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IntrOdUCtlon BRAND GUIDELINES

These brand guidelines have been produced
to help the Reserve Bank of Australia create
digital, broadcast and print materials with

a professional and consistent look and feel,
which in turn will help the Bank with more
efficient and effective communication.

Our brand can be broadly defined as all the expressions
by which the Bank can be recognised. More narrowly,
it is simply the use of the logo. For the purposes of this
document, it is somewhere in between: the attributes
of all the material published and promoted by

the Bank.

The brand for the Reserve Bank includes the writing
style and tone used in reports and speeches, as well
as consistent formats, fonts and colours. It includes
the correct use of the logo, and recommendations for
images and designs for our materials.

These guidelines are useful for both external and
internal communication, although greater leeway is
provided for the latter.

It is a unifying approach to communication, which
presents the Bank as a cohesive organisation with its
obligations to the public of Australia at the core of
everything it does.
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Core Values

Our brand is underpinned by our values.

1. Promotion of the public interest

We serve the public interest. We ensure that our efforts
are directed to this objective, and not to serving our own
interests or the interests of any other person or group.

2. Integrity

We are honest in our dealings with others within
and outside the Bank. We are open and clear in our
dealings with our colleagues. We take appropriate
action if we are aware of others who are not acting

properly.

3. Excellence

We strive for technical and professional excellence.

4. Intelligent inquiry

We think carefully about the work we do and how we
undertake it. We encourage debate, ask questions and
speak up when we have concerns.

5. Respect

We treat one another with respect and courtesy.
\We value one another’s views and contributions.

» Image: Foyer Wall Mural Sculpture by Bim Hilder 1965, Australia

What does this mean for our brand?

The Bank seeks to enhance community
understanding of its responsibilities, policies and
actions through a broad communication program
founded on transparency.

These goals are helped by the production of
communication material that is clear, consistent and
easily accessible.

All that we broadcast and publish should reflect
technical and professional excellence, with consistent
and accurate use of brand elements.

BRAND GUIDELINES

Our brand is not set in stone; it should be subject to
the intelligent inquiry we apply to all our work. The
guidelines will evolve over time, but not without
some consideration.

Most importantly, our brand should reflect a respect
for the viewers and readers who consume the
materials we produce.
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Brand Elements

Logo

The Reserve Bank of Australia (RBA) logo was designed
by Gordon Andrews in 1959. The logo consists of text
and a‘symbol’ A key design component of the logo is
the asymmetry of the symbol — an intentional element.

How to use the logo

We recommend the use of the horizontal logo
wherever possible. The vertical logo is to be used only
where space is limited.

The logo should never be smaller that 80 mm wide in
the horizontal or 30 mm wide in vertical format. The
symbol should never be less than 10 mm.

The logo should not be stretched, skewed, its colour
altered, or manipulated in any way.

A minimum of 10 mm clear space should always
surround the logo when used in combination with
other design elements.

The symbol and words ‘our logo'should not be separated
when used. In rare instances where the ‘symbol’is used
onit's own, please contact SD — Design and Print
<SD-Designprint@rba.gov.au> for permission and
specific guidance. This also includes if you are producing
work where the symbol is less than 10 mm.

Requests for the Reserve Bank logo

The RBA logo may be used with the permission
of the Bank. To request permission, email
<SD-Designprint@rba.gov.au> and provide details
of how you intend to use the RBA logo, including
any publications, websites or cobranded material.

Horizontal logo

W RESERVE BANK OF AUSTRALIA

BRAND GUIDELINES

Vertical logo

vy

RESERVE BANK
DF AUSTRALIA

The minimum size of the symbol is to be 10 mm (print) or 37.8 pixels (digital)

10 mm or 37.8 pixels wide

W RESERVE BANK OF AUSTRALIA

10 mm or 37.8 pixels wide

vy

RESERVE BANK
OF AUSTRALIA

Minimum clear space around the logo is to be 10 mm (print) or 37.8 pixels (digital)

...................................................................................

....................................................................................................

please contacor specific guidance.

110 mm

10 mm
RESERVE BANK
. _OF AUSTRALIA |
10 mm

RESERVE BANK OF AUSTRALIA | LOGO
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Brand Elements BRAND GUIDELINES

Online use of the RBA logo

Whenever the logo is used on a website, it must include Wiy RESERVE BANK OF AUSTRALIA S
. . . Madia Releazes Speeches Pubications Statistics Chart Pack

alternative text to enable a screen reader to recognise it

to improve accessibility.

