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Please contact us if you have any
questions about these guidelines.
All master files are available from the
ACCC Design and Publications team.

For more information contact the
team on design.pubs@accc.gov.au
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Introduction

We want people to recognise our
brand and take notice. Building
strong brand recognition like this
relies on consistency.

Australian Competition & Consumer Commission

These brand guidelines are our go-to resource
to support and protect the ACCC brand.

The standards detailed in this document
apply to all applications of the ACCC brand
across our products, services, channels and
communications.

These guidelines also give designers direction
about the correct use of the ACCC's visual
identity and its components including our
logos, typefaces and colour palette.

g Branded templates including the

Microsoft Office suite have been
created using these guidelines for
ACCC employees to use. Go to the
ACCC intranet for full details.
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Logo

The ACCC is our primary brand and the logo should
appear on all communications with thoughtful and

consistent reproduction.

The consistent application

of the ACCC logo is critical in
maintaining high standards of visual
representation. Inappropriate use
will dilute the clarity and tone of the
ACCC brand.

Clarity and legibility of the logo and
its parts is the guiding principle for
deciding which logo to use.

The ACCC logo should be used in
full colour (CMYK or RGB), wherever
possible. Other colour variations
may be used when reproduction
restrictions are encountered. For
print use please consider using the
solid colour version for better quality
reproduction.

Speak with Design and Publications
for guidance.

Primary

This format should be used in all
instances where space and layout
allows.

Landscape

This format is only used when

the primary logo cannot be used
because of space and layout
restrictions. For example, a website
banner.

Reduced

This format is only used when the
primary or landscape logos cannot
be used due to space and layout
restrictions.

Australian Competition & Consumer Commission

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

AUSTRALIAN
COMPETITION
& CONSUMER
COMMISSION
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Colour varitions

ACCC ACCC

AUSTRALIAN COMPETITION AUSTRALIAN COMPETITION AUSTRALIAN COMPETITION
& CONSUMER COMMISSION & CONSUMER COMMISSION & CONSUMER COMMISSION

Full colour Solid colour Reverse
There may be occasions when reproduction of Where the ACCC logo appears on a dark
the gradient in the primary logo is not suitable. coloured background (shown here) an
In such cases, the solid colour version of the enhanced mono version may be used and is
logo can be used. the preferred application.

Please make sure that sufficient contrast is
maintained between the background colour
and the opal triangle. If sufficient contrast
cannot be achieved, a full white version can be
used in its place.

Brand Guidelines 5
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ACCC

AUSTRALIAN COMPETITION AUSTRALIAN COMPETITION
& CONSUMER COMMISSION & CONSUMER COMMISSION

Mono

In one-colour or two-colour applications such
as press advertising, corporate documents,
faxes or photocopying, it will be necessary to
use a mono version of the ACCC logo.

Only use the white logo on a dark background,
and always make sure the colour contrast
meets Web Content Accessibility Guidelines
(WCAG) 2.1 AA accessibility standards. See
page 14 for more information on accessibility.

Australian Competition & Consumer Commission
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Minimum logo sizes

Minimum size specifications are provided

to make sure the ACCC logo is legible in all
instances, including print and digital. The ACCC
logo must not appear smaller than the sizes
indicated on this page. The minimum sizes are
for general use across all communications.

For print applications, the minimum width of
the Commonwealth Coat of Arms within the
logo is 20mm.

For digital applications, the minimum height
of the Commonwealth Coat of Arms within the
logo is 32px.

32px (height)

20mm (width)

Digital

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

Brand Guidelines 7
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Clear space

The ACCC logo and sub-brand logos must
always be surrounded by a minimum area

of clear space to ensure readability. Clear
space around the logo, as indicated, must be
maintained at all times.

The minimum clear space is determined by
calculating the height of the triangle. Where
possible a greater clear space is recommended.

typography, graphic elements and other logos. clear space ACCC

The mlqlmum cIear space rgquwed is |n.d|rec,tt = AUSTRALIAN COMPETITION
proportion to the size at which the logo is being & CONSUMER COMMISSION
reproduced.

This space should be kept clear of all Minimum I '

Positioning

The logo should be placed in a prominent
position in the layout. Where possible, the logo
must be placed at the top of the item it appears
on. Any other logos, text or images must not be
placed above or to the left of the logo.

Australian Competition & Consumer Commission



Document 3

Released under FOI

LOGOS

Incorrect logo usage

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

¥ Do not alter the colours.

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

X Do not reposition any of
the elements.

ACCC

AUSTRALIAN COMPETITION,
& CONSUMER COMMISSION

¥ Do not add a drop shadow.

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

X Do not change the typeface.

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

X Do not adjust the scale
of individual elements.

nCCC

on
peTIT!
| rmpuan Cs="
aust neu WER
| aco

¥ Do not rotate or skew.

ACCC

AUSTRALIAN COMPETITION
ACONSUMER COMMISSION

X Do not change the
horizontal or vertical scale.

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

X Do not rearrange
the elements.

X Do not reproduce on a dark
background or image without
sufficient contrast.

Brand Guidelines



Document 3

Colour

10 Australian Competition & Consumer Commission




Document 3

Released under FOI

COLOUR

The ACCC colour paletteis a
contemporary blend of vibrant
colours that complement the
brand and provide a point of
difference for the ACCC.

Colour provides a powerful means of visual
recognition for the ACCC, and can help us to
present complex data clearly. The consistent
use of our core colours defines and reinforces
our brand. You must only use colours from our
colour palette in products, services, channels
and communications that represent the ACCC.

The following pages provide the specifications
and colour values for print (CMYK and PMS)
and digital (RGB and HEX) designs.”

