiarity. 

Familiarity strengthens trust. 
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For this reason, visual consistency should be maintained across all digital and 
printed materials. 

Whether someone encounters a workshop workbook, social media graphic, 
website page or marketing brochure, the experience should feel recognisably 
Fynix. 

 

22. COLOUR PSYCHOLOGY 

The Meaning Behind Our Colours 

Colour influences how people feel long before they consciously analyse what they 
are seeing. 

The colours used within the Fynix identity have therefore been selected not only 
for visual appeal but also for their psychological associations. 

Each colour contributes towards the emotional experience of the brand. 

Together they create a visual language that reflects our values and purpose. 

 

Deep Navy 

Deep navy forms the foundation of the Fynix colour palette. 

It communicates professionalism, trust, stability and confidence. 

The colour creates a sense of calm while maintaining credibility and authority. 

Because psychological safety sits at the centre of the Fynix identity, navy provides 
an appropriate visual anchor for the brand. 

 

Orange 

Orange introduces warmth, energy and optimism. 

It reflects growth, movement and possibility. 
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Within the Fynix identity, orange connects strongly to the symbolism of the 
phoenix and the concept of transformation through experience. 

Used thoughtfully, it creates visual warmth without becoming overwhelming. 

 

White And Space 

White represents clarity, openness and accessibility. 

Equally important is the concept of space itself. 

Crowded design can feel overwhelming. 

Clear design creates room to breathe. 

The use of white space throughout Fynix materials supports readability, 
accessibility and a calmer visual experience. 

This reflects the wider philosophy of creating environments that feel welcoming 
and psychologically safe. 

 

23. LOGO STANDARDS 

The Role Of The Logo 

The Fynix logo serves as the visual signature of the organisation. 

It represents far more than a graphic element. It acts as a visual expression of our 
identity, our values and our purpose. 

For many people, the logo will be their first interaction with the organisation. It 
may appear on a social media post, workshop workbook, presentation slide, email 
signature, website page or promotional resource. 

Because of this, consistency in logo usage is essential. 

The logo should always be presented in a way that reflects the professionalism, 
clarity and credibility of the organisation. 

When used consistently, the logo strengthens recognition and trust. 
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When used inconsistently, it can dilute the identity of the brand and create 
confusion. 

 

Respecting The Identity 

The logo should always maintain its original proportions and visual integrity. 

It should never be stretched, distorted, rotated or altered in ways that 
compromise its appearance. 

Colours should remain consistent with approved brand guidelines. 

Sufficient clear space should be maintained around the logo to ensure visibility 
and impact. 

The logo should be treated as an important brand asset and used with care across 
all communications. 

 

24. TYPOGRAPHY 

The Importance Of Typography 

Typography plays a significant role in how information is experienced. 

The same words can create entirely different impressions depending on how they 
are presented. 

At Fynix, typography should support accessibility, clarity and professionalism. 

Text should feel easy to read. 

Headings should create structure. 

Layouts should support understanding rather than overwhelm the reader. 

The goal is always to make information feel approachable and accessible. 

 

Readability First 
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Typography should never prioritise style over readability. 

Many wellbeing and training organisations unintentionally create barriers by 
using overly decorative fonts or complex layouts. 

Fynix takes a different approach. 

We believe communication should be clear. 

Information should be easy to navigate. 

Readers should be able to focus on the content rather than struggle with 
presentation. 

This commitment reflects our wider value of accessibility. 

 

25. PHOTOGRAPHY STYLE 

Representing Real People 

Photography is one of the most powerful tools within any brand identity. 

Images communicate emotion, atmosphere and values far more quickly than 
text. 

For this reason, the photography used by Fynix should reflect the human-centred 
nature of the organisation. 

Where possible, imagery should feel authentic rather than staged. 

Real interactions should be prioritised over artificial poses. 

Connection should be prioritised over performance. 

The people featured within Fynix imagery should feel relatable, diverse and 
genuine. 

 

Capturing The Fynix Experience 

Photography should communicate the experience we seek to create. 

Images should convey: 
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Connection. 

Reflection. 

Learning. 

Growth. 

Belonging. 

Participation. 

Trust. 