MboutUs  Monetary Pelicy  Marst Operations  Financial Stability  Payments & Infrastructure  Financial Serviess  Banknoles

Alternative text for the logo when linked back to the . R P S BT -
RBA website:

Syes  Compasd  EentUmoners  DOM Bwgipoints  Propames  Aoossubdty
«hieal lang="en" mlrlang="es"™ anlas="Iip]/ v nd.org L3500 hial” class="n-]5 1t-1ed

Vit v s A
alem[if =ar xml: Larg="me" salan="kitpl) e wl_org TR0/ shEal" clasw="no-js Lb-ind . . 1
] ] E 11 ¥

Reserve Bank of Australia <—tit “heal ongeen” cnhrlangeen” anlase"bitpl e crp/ ANIAL” Cssou-ls Velet™ e s i derT P FAEIAT 4,51, WE B, ot AT, W
sl I e tm ] clmseqn so-touskEsents sapparts . ":2' :”:m. e o S .1 -".1--".“ i
A|tel’ﬂat|V€ teXt Wheﬂ referen(:|ng |-t aS a |Ogo .l e o5 ‘I...': 5 csstronsforms csstranslilons csstransfarpsid i ;i—e_s rmat arllfmsumt s smeqenlogasy Loga=raec ech=

pl ceater no-repeaty
T

e _Anjectedet tree” classe"by

lReserve Bank Of AUStI’aha |Ogol vl : e js-aot-shareable With-Banaers” ioe" page—fosdogy - Inge-hemter { rha. s, cxn D=1 RLEATAI

| =
Arefa" SLENLENL" € las5-"anCa0r-ship-to-content-sfkin Te cotenery B =vertiou: e koden;
rigt 8 a4 a3

For more detailed information, contact the o :
SD - Web Team <W@rba.gov.au>. e e et s 1 T ST S O RIS
of aistralis

futian clmue = Butbon-ame-ume] L-cpen -Dpen memc et o ——
s T lans"=CLowe meruey butine i " ek e SRRy BB, R AR
s

Fafnm e form-hascer-sem: o team/famArch, roa. gav.aa ) 81, -page-titim, .page-titis-secondary, hd, b3, o { - mAIn a0, £ e JLAETEE
520 methods" et e

» The RBA logo is shown tagged'for a screen reader
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Brand Elements

Co-branding guidelines

Where the RBA has granted permission to use

its logo on co-branded material to be produced
collaboratively with other agencies or organisations,
the RBA logo should appear on the left-hand side and
must be at least equal in size to other logos. Due to
size and design considerations, it is acceptable to use
the vertical RBA logo on co-branded material.

10 mm

RESERVE BANK
OF AUSTRALIA

10 mm

BRAND GUIDELINES

vy

RESERVE BANK Anstralian Government
OF AUSTRALIA The Treasury

When using the vertical RBA logo in a stacked
arrangement, the RBA logo should be at the top
and the design should allow sufficient clear space
(@ minimum of 10 mm) around each logo used.

RESERVE BANK OF AUSTRALIA | LOGO
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Copyright and Trademark Information

The Communications Division is responsible for the
creation and approval of all logos used internally or
externally.

When new logos are created, steps need to be
taken to mitigate the risk that they may infringe the
intellectual property rights of a third party.

Departments that commission a logo should consider
whether the Bank’s rights should be protected by
registration of a trademark.

You must contact SD — Communications Division
<SD-CommunicationsDivision@rba.gov.au> if you
wish to create or commission a new logo, or materially
change the use of an existing logo. You will need

to provide:

- the purpose of the proposed logo

- all potential uses of the logo, including whether it
will, or may in the future, be used by a third party or
in any external material.

The Communications Division will undertake relevant
searches through the Australian Trade Mark Search
available on IP Australia's website:
<https://search.ipaustralia.gov.au/trademarks/search/
advanced>.

Resources

Logo and Trademark Policy

Australian Government IP Australia Trade Marks Act

1995 (Cth)

For more information on the Logo and Trademark
Policy, contact SD — Communications Division
<SD-CommunicationsDivision@rba.gov.au>

BRAND GUIDELINES
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Colour Palette

Primary palette

PMS 285

RGB 0,102,170
CMYK 93,61,5,0
HEX #0066aa

80%
RGB 50,132,187
HEX  #3284bb

60%
RGB 102,163,204
HEX #66a3cc

40%
RGB 153,193,221
HEX #99c1dd

20%
RGB 204,224,238
HEX #cceOee

PMS
RGB

Black 6
0,0,0

CMYK 0,0,0,100

HEX

#00000

80%
RGB
HEX

60%
RGB
HEX

40%
RGB
HEX

20%
RGB
HEX

50, 50, 50
#323232

102,102,102
#666666

153,153,153
#999999

204, 204,204
#ccececc

White
RGB

255,255,255

CMYK 0,0,0,0

HEX

HFFFFFF

BRAND GUIDELINES

The primary palette for Bank materials is an accessible
colour palette used for publications, websites and
material for the public. In design, blue is often used to
represent trust, loyalty, sincerity, confidence, stability
and intelligence.