Primary brand colours

Violet

Navy

Secondary brand colours

Charcoal

Forest

Sea

Raspberry

Brand Guidelines
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Primary brand colours

The primary colour palette consists of three
colours and a gradient. The vibrant tones
create impact in brand messaging and
collateral.

We can also use shades of these colours to
expand the colour palette.

The ACCC gradient is made up of Violet and
Opal, and is always applied from the lower left
(Violet) to the upper right (Opal).

CMYK CMYK CMYK
Gradient Type Linear 98-100-6-0 68-0-25-0 96-90 - 46 - 57
Angle: 30% Location: 70% PMS PMS PMS
i i 2735 3252 282
] m RGB RGB RGB
i ) 52 45140 28 -207 - 201 19-24-56
Location: 25% Location: 95%

#342D8C #1CCFC9 #131838

12 Australian Competition & Consumer Commission
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Secondary brand colours

Secondary colours provide an added layer of
flexibility and allow for an extended colour
palette when required. The secondary colours
are to be used sparingly in support of the
primary colour palette and should not exceed CMYK CMYK ClI CMYK

30% of the overall colour used in a layout. 68-0-100-24 100-0-19-23 0-18-100-15 0-100-45-12
PMS 368 PMS 3145 PMS 117 PMS 7636

RGB RGB RC RGB
expand the colour palette. 56-134 - 46 0-128-152 3-16 188-32-75

Charcoal provides a neutral tone ideal for text. #38862¢ #008098 #d5 #BC204B

Raspberry

We can also use shades of these colours to

Charcoal

CMYK CMYK
0-0-0-90 0-16-77-0
PMS Black 3 PMS 129

RGB RGB
55-55-55 253-201-77

#373737 #fdco4d

Brand Guidelines 13
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Data visualisation

When creating data visualisations, use the
colours in the order shown. This will ensure
consistency. When using multiple colours, each
colour needs to be clearly visible from each
other so that the readers’ eyes can see the
content well.

Raspberry

The colours Raspberry and Navy are reserved
for highlighting details, such as trend lines or
comparative data. These two colours give the

contrast needed to be easily viewed in data 2
visualisations that include multiple standard
0
order colours. Violet Opal Forest Gold Rose Sea Lime Wheat Sky
Primary Secondary

g ACCC templates using our brand G ° ° o e ° a ° ° o

colour palette are available for ACCC
employees to use. You can access
them via Microsoft Office suite and Standard order Highlight
further information is on the ACCC

intranet.

14 Australian Competition & Consumer Commission
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Accessibility

It is important all members of the
community can easily understand
our message. Our colour palette
has been designed to meet a high
accessibility standard.

For accessibility compliance with
WCAG 2.1 AA, text is required to
have a 4.5:1 contrast ratio for small
text, and a contrast ratio of at least
3:1 for large text.

Large text is defined as at least 18
point or 14 point bold.

The colour combinations shown
here are WCAG 2.1 AA compliant.

Violet

Large White
Small White

Large Opal

Small Opal

Large Wheat

Small Wheat

Large Lime
Small Lime

Large Sky

Small Sky

Opal

Large Navy

Small Navy

Large Charcoal

Small Charcoal

Large Violet

Small Violet

Large White

SR

Large Opal

Small Opal

Large Wheat

Small Wheat

Large Lime
Small Lime

Large Sky
Small Sky

Large Rose

Small Rose

White

Large Violet

Small Violet

Large Navy

Small Navy

Large Charcoal

Small Charcoal

Large Sea

Small Sea

Large Forest
Small Forest

Large Raspberry
Small Raspberry

Brand Guidelines

15
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Typography is a strong
component of our brand.

Typography has arole in creating a
consistent and familiar look for the ACCC
across all products, services, channels and
communication.

The ACCC's primary typefaces are Bitter
and Roboto.

g ACCC templates using our brand

typography are available for ACCC
employees to use. You can access
them via Microsoft Office suite and
further information is on the ACCC
intranet. Primary typefaces have been
installed on ACCC systems.

Primary typefaces

Bitter

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%"&*()_+

Secondary typefaces

Amasis

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%"&*()_+

Roboto

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#S$%"&*()_+

Arial

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%"&*()_+

Brand Guidelines
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Primary typefaces

Bitter is an expressive typeface containing nine
weights, ranging from Thin to Black, including
Italics for each. The Bitter typeface is bold,
friendly and highly legible, making it a versatile
font perfectly suited for use across all ACCC
communications.

Bitter should be used for all main headings
across all external communications such as
advertising, stationery, reports and brochures.

The integrity of the corporate fonts should
be maintained at all times. No vertical or
horizontal scaling, no added stroke, etc.
should be implemented.

Bitter is available to download for free
at fonts.google.com/specimen/Bitter

18 Australian Competition & Consumer Commission

Bitter

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%"&*()_+

Curabitur blandit tempus porttitor. Curabitur blandit tempus porttitor.
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus
sagittis lacus vel augue laoreet rutrum faucibus dolor auctor.

Aa Bb Cc Dd Ee Ff Gg Hh

Thin Extra Light Light Regular Medium Semibold Bold ExtraBold
ThinItalic  Extra Light  Light Italic Regular Medium Semibold  BoldItalic  Extra Bold
Italic Italic Italic Italic Italic

Black

Ii
Black
Italic
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Roboto is a typeface containing six weights,

ranging from Thin to Black, including Italics
for each. The Roboto typeface is highly legible,
making it a functional font ideal for use across

all ACCC communications.