Whenever possible, photography should show people engaging with one another 
rather than simply posing for the camera. 

The emphasis should remain on relationships, learning and human experience. 

 

26. DESIGN PRINCIPLES 

Designing For Psychological Safety 

Design is often viewed as a purely visual discipline. 

At Fynix, design is also an experience. 

The way information is presented influences how people feel when engaging with 
it. 

Crowded layouts can feel overwhelming. 

Poor organisation can create frustration. 

Visual clutter can increase cognitive load. 

For this reason, Fynix design should support calmness, clarity and accessibility. 

 

Simplicity Creates Clarity 

Good design does not require complexity. 
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The most effective designs often remove unnecessary distractions and allow 
important information to stand out. 

Layouts should feel balanced. 

Information should be easy to navigate. 

Visual hierarchy should be clear. 

The goal is not to impress people with design. 

The goal is to help people engage with content more effectively. 

 

27. WORKSHOP EXPERIENCE 
STANDARDS 

More Than Training 

Fynix workshops are designed to be experiences rather than presentations. 

While information remains important, the environment in which learning occurs 
is equally important. 

People are more likely to engage when they feel respected. 

More likely to contribute when they feel safe. 

More likely to reflect when they feel included. 

For this reason, workshop delivery should always prioritise both learning 
outcomes and participant experience. 

 

What Participants Should Experience 

Every Fynix workshop should strive to create a consistent experience. 

Participants should feel welcomed from the moment they enter the learning 
environment. 

They should feel respected throughout the session. 
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They should feel encouraged to participate without pressure. 

They should leave feeling informed, valued and equipped with practical insights. 

The aim is not simply to deliver information. 

The aim is to create an experience that supports learning, reflection and growth. 

 

28. LEARNING ENVIRONMENT 
STANDARDS 

Creating Conditions For Learning 

Learning does not occur in isolation from environment. 

The atmosphere of a room influences participation. 

The behaviour of a facilitator influences engagement. 

The quality of communication influences trust. 

For this reason, Fynix places significant importance on the environments in which 
learning takes place. 

 

Facilitating Participation 

Facilitators should seek to create conditions where people feel able to contribute. 

This involves active listening, respectful communication and a willingness to 
create space for different perspectives. 

Participation should be encouraged rather than demanded. 

Questions should be welcomed. 

Curiosity should be celebrated. 

People should feel safe enough to engage in ways that feel appropriate for them. 
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29. DIGITAL PRESENCE STANDARDS 

Extending The Experience Online 

For many people, their first interaction with Fynix will occur online. 

The website, social media channels and digital resources therefore play an 
important role in shaping first impressions. 

The experience people have online should reflect the same values that guide our 
in-person work. 

Professionalism. 

Accessibility. 

Compassion. 

Psychological safety. 

Reflection. 

Human connection. 

These principles should remain visible across every digital platform. 

 

Consistency Builds Trust 

Consistency is one of the most important contributors to brand credibility. 

People should encounter the same tone, visual identity and underlying values 
regardless of where they engage with the organisation. 

The experience should feel coherent. 

It should feel intentional. 

And it should feel recognisably Fynix. 

 

30. SOCIAL MEDIA STANDARDS 
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Social Media As Community Building 

Social media is often treated as a broadcasting platform. 

At Fynix, it is viewed as an opportunity to create connection. 

Our content should inform, encourage reflection and support meaningful 
engagement. 

The purpose is not simply to generate visibility. 

The purpose is to create value. 

Every post should contribute positively to the communities we serve. 

 

How We Show Up Online 

The Fynix voice should remain consistent across all social platforms. 

Content should be approachable, informative and reflective. 

Discussions should be handled respectfully. 

Differences of opinion should be approached with professionalism. 

Above all, social media should remain aligned with the wider purpose and values 
of the organisation. 

 

31. WEBSITE COMMUNICATION 
STANDARDS 

The Website As A Digital Front Door 

For many people, the Fynix website will provide their first meaningful interaction 
with the organisation. 

Before attending a workshop, making an enquiry or exploring a partnership, 
visitors often seek to understand who we are, what we do and whether our 
approach aligns with their needs. 
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For this reason, the website should be viewed as more than a source of 
information. 

