



































Bringing the
Canberra brand
to life
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THE
IDENTITY
SYSTEM

Canberra’s brand has a number of key
visual assets and distinctive features
which enable us to communicate

in a unique and memorable way.
Thisidentity system is collectively
known as Brand Canberra.




































THE
WRITING
STYLE












THE
VISUAL
LANGUAGE



























INTRODUCTION

This interactive tool will help you decide
which brand should apply to your
communications: the Canberra brand, an
ACT Government brand or both.

TAKE ME STRAIGHT TO
THE DECISION TOOL

- TAKE ME TO /P7

& BACK | BRAND CANBERRA DECISION TOOL 2 | NEXT =


















| REPRESENT
GOVERNMENT

-> TAKE ME TO /P9

| REPRESENT AN
ORGANISATION

-> TAKE ME TO /P20




GOVERNMENT

WHO AM I? > GOVERNMENT

AS A REPRESENTATIVE OF THE GOVERNMENT

| AM AN...

ACT GOVERNMENT
EMPLOYEE

- GO TO/Pio

ACT STATUTORY AUTHORITY
OR CORPORATION EMPLOYEE

> GOTO/Pi8

ELECTED
REPRESENTATIVE

> GOTO/Pig

OR AM | AN ORGANISATION?

- TAKE ME TO /P20

¢ BACK | BRAND CANBERRA DECISION TOOL 9 NEXT =






GOVERNMENT

WHO AM I? > GOVERNMENT > ACT GOVERNMENT EMPLOYEE > WHAT AM | COMMUNICATING ABOUT?

WHAT AM lI...

COMMUNICATING ABOUT?

©

ACT VISITING, AN EVENT ANYTHING ELSE
GOVERNMENT STUDYING OR
POLICY DOING BUSINESS | > TAKE ME TO /P15 | > TAKE ME TO /P17 |
IN CANBERRA

‘ - TAKE ME TO /P12 \

‘ > TAKE ME TO /P13 ‘

’M NOT AN ACT
GOVERNMENT EMPLOYEE

- TAKE ME TO /P9

¢ BACK | BRAND CANBERRA DECISION TOOL



WHO AM I? > GOVERNMENT > ACT GOVERNMENT EMPLOYEE > WHAT AM | COMMUNICATING ABOUT? > ACT GOVERNMENT POLICY

ACT GOVERNMENT POLICY

4

DOES MY POLICY:

1) ATTRACT PEOPLE TO CANBERRA
OR

2) INSPIRE CANBERRANS TO
FEEL PRIDE OR SATISFACTION
IN OUR CITY?

¢ BACK | BRAND CANBERRA DECISION TOOL

I must use:

An ACT
Government brand. |
can also apply to use
Brand Canberra.

I must use:
An ACT
Government brand.

GOVERNMENT



GOVERNMENT

WHO AM I? > GOVERNMENT > ACT GOVERNMENT EMPLOYEE > WHAT AM | COMMUNICATING ABOUT? > VISITING, STUDYING OR DOING BUSINESS IN CANBERRA

VISITING, STUDYING OR DOING BUSINESS IN CANBERRA

2

IS MY COMMUNICATION
DESIGNED TO:

1) ATTRACT PEOPLE TO CANBERRA
OR

2) INSPIRE CANBERRANS TO
FEEL PRIDE OR SATISFACTION
IN OUR CITY?

¢ BACK | BRAND CANBERRA DECISION TOOL

| can use:

One of the Brand
Canberra sub-brands,

I must include:

An ACT Government
logo. | must read the
ACT Government
Brand Guidelines

to learn more.



















GOVERNMENT

WHO AM I? > GOVERNMENT > ELECTED REPRESENTATIVE

ELECTED REPRESENTATIVE

| can apply to use:
? Brand Canberra.
¢ ' | must also follow
DOES MY COMMUNICATION: the ACT Government.
Brand Guidelines.
1) ATTRACT PEOPLE TO CANBERRA
OR —

2) INSPIRE CANBERRANS TO
FEEL PRIDE OR SATISFACTION
IN OUR CITY? 7 e

Follow the ACT
Government Guidelines.