Roboto should be used for all body copy across abcdefghijklmnopqrstuvwxyz

external communications such as advertising,

stationery, reports and brochures. ABCDEFGHIJ KLMNOPQRSTUVWXYZ

The minimum font size for the body copy of 1 234567890!@#$%A&*()_+

communications/printed material is 8pt with a

maximum of 12pt. Curabitur blandit tempus porttitor. Curabitur blandit tempus porttitor. Lorem

ipsum dolor sit amet, consectetur adipiscing elit. Vivamus sagittis lacus vel
augue laoreet rutrum faucibus dolor auctor.

Aa Bb Cc Dd Ee Ff

Roboto is available to download for free at
fonts.google.com/specimen/Roboto

Thin Light Regular Medium Bold Black
Thin Italic Light Italic Italic Medium Italic Bold Italic Black Italic

Brand Guidelines 19
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On this page is an indication of the
recommended font sizes and usage.

Font sizes decrease by approx 70%" of the
preceding style used. This needs to be
scaled accordingly per application, with the
recommendation that body copy is 10.5pt
and should be no less than 9pt.

“"Approx” 70% as this does not need to be
specifically attained and is a close guide only.

20 Australian Competition & Consumer Commission

Titles or Headlines are set
in Bitter Semibold or Bold.
Example: 32pt

Sub-headings are set in either
Roboto regular or medium
22pt (~70% of title or headline)

Introductions are set in Bitter
regular.
14pt (~70% of sub-heading)

Body Subheadings are set in
Roboto Bold. Text is set with

Roboto Light.
10.5pt (~70% of introduction)

Titles or Headlines
are set in Bitter
Semibold or Bold.

Sub-headings are set in either
Roboto regular or medium.

Introductions are set in Bitter regular.

Body copy Subheadings are set in Roboto Bold.

Body text is typeset with Roboto Light. To emphasise certain
words, quotes or important paragraphs, additional styles can
be used: Medium, /talic, and Bold.
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Secondary typefaces

In instances where the primary typefaces

[ J
may be unavailable to audiences who don't Am a Sl S

have the brand fonts active on their system,

there are accepted alternatives. abed efghijklmn opqr stuvwxyz
When primary typefaces are not available

these are the fonts to use. Use Amasis ABCDEFGHIJKLMNOPQRSTUVWXYZ
MT Pro in place of Bitter, and Arial as a 1 234567890!@#3%'\&*()_+

replacement for Roboto. ) ) ) . . .
Curabitur blandit tempus porttitor. Curabitur blandit tempus porttitor. Lorem

ipsum dolor sit amet, consectetur adipiscing elit. Vivamus sagittis lacus vel
augue laoreet rutrum faucibus dolor auctor.

Arial

abcdefghijkimnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%"&*()_+

Curabitur blandit tempus porttitor. Curabitur blandit tempus porttitor. Lorem
ipsum dolor sit amet, consectetur adipiscing elit. Vivamus sagittis lacus vel
augue laoreet rutrum faucibus dolor auctor.

Both of these are supplied as part of the
Microsoft Office software.

Brand Guidelines 21
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Triangle grid

The triangle grid is inspired by the A in ACCC
and the triangle in our logo, to represent the full
breadth and diversity of the ACCC. The pattern
can be applied to create additional interest and
dynamics in layouts.

The core triangle grid is applied through the use
of three unique layers.

A. The base is the brand gradient. This layer can
also accommodate an image with the gradient
applied to it.

B. The shaded triangle grid is then applied
over-top of the gradient with a layer multiply
of 55%. This percentage can be adjusted to
accommodate the best application when used
over a photo.

C. The triangle keyline grid can then placed

on top with a layer opacity of 20%. The keyline
weight can be adjusted depending on format,
but should not be used below .25pt. If a softer
visual application is desired, this layer can

be omitted.

Brand Guidelines 23
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The grid is purposefully flexible to allow for

a wide range of uses. These can include its
use over a coloured background or image, as

a watermark effect on a white background, or
the grid can be used to define an area to hold a
single or multiple images.

Report title Report title

Additionally, individual triangles from the grid
can be highlighted with secondary colours to
introduce colour coding, or to break up large

sections of primary Violet.

Feature coloured triangles should always
appear upright and use with a photograph. o ACCC i ACCC

R ETAIE

Report title Report title

24 Australian Competition & Consumer Commission
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Icons

Using simple and meaningful icons helps us

oo A
deliver clear communications. Icons can add 090 (06 oo
colour, interest, and a friendly visual to enhance (0 o=
the viewer’s experience with the ACCC brand.

The preference is to use Outline style icons.
For reduced sizes applications, where the
visibility of Outline icons is not clear, the Solid
versions can be used. For example, the ACCC

website uses Solid style icons in menus and
navigation. I I a

R ;o &

O

Outline

9 A gallery of icons is available in the
Microsoft Office suite via Word and @
PowerPoint. Employees can use

these icons for internal reports and

communication. For all external Duo-tone
publications, please seek advice from

our Design and Publications team.

K &

Brand Guidelines 25
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Photography style

Our photography style is natural, using
real-life subjects and detailed products
representing the industry.

Consumer/lifestyle imagery

Our consumer/lifestyle imagery should feel real and
relatable to our audience, not hard and glossy. Use
natural, light and bright full-colour images that have

a relaxed style, yet retain a high quality composition
and professional look to showcase industries or other
content topics.

We use images of people that are welcoming and also
reflect the diversity of our population.

Industry/detail imagery

This kind of imagery showcases individual industry or
products and may be in a studio or lifestyle setting.

Keep these simple and focus on the item being
displayed. Avoid having other brands appear in our
photos by accident or by design. For example, don't
use an image that features a logo on a product.

Australian Competition & Consumer Commission

Do use imagery of Don't use imagery of Do use imagery that looks bright and
people that look and feel  people that feel overly calm.
natural and relatable. styled and unattainable.

Do crop images to
simplify and create a
point of interest.