It is an extension of the Fynix experience. 

The language, structure and design of the website should reflect the same values 
that underpin our workshops, communications and partnerships. 

Visitors should experience professionalism without feeling overwhelmed. 

Clarity without oversimplification. 

Warmth without informality. 

The website should feel welcoming, trustworthy and accessible. 

Most importantly, it should help people feel confident that they have come to the 
right place. 

 

Communicating With Clarity 

Website content should always prioritise understanding. 

Visitors should not have to decode jargon, navigate unnecessary complexity or 
search extensively for key information. 

Information should be organised clearly and communicated in ways that feel 
accessible to diverse audiences. 

Whether someone is a commissioner, frontline worker, teacher, manager or 
community member, they should be able to quickly understand who we are and 
how we may be able to support them. 

 

32. PARTNERSHIP COMMUNICATIONS 

Building Relationships Through Trust 

Partnerships play an important role in the growth and impact of Fynix. 
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Whether working alongside local authorities, schools, charities, housing providers, 
healthcare organisations or community groups, successful partnerships are built 
upon trust, communication and shared purpose. 

The way we communicate with partners should reflect the same values that 
guide every other aspect of our work. 

Professionalism should be visible. 

Respect should be visible. 

Reliability should be visible. 

Compassion should be visible. 

Our aim is not simply to secure opportunities. 

Our aim is to build meaningful relationships that create positive outcomes for the 
communities we serve. 

 

Representing The Brand 

Every conversation, proposal, email and meeting contributes to how Fynix is 
perceived. 

For this reason, partnership communications should always remain aligned with 
our identity. 

We should communicate honestly. 

We should avoid overstating our impact. 

We should remain transparent about our capabilities. 

Trust is strengthened through consistency and integrity. 

The strongest partnerships are built not on promises, but on credibility. 

 

33. BRAND PROMISE 

What People Can Expect From Fynix 
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A brand promise represents the commitment an organisation makes to the 
people it serves. 

It reflects the experience people should consistently receive whenever they 
engage with the organisation. 

At Fynix, our promise is simple. 

Every interaction should leave people feeling heard, respected, included and 
valued. 

People should feel safe enough to participate. 

They should feel welcomed rather than judged. 

They should feel informed rather than overwhelmed. 

They should feel supported rather than pressured. 

Whether someone attends a workshop, engages with our content, explores a 
partnership or simply visits our website, the experience should reflect these 
commitments. 

 

Delivering On The Promise 

A promise only has value when it is consistently fulfilled. 

For this reason, the Fynix brand promise is not viewed as a marketing statement. 

It is viewed as a responsibility. 

Every decision, interaction and communication should contribute towards 
delivering the experience we have committed to creating. 

 

34. CUSTOMER EXPERIENCE 
PRINCIPLES 

Every Interaction Matters 

Experiences are shaped through moments. 

51 



Some moments are significant. 

Others appear small. 

However, together they influence how people perceive an organisation. 

A welcoming email. 

A respectful conversation. 

A thoughtfully designed workshop. 

A prompt response to an enquiry. 

These moments contribute towards trust and credibility. 

At Fynix, customer experience extends beyond service delivery. 

It includes every interaction people have with the organisation. 

 

Consistency Creates Confidence 

People should encounter the same values regardless of where or how they 
engage with us. 

The experience should feel recognisably Fynix. 

Professional. 

Warm. 

Reflective. 

Accessible. 

Human. 

Consistency creates confidence. 

Confidence strengthens relationships. 

Relationships strengthen impact. 
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35. ACCESSIBILITY STANDARDS 

Accessibility As A Core Value 

Accessibility is not an additional feature. 

It is a reflection of our belief that learning, wellbeing education and professional 
development should be available to as many people as possible. 

People engage with information in different ways. 

They have different experiences, needs and preferences. 

For this reason, accessibility should be considered throughout every aspect of our 
work. 

From written communication and digital content to workshop design and 
resource development, accessibility should remain a guiding principle. 

 

Removing Unnecessary Barriers 

Accessibility involves more than compliance. 

It involves consideration. 

It involves recognising barriers before they become obstacles. 