RESERVE BANK OF AUSTRALIA | COLOUR PALETTE 7



Colour Palette

Secondary palette

PMS 179

RGB 224,60,49
CMYK 0, 87, 85,0
HEX #e03c31

80% 80%

RGB 240, 162, 50

HEX #f0a232

60% 60%

RGB 244, 185,102 RGB 236, 138, 131
HEX #f4b966 HEX #ec8a83
40% 40%

RGB 247,208, 208 RGB 242,177,172
HEX #f7d099 HEX #f2b1ac
20% 20%

RGB 251, 231,204 RGB 248,216,213
HEX #fbe7cc HEX #f8d8d5

RGB 0,116,130
CMYK 100,37, 45,10
HEX #007582

RGB 0,183,79
CMYK 82,0, 86,0
HEX #00b74f

CMYK 0, 100, 39, 50
HEX #7f004e

CMYK 79,90, 0,0
HEX #753bbd

RGB 230, 98, 90 RGB 152,50, 113 RGB 50, 144, 155 RGB 50,197,114

HEX #e6625a

RGB 144, 98, 202

RGB 178,102, 148
HEX #b26694

RGB 172,137,215 RGB 102,172,180 RGB 102,211, 149

RGB 203, 153,184
HEX #cb99b8

RGB 199, 176,228 RGB 153, 199, 205 RGB 153, 22,184

RGB 229, 204, 219 RGB 227, 215, 241 RGB 204,227,230 RGB 204, 240, 219

BRAND GUIDELINES

The Bank’s secondary palette includes colours that
complement the blue of the primary palette.

For designed material it is important to use a
complementary secondary palette that has been
tested for accessibility. Never use the secondary
palette in any way that detracts from or dominates the
primary palette. Please see page 25 when designing
for web accessibility.

RESERVE BANK OF AUSTRALIA | COLOUR PALETTE 8



SUb-brandS BRAND GUIDELINES

Sub-brands for external use are discouraged, although
there are some circumstances in which thereis a
compelling communication need to alter the look
and feel of material.

An example is the colour palette created for Public
Access and Education, and collateral clearly branded T Education
'Education’ This was created to more actively engage veres e e s e A 7 WX KESERVE BANK OF AUSTRALIA
younger members of the community. ' e o

e e e

Only accessible colour combinations are to be
used for ‘content’ and other colour combinations
for decorative purposes. When considering colour
choices for content, see page 26 for advice on
checking colour contrast and accessibility.

Education

» RBA Public Access and Education website

Lol

BESERVE BANK
OF AVSTEALIA

VX mesnaes s or svsrassia VXq e sass o st o

Education

nge Rates and the

Australian Eco nomy The Inflation Target

RGB  193,212,80 RGB 7,181,181
CMYK 75,5,35,0 CMYK 75,5,35,0
HEX  #c1d450 HEX  #07b5b5

RGB 1,107,129 RGB 76,126,192
CMYK 90,46,38,11 CMYK 73,46,0,0
HEX  #016b81 HEX  #4c7ecO

» RBA Public Access and Education palette » Flyers and fact sheets » Bookmark » Pull-up banner

RESERVE BANK OF AUSTRALIA | SUB-BRANDS 9



Fonts

The Bank's fonts are san serif to convey clear and
concise communication of the Bank's messages.

Publications

Myriad Pro is the font used in printed publications.

Section headings — Myriad Pro Semi Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Headings — Myriad Pro Regular
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Body copy — Myriad Pro Light
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

PowerPoint templates

Arial is the font used in PowerPoint templates.

Headings — Arial Regular 30 pt
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Body copy — Arial Regular 14 pt
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

BRAND GUIDELINES

Word templates

Arial is the font used in Word templates. Existing
RBA templates will be adjusted in stages over the
coming year.

Headings - Arial bold
abcdefghijklmnopqrstuvwxyz
CDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Body copy — Arial Regular

abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

RESERVE BANK OF AUSTRALIA | FONTS 10
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Imagery

Photography

Our photographic style is clean and modern. Where
possible, light and composition should be considered <

=

and high-resolution (minimum 300 DPI) photos
should be taken with a quality camera.

Images, such as staff photos on the website, must be
tagged with alternative text for a screen reader. For
example: ‘Photograph of Luci Ellis &ndash; Assistant
Governor (Economic)’

Professional staff photographs

Professional headshots can be organised for senior
staff every 6-12 months.

If you require a photo for use externally, please contact
SD - Design and Print <SD-Designprint@rba.gov.au>.

RESERVE BANK OF AUSTRALIA | IMAGERY 11
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Imagery

Stock imagery

The Communications Division has a subscription with
Getty Images for images that can be used Bank wide:
<http://www.gettyimages.com.au>.

It is important to accurately represent the Bank’s core
values, including diversity, and to avoid images that
could be misinterpreted. Examples of inappropriate
images could include images of opulence or
caricatures that may offend.

Not all images in Getty’s collection can be used in the
same way, and all are subject to copyright restrictions.
Always check the restrictions before using an image.

The Communications Division can help source and
download appropriate high-quality images for use in
internal and external communications.

H %éertyimages'
‘ " Nikada

RESERVE BANK OF AUSTRALIA | IMAGERY 12



Imagery

Graphic style

Our graphic style is clear and modern. Graphics can be
created in a static or animated form to convey a
message in a simple and accessible way.

An example where the Bank uses this graphic style to
help explain complex information are the RBA Snapshots:
<https://www.rba.gov.au/snapshots/>.