Don't use imagery that uses unnatural Don't use imagery that is
colour tints and heavy ‘instagram’ too dark and melancholy.
style filtering.



Sub-brands

Brand Guidelines 27




Document 3

Released under FOI

SUB-BRANDS

The strength of our brand relies
on clarity.

We organise our brands using a Branded
House approach to brand architecture.

A\CC SCAMWATCH

Sub-brand logos

The sub-brand should be used in full
colour (CMYK or RGB) wherever possible.
Other versions of the may be used

when there are reproduction restrictions.

A\CC E?GUHRI'S MOB

ACCC &ropyct

28 Australian Competition & Consumer Commission
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ACCC Product Safety

Green is substituted in place of the ACCC primary
brand’s Opal, and the Violet is changed to Charcoal
giving Product Safety a more prominent brand
visibility. An additional sub-brand gradient has also
been provided allowing for consistent applications.

The secondary colour palette (page 12) is available

to all sub-brands.

Green Leaf

CMYK CMYK
98-0-48-40 68-0-100-24

PMS 7718 PMS 363

RGB RGB
0-104-95 56-134 - 56

#0068 5f # 388638

Gradient

Charcoal

Green

CMYK to Leaf

0-0-0-90
PMS Black 3

RGB
991991469

#373737

ACCC zreeser

Sub-brand primary

\ PRODUCT
A\ SAFETY

Sub-brand secondary reduced space

Note: Clear space and recommended minimum sizes follow the
standards already outlined for the primary ACCC brand (page
7-8).

Gradient application follow the ACCC primary gradient usage
outlined (page 11).

Brand Guidelines

29
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ACCC Scamwatch

Orange is substituted in place of the primary brand’s
Opal, and the Violet is changed to Charcoal giving
Scamwatch more prominent brand visibility.

An additional sub-brand gradient has also been
provided allowing for consistent applications.

The secondary colour palette (page 12) is available
to all sub-brands.

Gradient

Orange Tangerine Charcoal

Orange
to Tangerine

CMYK CMYK CMYK
18-91-100-0 0-69-100-4 0-0-0-90

PMS 2347 PMS 173 PMS Black 3

RGB RGB RGB
189 -59 - 29 222-98-23 319) = (515) = (o19)

# bd3b1d #de6217 #373737

Australian Competition & Consumer Commission

‘ A\CC SCAMWATCH

Sub-brand primary

A SCAMWATCH

Sub-brand secondary reduced space

Note: Clear space and recommended minimum
sizes follow the standards already outlined for the
primary ACCC brand (page 7-8).

Gradient application follow the ACCC primary gradient
usage outlined (page 11).
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ACCC Your Rights Mob

River is substituted in place of the primary brand’s
Opal, and the Violet is changed to Charcoal.

An additional sub-brand gradient has also been
provided allowing for consistent applications.

A\CC ;%UHRrs MOB

The secondary colour palette (page 12) is available Sub-brand primary
to all sub-brands.

YOUR
A\ RIGHTS MOB

River Ocean Charcoal Gradient

River

CMYK CMYK CMYK to Ocean Sub-brand secondary reduced space

100-0-28-20 83-0-40-11 0-0-0-90
PMS 7712 PMS 7716 PMS Black 3

3{¢]:] RGB RGB
0-130-155 0-150-143 55-55-55

#00829B # 00968F #373737 Note: Clear space and recommended minimum

sizes follow the standards already outlined for the
primary ACCC brand (page 7-8).

Gradient application follow the ACCC primary gradient
usage outlined (page 11).

Brand Guidelines 31
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Sub-brand
graphic device

The same triangle grid pattern used for

the ACCC can be used for the sub-brands.
When applied to a sub-brand make sure that
the ACCC gradient is substituted with the
sub-brands unique gradient.

The core grid pattern is applied through the
use of three unique layers.

A. The base is the sub-brands gradient. This
layer can also accommodate an image with the
gradient applied to it.

B. The shaded triangle grid is then applied
over-top of the gradient with a layer multiply
of 55%. This percentage can be adjusted to
accommodate the best application when used
over a photo.

C. The keyline grid can then placed on top
with a layer opacity of 20%. The keyline weight
can be adjusted depending on format, but
should not be used below .25pt. If a softer
visual application is desired, this layer can be
omitted.

Australian Competition & Consumer Commission
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Your Rights Mob
artwork

This artwork was commissioned for use with
the Your Rights Mob brand. It must not be used
for any other sub-brands or ACCC applications.

Title: Know your rights

“My artwork represents Aboriginal & Torres Strait Islander
communities listening and learning together. Walking
together to protect Indigenous communities when it
comes to knowing their rights as consumers.

The central meeting place symbolises these partnerships
made with the Your Rights Mob initiative.

The two U shapes represent community and the ACCC
sitting around the fire-sharing, learning and empowering
each other.

The gum leaves represent our connection to Country, as
well as the gathering of food and hunting practices. The
footprints leading from the bottom left to the top right
show the journey and partnership.

In the top left hand and bottom right are the Communities
that benefit from the knowledge and information that can
be shared.”

Nathan Patterson, artist

Brand Guidelines 33
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Co-branding

The following rules help ensure protection of
the ACCC's brand in co-branding situations.
Co-branding is the strategic alliance of two or
more distinct brands to present a product or
service.

Co-branding with the ACCC brand only
occurs with oversight by the Strategic
Communications Branch.

Brands with which we co-brand are unique in
identity but must not overshadow the ACCC's
primary brand.

The ACCC logo and Government crest must
remain on the left side of any co-branding
lockup.

Minimum sizing and clear space still apply to
the primary ACCC logo.

While all versions of the primary ACCC logo
may be used in a lockup, the black and white
logos may only be used if the co-brands logos
also appears in black or white respectively.