¢ BACK | BRAND CANBERRA DECISION TOOL 19 NEXT =



ORGANISATIONS

WHO AM I? > ORGANISATION

AS A REPRESENTATIVE OF AN ORGANISATION

| AM...

A SERVICE PROVIDERTO
GOVERNMENTS/ORGANISATIONS

> GOTO/P23

BASED IN BASED OUTSIDE THE
THE CANBERRA REGION CANBERRA REGION

- GO TO /P21 - GO TO /P22

OR AM | A GOVERNMENT REPRESENTATIVE?
- TAKE ME TO /P9

¢ BACK | BRAND CANBERRA DECISION TOOL 20 NEXT =
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BRAND CANBERRA 2014 » TECHNICAL GUIDELINES

VERSION 02

WHY CITIES NEED BRANDS

* CITIES MAY OR MAY NOT HAVE LOGOS. VISUAL .
IDENTITIES OR SYMBOLS, BUT THEY STILL HAVE BRANDS. L aretern £]» LISBOA

CAMARA MUNICIPAL

CITY OF MELBOURNE
Brands create themselves. International Increasingly. cities are taking more
: V_place~branding authority Simon Anholt control of their brands. developing
puts it this way: symbols and language that build on
5 & TS what they have and help shape what .
“Unless you've lived in'a*-par..t_i_c_glar_‘ they can be. A
city or have a good reason to knowa 4
lot about it. the chances are that | Here's Si Anholt again: . : '
lot about it. the chances are that you Here's Simon Ao edan Mo..s_c-:'ow

think about it in terms of a handful : ,_ —_——— _
S aliti or attril tes. a promise. N today's globalkzed. nétwarkeq ' [ 4 e
o That' i I}ranﬁ every place has to compete /
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VERSION 02 BRAND CANBERRA 2014 TECHNICAL GUIDELINES

LOGO COLOUR
VARIATIONS

BLACK LOGOS ON PRIMARY YELLOW +
SECONDARY YELLOW GRADIENT BACKGROUND

N SRR

CANBERRA CANBERRA




VERSION 02

BRAND CANBERRA 2014 ¥ TECHNICAL GUIDELINES

LOGO COLOUR
VARIATIONS

WHITE LOGOS ON PINK + RED
GRADIENT BACKGROUND

CANBERRA

WNX SR

CANBERRA
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BRAND CANBERRA 2014 » TECHNICAL GUIDELIMNES

LOGO COLOUR
VARIATIONS

WHITE LOGOS ON PURPLE + VIOLET
GRADIENT BACKGROUND

N SRR

CANBERRA CANBERRA
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BRAND CANBERRA 2014 » TECHNICAL GUIDELIMES

LOGO COLOUR
VARIATIONS

WHITE LOGOS ON LIGHT BLUE + DARK BLUE
GRADIENT BACKGROUND

N QR

CANBERRA CANBERRA




VERSION 02
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LOGO COLOUR
VARIATIONS

WHITE LOGOS ON PINK + PURPLE
GRADIENT BACKGROUND

N SRR

CANBERRA CANBERRA
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VERSION 02 . BRAND CANBERRA 2014 » TECHNICAL GUIDELINES

e
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When selecting images for an
' nsider the various










VERSION 02 BRAND CANBERRA 2014 TECHNICAL GUIDELINES

CBR
WINDOW

The CBR symbol may also be used
to house imagery. Images should be
textural or abstract. as they will be
divided by the intersecting lines of
the symbol.

The Window device is available as
a separate file from the logo.













VERSION 02

CBR
ARROVY
DEVICE

The arrow device has been taken
directly from the CBR symbol. It can
be used to frame text and images.

The arrow device may also be
used as a bullet point or as a
typesetting feature

The angle and shape of the arrows
must be maintained. but the
colour can change. It should be
scaled proportionally to suit the
individual application.

BRAND CANBERRA 2014

{ CONFIDENT. BOLD. READY. »

TECHNICAL GUIDELINES
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