Industry Share

of Output N
key sectors Education

Finance 8 @ﬂ]

Mini

o @

- Y
7%
Manufacturing

o5

9%

g Construction

Employment

to population ratio

61% ,
o e 0 ¢ J
i\ B8

Total number

of card
payments

BRAND GUIDELINES

Total number
of card payments

W% o gﬁlogn

Cash -
Rate 1.D%

Employee
numbers

1369

High household
debt levels

will enter
circulation from
20 September 2017

RESERVE BANK OF AUSTRALIA | IMAGERY 13



Graphs

Graph standards

Graphs, especially those for use in the public domain,
should adhere to the Bank's graph standards. Our
graphs — their look, timeliness and accuracy —
contribute to our reputation as a trusted source of
data and analysis.

SD - Design & Print can offer advice on the use of
graphs for publication. If departments find that a
particular graph cannot be produced to the Bank’s
standards in RBA Graphit, they should consult the
Bulletin Editorial Committee. As the executive
business owner of the RBA graphit application, the
committee may provide advice on graph standards
and approve changes to the standards

where required.

For detailed information on graph standards,
see the Graphing Community of Practice site

For advice on Web Accessibility for graphs, see

80

60

40

20

Doepdiiep Conmnnumieg

Frdarodakd Bra o
-1

[T .

E-— - 2 E L
LR T R P i o

Employment of Women by Occupation
As at 30 June

Clerical administrative

(per cent of total clerical administrative positions)
Professional
(per cent of total professional positions)
—_/_/_/\/
1 1 1 1 1 1 1 1 1 1
2007 2009 2011 2013 2015 2017
Source: RBA

» Examples of accessible graphs

%

80

60

40

20
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» The Graphing Community has been created on the
intranet to connect staff involved in producing graphs
in RBA graphit

Occupation*
Per cent of gender, as at 30 June

% Women Men %
M Clerical administrative M Clerical administrative
H Professional H Professiona
100 100
80 80
60 60
40 40
20 20
0 0
2007 2017 2007 2017

*  Excludes technicians and trade workers; community and personal
service workers

Source: RBA

RESERVE BANK OF AUSTRALIA | GRAPHS 14



Writing Style and Tone

When writing for the RBA it is important to be
clear, informative and engaging. Write plainly
and keep your tone conversational — simple
sentences and a clear message will help the
reader. The plain English tips here will help you
to write in a consistent and appropriate style.

Plain English

Write content that everyone can understand —
specialist audiences benefit from plain English too.

Use language that your target reader would
understand easily.

Remember to:
- avoid jargon
- keep sentences short (around 22 words)
+ use minimal punctuation
- use defined terms sparingly
- use the active voice:
- APRA proposed changes to regulation (active)
- changes to regulation were proposed (passive)
- replace hidden verbs (i.e. nouns derived from verbs)
with strong or active verbs:
- we applied (active)
- we made an application (hidden)
- check the readability of your article in Microsoft Word
—aim for a Flesch-Kincaid reading level of 10-13
(8 is generally considered a universal audience level).

For instructions on how to test the readability of your
Word document, see <https://support.office.com/en-
us/article/test-your-document-s-readability-85b4969e-
e80a-4777-8dd3-f7fc3c8b3fd2#  t0c342546555>.

G >k

General [ABT &
/7, Change how Word corrects and formats your text.

Display
Proafing AutoCorrect options
e Change how Ward comects ang formats text a3 you type: | AutoCarrect Options..
Langusge

When cormecting spelling in Microsoft Offic programs
Advanced

[ lgnore words in UPPERCASE

Custamizs Ribhon
E2l Ignore wards that contain numbers

e [ lgnore Intemex and fle addresses

Add-Ins. [ Flag repeated words

Tt Caridr [] Enfores aceented uppercass in Franch

[ Suggest from main dictionary only.

' Custom Dictionaries...

French modes:  Traditional and new spelings| |
Spanish medss: Tuteoverb foms only ||

When correcting spelling and grammar in Word

[ Check spelling as you type

T Merk gramemar srroms a5 you type
[ Frequently confused words

22 hapcling
B Show readebility statistics

Recheck Document |

wAned Gl hd

_ Cance |

Evcontinne énr: G5 Mleve Mic incnft Woed D

» When correcting spelling and Grammar in Word, make sure the
‘show readability statistics'option is checked

Editorial Style Guide

For further guidance on plain English, see the Bank’s
Editorial Style Guide. The Style Guide is the primary
reference for written style considerations.

Questions and suggestions can be directed to
SD — Communications Division
<SD-CommunicationsDivision@rba.gov.au>.

BRAND GUIDELINES

Counts
Waords 344
Characters 1678
Paragraphs 21
Sentences 24
Averages
Sentences per Paragraph 1.5
Words per Sentence 13.3
Characters per Word 4.7
Readability
Passive Sentences 8%
Flesch Reading Fase 59,8
Flesch-Kincaid Grade Level

» Aim for a Flesh-Kincaid reading level of 10-13.This is just a guide,
but an article with a lower reading level is typically easier to read

RESERVE BANK OF AUSTRALIA | WRITING STYLE AND TONE 15



Email Signatures

Our email signature has been designed with
corporate style and consistency of contact details
in mind.