Australian Competition & Consumer Commission

Primary mark

ACCC

AUSTRALIAN COMPETITION
& CONSUMER COMMISSION

Co-brand

K>

1.5A |

1.5A

Co-brand logo
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EMPLOYEE NETWORKS

Employee Networks play an
important role at the ACCC,
making sure we have a respectful,
inclusive, vibrant workplace.

g Further information and templates

are available on the ACCC intranet.

Australian Competition & Consumer Commission

Usage

These identifiers have been created in
consultation with their respective Employee
Networks and carry meaning of belonging
and personal identity. To protect and preserve
this meaning, it's important these identifiers
are used with purpose, as a visual cue that
shows an activity or person identifying with,
or belonging to, an Employee Network of the
ACCC.

Keep in mind that these identifiers are
generally only recognised inside the ACCC.
They are not ACCC brands. This makes context
an important factor in how the identifiers are
used.

Document 3
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Primary identifiers

The Employee Network identifiers

should appear on network
communications with thoughtful
and consistent reproduction.

The identifiers should be used in full colour
(CMYK or RGB) wherever possible. Other
versions of the identifer may be used when
reproduction restrictions are encountered.

The consistent application of the identifiers
is critical in maintaining high standards of
visual representation. Inappropriate use will
dilute the clarity and tone of the identifier.

GENDER

Employee Network

d

Employee Network

DISABILITY
& CARERS

Employee Network

o0

?‘_ CULTURALLY AND

LINGUISTICALLY DIVERSE
Employee Network

RECONCILIATION

ﬁ Employee Network

MIPLA TUNAPRI

First Nations Employee Network

Brand Guidelines 37
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Reduced size

This format can only be used when
the primary versions can't be, due to
space and layout restrictions.

Clarity and legibility of the
indentifers a is the guiding principle
for deciding which version to use.

Australian Competition & Consumer Commission

Reduced sized

GENDER

<

ISABILITY
& CARERS

©

CULTURALLY AND
LINGUISTICALLY
DIVERSE

&7

RECONCILIATION

S

PRIDE

1

MIPLA TUNAPRI
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EMPLOYEE NETWORKS

Document 3

Minimum sizes

Minimum size specifications are provided to
ensure the Employee Network identifiers are
legible in all instances and sizes. Minimum
size specifications need to be followed in all
applications of the identifiers and must not
appear smaller than the sizes indicated on this
page. The minimum sizes are for general use
across all communications

For print applications, the minimum height of
the Employee Network identifier is 14mm.

For digital applications, the minimum height
is 30px.

Employee Network mark minimum size

™ %¢ RECONCILIATION 14mm
ﬁ Employee Network (height)

A -
(height)

WE RECONCILIATION
.& Employee Network

Brand Guidelines
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EMPLOYEE NETWORKS

Clear space

The Employee Network identifiers must always
be surrounded by a minimum area of clear
space to ensure readability. Clear space around
the mark, as indicated, must be maintained at

all times.

E o RECONCILIATION
by calculating half the height of the mark. clear space p y

Where possible a greater clear space is hd

recommended.

This space should be kept clear of all
typography, graphic elements and other logos.
The minimum clear space required is in direct
proportion to the size at which the identifier is
being reproduced.

40 Australian Competition & Consumer Commission
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Incorrect usage

(ﬁ? RECONCILIATION

Employee Network

X Do not change the typeface.

@ % RECONCILIATION
'ﬂ’ Employee Network

X Do not adjust the scale
of individual elements,

oN
WIATY
(% ﬁﬁ?ﬁf Network

¥ Do not rotate or skew.

{ RECONCILIATION
Q Employee Network

X Do not change the
horizontal or vertical scale.

® RECONCILIATION
Employee Network

¥ Do not add a drop shadow.

¥ Do not reproduce on a dark
background or image without
sufficient contrast.

RECONCILIATION @
Employee Network ﬁ

X Do not reposition any of
the elements.

RECONCILIATION

Employee Network

¥ Do not change the colours of
the logo.

©

CULTURALLY AND

LINGUISTICALLY DIVERSE
Employee Network

X Do not change the text stack.

Document 3

Brand Guidelines
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EMPLOYEE NETWORKS

Identifier breakdown

These guidelines make sure Employee Network identifiers

that all Employee Networks Each Employee Network identifier is made up

of a unique circle icon, which is paired with
are represented equally and a name. They all have the same proportions

recognised broadly within the so they can be paired or grouped. They have

ACCC. been professionally designed and approved
for use by the General Manager, Strategic

The example shows the proportions of the Commuricstions.

elements when the brand mark is reproduced
at 30mm in height.

Roboto Bold, 24.4pt

con GENDER «

height
30mm Employee Network -

5l —

b ——

Roboto Regular, 19pt

N

lcon width  Gap
30mm 6mm

42 Australian Competition & Consumer Commission
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ACCC brand
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EXAMPLES OF USING THE ACCC BRAND

Teams backgrounds

#s ANCCC sermmasc d ANCCC e

44 Australian Competition & Consumer Commission
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EXAMPLES OF USING THE ACCC BRAND

Pull-up banners

4~ ACCC

ss  ACCC

Headingsa re set
in Bitter Semlhold
or Bold.

5 - m O 1:
Headings are ¢
in Bitter Se-n-nbold
or Bold.

Text only Text and image

Brand Guidelines 45
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i ACCC o

Headings are set
in Bitter Semibold

productealesy gov au

o ;"tCCC e

Headings are set
in Bitter Semibold
or Bold.

Australian Competition & Consumer Commission

& "\CCC WAt

Headings are set
in Bitter Semibold
or Bold.