Whenever possible, information should be presented clearly, language should 
remain understandable and learning environments should support participation 
from diverse audiences. 

Creating accessible experiences reflects our wider commitment to inclusion, 
respect and psychological safety. 

 

36. EQUALITY, DIVERSITY AND 
INCLUSION 

Recognising Human Diversity 
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Every person brings unique experiences, perspectives and identities into the 
environments they enter. 

These differences contribute to the richness of communities, workplaces and 
learning spaces. 

Fynix recognises the value of diversity and remains committed to creating 
environments that are inclusive, respectful and welcoming. 

Inclusion is not simply about representation. 

It is about participation. 

People should feel that they belong. 

They should feel able to contribute. 

They should feel respected regardless of their background or circumstances. 

 

Creating Inclusive Environments 

Inclusion requires intention. 

It requires organisations to remain aware of how systems, communication and 
environments can influence participation. 

At Fynix, inclusion is viewed as an ongoing commitment rather than a completed 
task. 

We continue learning. 

We continue reflecting. 

And we continue striving to create environments where people feel valued and 
respected. 

 

37. FUTURE BRAND DEVELOPMENT 

Growing Without Losing Identity 

Organisations evolve. 
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New opportunities emerge. 

New partnerships develop. 

New programmes are created. 

Growth is both natural and necessary. 

However, growth should never come at the expense of identity. 

As Fynix continues to develop, it is important that the values and principles 
contained within this guide remain visible. 

The brand may evolve. 

The mission remains. 

The visual identity may develop. 

The purpose remains. 

The organisation may expand. 

The philosophy remains. 

 

A Long-Term Perspective 

The strongest brands are not built through short-term decisions. 

They are built through consistency over time. 

Every decision made today contributes to the reputation and identity of 
tomorrow. 

For this reason, future development should always remain aligned with the core 
principles that have shaped the organisation from the beginning. 

 

38. BRAND PROTECTION 

Protecting What Matters 

A brand is one of an organisation's most valuable assets. 
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Not because of a logo or colour palette, but because of what those things 
represent. 

Trust. 

Credibility. 

Reputation. 

Experience. 

Protecting the Fynix brand means protecting the values, standards and 
expectations associated with the organisation. 

Every public-facing communication contributes to this responsibility. 

 

Stewardship Rather Than Ownership 

No individual owns the identity of Fynix. 

Instead, everyone representing the organisation acts as a steward of the brand. 

Each person contributes towards maintaining the integrity, consistency and 
credibility of the organisation. 

Brand protection is therefore not a marketing responsibility alone. 

It is a shared organisational responsibility. 

 

39. BRAND GOVERNANCE 

Maintaining Consistency 

Brand governance provides the framework that ensures consistency across the 
organisation. 

As new materials, programmes, partnerships and initiatives are developed, they 
should remain aligned with the principles outlined within this guide. 

The purpose of governance is not to restrict creativity. 

It is to maintain clarity. 
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When people understand the identity of an organisation, they are able to 
represent it more effectively. 

 

A Living Document 

This guide should continue evolving alongside the organisation. 

Periodic review will help ensure the document remains relevant, accurate and 
aligned with the future direction of Fynix. 

While specific details may change over time, the values and philosophy at the 
heart of the organisation should remain constant. 

 

40. CLOSING STATEMENT 

The Future Of Fynix 

Fynix Project exists because we believe people learn best when they feel safe 
enough to participate. 

This belief informs our communication, our workshops, our partnerships and our 
culture. 

It influences how we design learning experiences. 

How we engage with communities. 

How we support organisations. 

And how we represent ourselves in the world. 

The purpose of this guide has never been to create a collection of rules. 

Its purpose is to preserve a shared understanding of who we are and what we 
stand for. 

As Fynix continues to grow, new opportunities will emerge and new chapters will 
be written. 

What should remain constant is our commitment to psychological safety, 
emotional safety, compassion, reflection and human connection. 
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These principles are more than values. 

They are the foundation upon which Fynix has been built. 

And they will continue to guide the organisation into the future. 

 

FYNIX PROJECT 
Rise Through Lived Experience 

Creating psychologically safe, emotionally safe and reflective environments where 
people can learn, connect and grow. 
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