Please ensure this signature is being used when
sending all external correspondence. We also
encourage you to use it for internal correspondence
to provide clearer information to colleagues about
your role in the Bank.

Instructions to set up your signature are available at:

M

Correct
email signature

M

Correct
email signature

Incorrect
email signature

Incorrect
email signature

BRAND GUIDELINES

Jane Smith | Senior Clerk | Information Department
RESERVE BANK OF AUSTRALIA | 65 Martin Place, Sydney, NSW 2000
p: + 61 2 9551 0000 | w: www.rba.gov.au

Jane Smith | Senior Clerk | Information Department
RESERVE BANK OF AUSTRALIA | 65 Martin Place, Sydney, NSW 2000
p: + 61 2 9551 0000 | w: www.rba.gov.au

The Reserve Bank of Australia acknowledges the Traditional Custodians of Australia
and we pay our respects to their past, present, and emerging Elders.

Jane Smith

Ph:+61 2 9551 0000

Jane Smith | Business Analyst | Financial Markets Group
Ph:+61 2 9551 0000

RESERVE BANK OF AUSTRALIA | EMAIL SIGNATURE
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Templates

RBA templates assist with the creation and
modification of documents. Templates should be
used for speeches, articles, publications, Board and
Executive Committee papers. There is a set of standard
templates and some user interface extensions to
Microsoft Word, PowerPoint and Excel, which can help
you to create documents.

Customised templates can be found through the RBA
tab on the ribbon in Word, PowerPoint or Excel.

These templates have been designed to integrate
with TRIM.

Microsoft Office Templates are available at

\ Y { WESERVE BANK OF AUSTRALIA

Insert Title Here

Insert sub-title here

Day, month, year
Location, year

Title Goes Here

* Sub-title goes here * Sub-title goes here

ply FFSERVF RANK OF AUSTRALTA

» RBA PowerPoint template

BRAND GUIDELINES

et DRAFT

Lorem Ipsum Dolor Sit Amet, Consectetur
Adipiscing Elit, Sed Do Eiusmod Tempor
Incididunt ut

Lorem Ipsum Dolor*

Lorem lpsum dolor it amet, consectetur adiplscing #it, sed do slmod tempor Incldkdunt ut lsbore o1 dolore
magra sl Lt enim ad minkm vsnlm. quis nostrod exerchivtion slamcs: lbors i ut sligulp ex e commodo

consequat. Duls sutm Irure dolor In reprehenderit In woluptrte velit ssse cilem dolore eu fugist nulle pariater.
Excapteur nt occaecat cupkiait non prokdent. sunt 0 culos gul officle dessnumt mollk enim (d est eborum.

Lorem lpmam dalor sit amet, consectetar adiplacing i sed do semod tempor inciidunt ut lebore o1 dolore
magna sliqua. Ut enim ad minim venlem, quis nostrud exerdiation skamos: lebors nisl ut diguip ex es commodo
consequat. Duls sues Irure dolor In raprehanderntt In voluporte velit ssse ofiom dJolors su fugiee nule pariamer,
Exce " i culos aull oM W

Lorem lpzum dolor st amet, consectetur adiplacing ol 3ed do slumod tempor Incldidunt ut lebore: ot dolore

mmsre slimis L sries ad minke vaniere sl naseead searclresinn sl lebarks pid o s ax an cammeds
magne Siqus, Ut enim s minkm venierm, i Rovtrud nsreitmtion SRk keborks nidl vt Siquln o s commede

consequat. Duls suts irure: dolor In reprehndestt in volupbrte ikt e3se cllem dolore eu fugiet nulls parister.
Excapteur ¥nt occaecat cwpkiet non prokbent. sunt 0 culos gul officle deswrumt mollk enim (d est lsborum,
Lorem lpzum dolor st amet, consectetur adiplacing ol 3ed do slummod tempor Incldidunt ut lsbore: ot dolore
magra sligu: Lt enim ad minim venhm, quis Rostrid exerctition slames: libors risl ut shigulp ex e commodo
consequat. Duls suts irune: dolor In reprebenderit in volugtrte velkt esse cilem dolore eu fugiet nulle parlater.
Exo ot M

Lorem lozum dojor st amet, consectetur adiplcing st sed do slummod tempor Incidkdunt ut lbore +1 dolore
magna sliqua. Ut enim ad minkm venlem, quis nostrud exerdintion siameo: liborks nisl ut sliquip ex ee commodo
consequast. Duls subts irury: dolor n reprehendert in volugbrte ikt ease clem Jolore eu Tuget rulle purister,
Excapbeur | wnkm id st leborum.