Subheadings are ool
i Bobote Bold

scarwach gov s

A ‘\cc AR

Headings are set
in Bitter Semibold
or Bold.

Sbhwadingy are set
o Robots Boid

sraTmalvh ooy By

£ ANCCC E5ne

Headings are set
in Bitter Semibold
or Bold.

Subheadings a1 set
in Roboto Bokd

£ ANCCC o

Headings are set
in Bitter Semibold
or Bold.

Schhwadings are ool
i Robore Bodd

LT QN B
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EXAMPLES OF USING THE ACCC BRAND

PowerPoint

s ACCC

Presentation title
over two lines
Subtithe

Presentation title Note: Additional page

over two lines layouts can be found within
i the templates provided.
Standard sizes are also
available for use.

Section title s atin
over two lines et ety — el

St Tie
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EXAMPLES OF USING THE ACCC BRAND

ACCC Product Safety PowerPoint

4 ACCC e

Presentation title
over two lines

Sran Presentation title Note: Additional page

over two lines layouts can be found within
S the templates provided.
Standard sizes are also
available for use.

'-!;l.‘n-hr— -.ﬁzs.nﬁ!ulxiﬂ'r-.mnvrr)- Chart Title Ml whge eon e eine

P ey ket e Yty

Vistibuem a1 AACTish s NS COLBRCIERL Pr R s i psae it - B g g e g,
s e i

s s dokor it amrt. conmectetur ackpecing

@ UL sofchurhn Oul Quit MU agestaa doum. 2
S ection t it]e Ut e i bes B el sempee purs. g e el e el
* Westisulum beteedum foes M makessoda seToer TN COnseChEt 4 Curstetur isterdam paru vl dobor
L i Al wohioulo grava

*+ et consanual i e sial pubanar
[ T Superdu e g
condmamum st s 1ag

over two lines

* Ut ioongen oeci eget oo fmlendum, o magna
o itle ol Szt i
Subtitle ]
. Ensta vyl maggits s in pratiarm
Vst ot Tormantisn dwm Cras o aman offiomr Deum Sunabitu
S i st s st masse

B

4 P ey P Tk
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EXAMPLES OF USING THE ACCC BRAND

ACCC Scamwatch PowerPoint

f;‘ ‘\CCC SCAMWATCH

€ ACCC seammcs

Presentation title
over two lines

Sty Presentation title Note: Additional page

over two lines layouts can be found within
S the templates provided.
Standard sizes are also
available for use.

emstasbam mslesujars ubricies ma yEse matls
Pabantimgus ok vilaw Lotor st hasrerent. Lo

Section title
over two lines

Subtitle

& Cursbagrmerdem pures wel tor
vomcola gravda

Fopmtmrbs
P
b

s ol i s i o preum
Vi o i Crus 5t amat ur g Cursiun
ietbrckan
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EXAMPLES OF USING THE ACCC BRAND

ACCC Your Rights Mob PowerPoint

5 ACCC Ffsmon

& ANCCC Sl

Presentation title over
two lines

e Presentation title Note: Additional page

over two lines layouts can be found within
S the templates provided.
Standard sizes are also
available for use.

Section title
over two lines

Subtitle

-
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EXAMPLES OF USING THE ACCC BRAND

Word templates

ACCC | ACCC i | ACCC

AUSTRALIAN COMPETITION AUSTRALIAN COMPETITION AUSTRALIAN COMPETITION

ARSI SIERTISN AETRI RIS AESRSI SRS
Our ref:
Ngunnawal
23 Marcus Clarke Street
Canberra ACT 2601
Your ref: GPO Box 3131
g""‘“‘ Vh'ﬁ"“"_’ Canberra ACT 2601 . .
ontact phone: File Note Minutes
T0262431111
F0262431199
00 Month 0000 WWW.accc.gov.au Matter name: File No. office: To:
AACCC parties. Note book Ref. "TRACKIT No. cc:
Name TRACKIT No File No. File ef. From:
Position
Company Other parties Note book Ref. Date: Subject:
idress
Suburb State 2000 Phoneto O Phone from O Meeting O Other 0
Purpose
Dear "
Provide a clear summary of the purpose, recommendation and reasons, using the
RE: Donec rhoncus, nisi a rutrum vulputate, tellus urna sagittis ligula, imperdiet volutpat leo nibh reverse pyramid writing method (most important information first, least important last,
etleo. Vestibulum efficitur moliis ante, nec vehicula magna cursus et. Aliquam erat volutpat. details in attachments). Replace all yellow highlighted text
Donec rhoncus, nisi a rutrum vulputate, tellus uma sagittis ligulz, imperdiet volutpat leo nibh Pellentesque pharetra nis| mauris, sed faucious mauris ultricies non. Integer purus lacus,
et leo. Vestibulum efficitur mollis ante, nec vehicula magna cursus et. Aliquam erat volutpat pellentesque ut nisi quis, iaculis varius lorem. Fusce placerat tellus sed auctor scelerisque. Background
Pellentesque pharetra nis! mauris, sed faucibus mauris ultricies non. Integer purus lacus, Quisque pretium lorem at imperdiet auctor. Aliquam venenatis, sem ac sodales fringilla, nulla Provide relevant options, previous. etc. The above
pellentesque ut nisi quis, iaculis varius lorem. Fusce placerat tellus sed auctor scelerisque. enim molestie lectus, vel finibus arcu elit id mauris. Mauris ultrices magna id turpis porta, heading has MS word quick style Heading 2 and this line defaults to Normal style.
Quisque pretium lorem at imperdiet auctor. Aliquam venenatis, sem ac sodales fringilla, nulla tincidunt tellus euismod. Sed erat lacus, pretium et neque et, tempus malesuada elit. Cura
enim molestie lectus, vel finibus arcu elitid mauris. Mauris ultrices magna id turpis porta, bitur sed dignissim ex. Curabitur augue erat, laoreet sit amet scelerisque sed, congue eget Sub heading
tincidunt tellus euismod. Sed erat lacus, pretium et neque et, tempus malesuada elit. Cura sapien. Phasellus a congue felis. Suspendisse interdum sagitts aliquet. Praesent et nislin - Use the Bullet point
bitur sed dignissim ex. Curabitur augue erat, laoreet sit amet scelerisque sed, congue eget libero interdum luctus ac in metus.
sapien. Phasellus a congue felis. Suspendisse interdum sagittis aliquet. Praesent et nis in - and Bullet point 2 style for bullets
libero interdum Iuctus ac in metus. Praesent aliquam mauris id nunc feugiat, sed cursus massa tempor. Class aptent taciti so Insert headings and subheadings as required. Delete any references not required from
ciosqu ad litora torquent per conubia nostra, per inceptos himenaeos. Integer posuere sapien
the summary above, eg Office, Trackit No,, File ref
Yours sincerely ac ante elementum elementum. Nam vrius facilisis metus, vitae pharetra uma fermentum

eget. Vivamus pharetra viverra sapien ut semper. Sed gravida sem in magna hendrerit. ACCC style for minutes is un-numbered headings and paragraphs. If numbered
paragraphs are required, use Numbered paragraph 1.1 instead of Normal
Recommendation

Name If required provide the detailed recommendations or options.

‘Signature: Date: Attachments (delete if not applicable)

Fine details should be placed in the Attachments.

Letterhead File note Minutes
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EXAMPLES OF USING THE ACCC BRAND

Report title Document title
Interim report Subtitle
ACCC employees can find these Word
templates within the application.
External Report Cover Internal Document cover

Australian Competition & Consumer Commission
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EXAMPLES OF USING THE ACCC BRAND

Social media

O S p— L ]

0 : l....

facebook

ACCcC
180 KN

Lorem paum dolor a8 amwet conaedletur aspiscrg eld,

Example of
text and icon

Sub-heading

Example of
text and icon

S Mpadng Vi acoe. gov.au
OO You. Jhen Oimsge end 1000 obms

lt slns L) Comment

Brand Guidelines 53



Document 3

Released under FOI

EXAMPLES OF USING THE ACCC BRAND

Example of Example of Example of
text only tile text and icon text and photo

Swb-heading Sub-heading Sub-heading

Visit acce.gov.au Visit acee,gov.au Visit acce.gov.au

16x9 tile text only 16x9 tile with icon 16x9 tile with image

Example of @

text only tile Example of
Sect can be across text only tile

Sub-headin

Example of ROy Example of text
text and photo § = and icon

tet can be across - My an be across

Visit accc.gov.au & ) Visit acce.gov.au Visit accc.gov.au

1x1 tile with image 1x1 tile with image 1x1 tile text only 1x1 tile with icon

54 Australian Competition & Consumer Commission
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EXAMPLES OF USING THE ACCC BRAND

Example of ®

text and photo Example of text only
Social Tile at 4x5
1350x1080

Example of - ‘

text and photo " Aemprandl s Example of text and icon

ndary text can be across
5 theee lines

Visit accc.gov.au Visit accc.gov.au Visit accc.gov.au

4x5 tile with image 4x5 tile with image 4x5 tile text only 4x5 tile with icon
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Example of
text and photo

lext can be
= 1o three lines

Example of
text and photo

Visit accc.gov.au
ary text can be
ine to three lines

Visil accc.gov.au

9x16 tile with image 9x16 tile with image

56 Australian Competition & Consumer Commission

Example of text only
Social Tile at 9x16
1080x1920

: ary text can be

yne (o three lines

Visit accc.gov.au

9x16 tile text only

©

Example of text and
icon Social Tile at
9x16, 1080x1920

Visil acec.gov.au

Ox16 tile with icon
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EXAMPLES OF USING THE ACCC BRAND

Social media - ACCC Product Safety

facebook
At =

@ ACCC Product Safety
150-

Locern ipsurmn dolor sit amel, consecietur adpisang elit,

Example of Example of

text only tile text and icon
Sub-hesdin Sub-heading

Secondary text can be across AT text can be acrosa

b, w0 Oof Thies

Example of
text and photo

Sub-beading

Visit productsafety.gov.au

16x9 tile with icon

Visit productsafety.gov.au

A\ Recall A\ Recall A\ Recall

Example of text Example of text

Example of
text and photo

© O You, Jhon, Orange and 1000 cthera 500 Commants

only recall tile and icon

O ’ o0 9
'* Like W Comment il Bhate Winr productsafety gov s vinn prodectsafety gow au Wier productsafety gov au

16x9 tile with image
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Social media - ACCC Scamwatch

facebook

Example of

text only tile
Sub-heading

Example of

text and icon
Sub-heading

ACCC ScamWatch
199

Lorern ipsum dolor sit amet, consecletur adipiscing elit,

tex’ can be aCross

Example of
text and photo

Sub-heading

Visit scamwnlch.gn'.r.nu Visit scamwalch.gov.au

 be across N 16x9 tile text only 16x9 tile with icon

Visit scamwaltch,gov.au

Scam Alert Lh Scam Alert Scam Alert

Via email and

‘ : ' |
QO You, Jhon, Orange and 1090 other 500 Commental Don't get scamed via D'on [ 3&! scammEd

phone calls email and phone calls

. | )
[ ment %
'b Lika \'J Coen v Share Wins pcammatch goe s Win pcarmmatch gow e Wins pcameatch goe s

16x9 tile with image
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EXAMPLES OF USING THE ACCC BRAND

Social media - ACCC Your Rights Mob

facebook

@ ACCC Your Rights Mob
15D

Loremn ipsum dolor sit amel, consecletur adpiscing elit,

Example of Example of

text only tile text and icon
Sub-heading Sub-heading

Example of
text and photo

Sub-heading

an be across

i, Tl

Visit acce.gov.au Visit acce.gov.au Visit acce,gov.au

OO You, Jhon, Orange and 1000 others ‘ 16x9 tile text only 16x9 tile with icon

il Lie (O comment

16x9 tile with image

Brand Guidelines 59



60

Released under FOI
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A3 Poster - ACCC Your Rights Mob

Scam Alert!