Lorem lpmam dolor sit amei, consectetur adiplacing #i; sed do slermod tempor Incididunt ut lebore o1 dolore
magra sligu: Lt enim ad minim venhm, quis Rostrid exerctition slames: libors risl ut shigulp ex e commodo
consequat. Duls suts irune: dolor In reprebenderit in volugtrte velkt esse cilem dolore eu fugiet nulle parlater.
Exo ot M

Lorem lozum dojor st amet, consectetur adiplcing st sed do slummod tempor Incidkdunt ut lbore +1 dolore
magna sliqua. Ut enim ad minkm venlem, quis nostrud exerdintion siameo: liborks nisl ut sliquip ex ee commodo
consequast. Duls subts irury: dolor n reprehendert in volugbrte ikt ease clem Jolore eu Tuget rulle purister,
Excepteur il wnkm id st leborum.

Lorem lpmam dolor sit amei, consectetur adiplacing #i; sed do slermod tempor Incididunt ut lebore o1 dolore
magra sligu: Lt enim ad minim venhm, quis Rostrid exerctition slames: libors risl ut shigulp ex e commodo
consequat. Duls suts irune: dolor In reprebenderit in volugtrte velkt esse cilem dolore eu fugiet nulle parlater.
Excapteur ¥nt occaecat cwpkiatt non prokdent. sunt 0 culos gul officle deswrumt mollk enim (d est lsborum,
Lorem lpmam dolor sit amei, consectetur adiplacing #i; sed do slermod tempor Incididunt ut lebore o1 dolore
magra sligu: Lt enim ad minim venhm, quis Rostrid exerctition slames: libors risl ut shigulp ex e commodo

.

11 October 20085 12:07 p; Word Cour: 703
it Miarm hael IFinsaliicsing Lisrrinel 1

» RBA Word template for a publication
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Stationery

Business cards

All cards contain the person’s name,
position title, department and contact
information only. Titles or post-nominals
(qualifications) are not included.

With compliments slip

With compliments slips can be ordered
outlining the department and
department contact details.

Letterheads

Head office, state and representative
office letterheads can be found through
the RBA tab on the ribbon in Word. If
you require large quantities, this can be
ordered through the RBA Print Portal.

RBA Business Stationery
is ordered via the RBA
Print Portal

Lol

EEINRVA EANKE

» Business card

W RESERVE BANK OF AUSTRALIA

WITH COMPLIMENTS | Secretaries Department

» With compliments slip

WY RESERVE BANK OF AUSTRALIA
vy

First Name Second Mame
Job e

55 Maiin PR, Sycinay M2 2N
POV 7, Syrinay NG MTH

Rl HESE
Wiohx pil TOSST S

ol mrrsost oo

65 Martin Place
Sydney NSW 2000

GPO Box 3947
Sydney NSW 2001

» Letterhead

BRAND GUIDELINES

65 Martin Place
Sydney NSW 2000

GPO Box 3947
Sydney NSW 2001

RESERVE BANK OF AUSTRALIA | STATIONERY
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Publications

Publications are produced both in print and
online. The new-look Bulletin is our flagship
digital publication.

Our annual reports, Statement on Monetary Policy,
Financial Stability Review and Bulletin are produced
by contributing departments together with the
Communications Division.

The style and layout of these publications is consistent
through the design, colour scheme and font.

Resorve Bank of Austmlin

]I { RESERVE BANK OF AUSTRALIA

S Moy RN M DO

Bulletin

BRAND GUIDELINES

[ T ——

S W e B

M Wan Wi, PRl MR T RE

Pecreds B (T Rl S R

Insighis imtn the scooomy e Frascel sysier Fom teames toeghout the Reerve Berk of Ausinels

Firing Imasstmant Bryond the Boos

I T ————
[ES————y m—

Th conaractin puss of Ausin rsng

Finandial
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Promotional Material

Banners, brochures and posters

The Communications Division can help you create
material in print and digital format to help promote
RBA activities. All designs, including logo use and
imagery, should adhere to these guidelines if they
are to be used externally. Greater leeway is given for
material produced for internal communications.

Banners, including a stand and a carry case, can be
produced at an additional cost. To request a quote,
contact SD - Design & Print
<SD-Designprint@rba.gov.au>.

BRAND GUIDELINES

W RESERVE BANK OF AUSTRALIA

Central Bank Frameworks:
Evolution or Revolution?

W RASERYE BANK OF AUSTRALIA +

Contacting the
Resarva Bank of Australia

» Poste

» Brochure

RBA Benevolent Fund

12-13 April 2018, Sydney, Australia

Fivia wﬁ%i*

The highlight of &

Benevolent Fund's Trivia Night, is back for another yearl

6-9.00 pm Thursday, 7 June

Club York (95-99 York Street, Sydney)

with the legendary Michael Plumb as the MC
(indudes food, no drinks) V |
To purchase tickets visit

buytickats atitharhabsnevolantfund

Tickets are $50 per person

Each team consists of ten members.
Email BFinfo@rba.gov.au with your team
name and members to register.

r » Pull-up banner

RESERVE BANK OF AUSTRALIA | PROMOTIONAL MATERIAL 20
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Promotional Material

Internal communication

When communicating within the RBA, there are a
variety of items that can be used to tell a story.
Examples of ways you can communicate with staff are
shown here. There is more creative leeway possible for
internal communication but, if in doubt, contact

SD - Media and Communications,
<MediaandCommunications-SD@rba.gov.au>.

Find us on i

17 December 2018

» Intranet tiles

from 1 August

 pm*

W BRESERVE BANK OF AUSTRALIA

Mormaling Flesihle Woek ot tha
Rank
Sy b

e e e ——
e g s o ey e
e

» This Week internal staff newsletter » Digital screen graphics » Currency — monthly magazine
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Multimedia

Event filming

Our video production team can record your event,
whether it is being held at Head Office or externally
(subject to scheduled workload).

All recorded events should be set up for sound. The
event organiser should organise a lapel microphone
for their presenter/s from the IT Service Desk.

Contact SD — Media and Communications,
<MediaandCommunications-SD@rba.gov.au>
to discuss arrangements.

Multimedia and video production

Our video production team can create videos for
internal use, such as a video to promote an event,
or external use, such as a presentation for school
students.

Ahead of a request for a video, staff should suggest
ideas, including any visuals (photos/footage) to

be included in the video, and sound (voice over

or music). Please consider when the video will be
required to allow sufficient time for production.

Contact SD — Media and Communications,
<MediaandCommunications-SD@rba.gov.au>
to discuss arrangements.

RESERVE BANK
OF AUSTRALITA

BRAND GUIDELINES

VE BANK OF AUSTREALLA
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Designing for Online

Website

Websites must be designed to be responsive for
viewing on a range of screen sizes.

Points to remember:

+ Use HTML5 and CSS3 to build websites

- Use latest version of jQuery, if required

- Test for consistent performance on these supported
browsers: Microsoft Internet Explorer 9.0 (or higher),
Mozilla Firefox 10.0 (or higher) or Google Chrome
18.0 (or higher), or Apple Safari 5 (or higher)

- Ensure you have the legal right to use any images.

Web font

Top level headings - Arial

Arial is the font used on the RBA Website for headings.
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

» Responsive design for mobility

Sub Headings and Body copy - Tahoma

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Web font family

Arial, Tahoma, Helvetica, Verdana, Geneva sans-serif

BRAND GUIDELINES
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Designing for Online

RBA Digital Content Guidelines

Online image formats
JEPGS

JPEG files are usually used for photos on the web, as
they create smaller files and can easily be loaded on
a page. This reduces the rendering time of a website
greatly and the pages load fast for the user.

But JPEG files are bad for line drawings or logos or
graphics, as the compression makes them
look pixelated.

PNGs

Allows for a full range of colour and better
compression. It is the most used lossless image
compression format on the Internet. Excellent for
graphical elements using a mixture of images and
text. Graphics should be exported at @2x. png to .
allow for retina displays on devices. 2 9 < footwear

= tobacco

Transport
SVGs - \
“g R

Scalable vector graphics look crisp at all screen sizes
and are small file sizes. Ideally you should use SVGs

» Photos saved as jpegs » Icons saved as SVGs

Groups in the CPI Basket

@

Communication

- s\

Education

-—
Recreation &

culture Consumer Goods

& Services (CPI) <

foricons and line drawings (including graphs). %
. i Insurance & — Food &
Due to the vector nature of SVG, the image is financial services <A, Fumishings,  non-alcoholic
. . ” household beverages
resolution independent and they can scaled for Housing Health equipment

& services

r nsiv ign. .
esponsive desig » Graphical elements saved as PNGs
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Designing for Online

Web accessibility

The Bank is committed to ensuring that, for public and
Bank-wide use, content meets Australian government
standards.

Creating accessible content allows users with a wide
range of impairments (visual, auditory, physical, speech,
cognitive or neurological) to access information on a
range of devices, software and platforms.

Accessibility is about making products usable by everyone,
with or without disabilities, so as to allow equal access
to information. It relies on inclusive design that supports
‘assistive technologies' by providing text for audio

and visual information, along with alternative ways to
navigate content.

The UK Home Office provides excellent references as a
starting point for designing for accessibility. These are
to be used as a general guide and are not designed to
be overly prescriptive:
<https://accessibility.blog.gov.uk/2016/09/02/dos-and-
donts-on-designing-for-accessibility/>.

For more detailed information about accessibility
or contact the Web Team <W@rba.gov.au>.