Via email and
phone calls

Scammers are pretend to be the
Australian Federal Police to target
vulnerable people in our community.

@:‘ ‘\cc RiGHTS MOB

/ACCCYourRightsMob

Australian Competition & Consumer Commission

Scam Alert!

Via email and
phone calls

Scammers are pretend to be the
Australian Federal Police to target
vulnerable people in our community.

‘ﬁ? A\Ccc HIGHTSMOB

Kns owvn rights and & e you qP.I & fairgol
Foallca Irhlllnewsd L1

facebook com/ACCCYourRightsMab

Scam Alert!

Via email and
phone calls

Scammers are pretend to be the
Australian Federal Police to target
vulnerable people in our community.

i | Accc YOUR e

K"wyou rights L.\E(IELI ',' u el a fair go.
Fallow us for the lalest news and aless.

facebook com/ACCCYourRightsMob
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Electronic Direct Mail

Brosdband speeds incraase fon all Consumeny Irwitance
Bedl Wty bivices 18 padform beller

1 e ST

P e s b e W

8= sars w talew o oo we -
e SV EE e 2

B2 1W W VRS o wm A RSl R STRSE
PR g s

© 00 =
EEEm—— oo e

Header with image

Brand Guidelines 61



Document 3

Released under FOI
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Scammers arw pretend 5o bw the Austrabian
Federsl Polons 1o lerget veinersble peopie
WItRin our commundy.

P b s e eyt Cireram (oSl g s
ekl LT O sl eatail Jef. mI oS e

g e Cunli poril

e el e el Sak el s Bie

Pl M o e W T R

i « -
e vy | ey B Sy § s
. ot - Al Wt Coet-puliiart sl Sutmurar Cufs

B dars 1 by d o e s o

B ot G Ve i e -
e L

ot ) srm s pebabet

0 0 O 0 0O

Product Safety Scamwatch
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Emalil signatures

Te—— |

Firstname Lastname {Fronouns)
Pesition | Section | Branch

e |

Firstname Lastname {Pronouns)
Position | Section | Branch

A ian C ition & C c c ition & C c
Traditional place name Traditional place name
Street address Street address

T 00 0000 0000 M 0000 000 000
Mail GPO Box 3131, Canberra ACT 2601

o | ACCC

The ACCE acknawiodges tha irditionsl ownars :
Hr the Jard, Sea AN COMITUNEY. W pery our respects 1o tham aed thelr cultures, ard kn Deir Elders pest, present and flve

ol Courlry Ausbrmie e twir conbruing

T 00 0000 0000 M 0000 000 000
Mail GPO Box 3131, Canberra ACT 2601

| ACCC

Member and ally of:

The ACCC acknowlodges the radbonal owners and cusiodians of Country throughout Ausiraka and moognises thee contimang oonnection
1 B land, sem mnd community. We piy ous respects o Biem and e cullunes, and (o Beir Fiders pest, prasen| and future

With space for Employee Network identifiers

Brand Guidelines
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e A > B
- - o
LR A ¢ =
|
—— -

Firstname Lastname (FPronouns)

Pesition | Section | Branch p

Product Safety e w A ~ <

Ci P itis & C Ci i
Traditional place name — Y

Sireet address

T 00 0000 0O00 M 0000 000 000
Mail GPO Box 3131, Canberra ACT 2601
productsafety.gov.au Firstname Lastname {Pronouns)

Position | Section | Branch

s Your Rights Mob

4 NCCC o ==
= | A SAFETY Traditional place name

Street address

T 00 0000 0000 M 0000 000 000
Mail GPO Box 3131, Canberra ACT 2601

facebook.com/ACCCYourRightsMob Firstname Lastname { Pronouns)
Paosition | Section | Branch

iC c raal B el |

Wi
The ACCE acknonindges the iracons! cwners and custodions of Cauniry hroughou Ausirin and rocognisss fha cont{ o YOUR Sqam .’I‘r;. ton & & =
ot L, S A CoMIHInILy W DAY Ul TSRECtS [0 e And e cullues, nd 1o Sisr Elders pest, present and fi h
| [ o A RIGHTS MOB Traditional place name
E Street address

T 00 (000 0000 M 0000 000 00D
Mail GPO Box 3131, Canberra ACT 2601
scamwatch.gov.au

‘\Cc SCAMWATCH

Tha ACCC acknawiodges i Smdiliconl ownors ond cuiodiars of Courdry throughout Australin and jecegnises. ther contf
o e Rand, sea and eOmmUNy. We DaY 0UF Fespects 10 them and Iheir cullures: ord b heir Ekfers past, present and fulul

ACCC Product Safety

The ACCLE acknowiedgeas (he raditional owners and custodans of Country houghout AUIEES B Fecogrses. tHer Lontniing connacion
1 tha land, woa ard communiy. Wo poy our respacts 1 hem and ther culares: and io ther Exders past, preson and futra

ACCC Your Rights Mob

ACCC ScamWatch



Please contact us if you have any
questions about these guidelines.
All master files are available from the
ACCC Design and Publications team.

For more information contact the
team on design.pubs@accc.gov.au
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