Designing for users with

low vision

Do...

use good cobeur
contrasts and a

raadable font size E

publish all information
on weh pagas

usa g comidnaticn
of eolour, shapas
and taxt

Start »

2044 magnification

Tollow 8 linear,
keaichl layout

put buttons and I
neotifications In

contet

lbanine  Souielis

Don’t...

usa low colowr
wontrasts and small
font size

bury infonmation &
in davmloads

anby usa colour to
conuay maaning
200% magniication

=

SApArate ACHENs :I [ ot |

from thair contert

spraad comt et
Al aver 4 pagr

For wezie irdoermszizin. coriect.
o= TR V=] e R R 8

BRAND GUIDELINES

Designing for users with d‘ Al‘

dyslexia

Do...

uge mages
and diagrame
o support text

Align taxt to the
kaft and keep a
consistent
Layout

cansider producing
materials in other
formals (for example,
audio or video]

kaop contont
short, clear
and simphe

Irt usrrs change
the contrast ba-
twean backgraund
and bext

Bill 28 e

lieanine  Sotitabis

» Examples from the UK Home Office to help with designing for accessibility

XYl

L
Don't...
usa largr Y
blacks af — E—
heavy text —— E—

undetiine warda, DOAT’T
wiismoennas 1O THIS

foree usars to remember
things from pravious
pagRs < giva reminders
and prompts

181y on accurats clexla
spelling - use dyslexia 3
BUTOEDITECT OF

provide lons dsylal

put koo much e
i ion i  —
information in

ane place

For wezie irdoemszizn. coriect:
o= TRV =] e R EE 8
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Designing for Online

Web accessibility

To ensure that text and informational icons have
enough colour contrast the RBA complies with the
WCAG 2 Level AA guidelines. On the following
pages, we have provided accessible combinations
using the RBA colour palette, that ensures correct
contrast ratios.

What to do:

- Make sure the contrast ratio between your text
and background is at least 4.5:1 Do this by using
14px bold text or 18px+ regular text.

- The contrast ratio is 3:1 for icons and large text
which is classified as 18px bold text or 24px+
regular text.

- Disabled elements, such as grey non-interactive
buttons, do not need to pass contrast requirements.

- Avoid placing text on top of backgrounds that are
not a solid colour.

- Define hover, focus, and active states for all
interactive elements. Always make it visually
apparent to users which element they are
interacting with.

Designing for users with
low vision

]
Do... Don’t...
- e ‘Carbour Coniras? Analyser
R @ uselow colour
— contrasts and small
H#FFFFFF e e
‘f!lmm'il:n
Eashgrmrd Geleu [-]
FEFDAAT e 1R =
in downloag

! Show RGN Slsers

L il oiourfrighiness  Coicur Deficlncy

‘Contrast Ratm: 14-1

— 1
tollow a linear, spread con ] ﬂ C
% . ™
purt buttons and separate aclions E
notifications in from thelr context —.I m
conbext
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To check the colour contrast in your design, use tools
such as the Colour Contrast Analyser. The IT Service
Desk can install the Colour Contrast Analyser for

both Mac and PC platforms on request. Dial 8888
(press 1) or email Service Desk - IT <ServiceDesk-
IT@rba.gov.au>

In this example, the foreground colour is too light for the
background colour so the design fails the colour contrast check.

RESERVE BANK OF AUSTRALIA | DESIGNING FOR ONLINE 26



Designing for Online

Accessible primary colour palette

Interactive Elements

« Select a Primary colour and use a light or dark
variant with it to define hover, focus and active
states for all interactive elements. Always make it
visually apparent to users which element they are
interacting with.

DO NOT pick and mix variants. They must only
work with the parent Primary colour.

Colour contrast

- Use only the following colour combinations of text
and backgrounds to ensure correct contrast ratios.
Do this by using 14px bold text or 18px+
regular text.

BRAND GUIDELINES

Primary with variants Accessibility combinations
P Light Primary P Dark
#5393dc ##0066aa #003c7a Combinations that pass and can be used in reverse

White text on Primary Reverse
#0066aa

White text on Dark variant Reverse
#003c7a

P Light Primary P Dark

#H#2c2c2c #000000 #000000
\;\;};i;iztcext on Light variant Reverse
X\(/)Pg)i(‘;g(’;(e)xt on Primary Reverse
\;\(/)Ig)i(’;gégxt on Dark variant Reverse

RESERVE BANK OF AUSTRALIA | DESIGNING FOR ONLINE 27



Designing for Online

Accessible secondary colour palette

Interactive Elements

- Select a Secondary colour and use a light or dark
variant with it to define hover, focus and active
states for all interactive elements. Always make it
visually apparent to users which element they are
interacting with.

DO NOT pick and mix variants. They must only
work with the parent Secondary colour palette.

Colour contrast

- Use only the following colour combinations of text
and backgrounds to ensure correct contrast ratios.
Do this by using 14px bold text or 18px+
regular text.

Secondary with variants

S Light
#ffbb44

S Light
#ff715¢

Secondary
#ed8b00

Secondary
#e03c31

S Dark
#b45d00

S Dark
#a60008

BRAND GUIDELINES

Accessibility combinations

Combinations that pass and can be used in reverse

Black text on Light variant

#ffbbas Reverse

White text on Dark variant

#b45d00 Reverse

White text on Dark variant
#a60008

Reverse
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Designing for Online

Accessible secondary colour palette

Interactive Elements

- Select a Secondary colour and use a light or dark
variant with it to define hover, focus and active
states for all interactive elements. Always make it
visually apparent to users which element they are
interacting with.

DO NOT pick and mix variants. They must only
work with the parent Secondary colour palette.

Colour contrast

- Use only the following colour combinations of text
and backgrounds to ensure correct contrast ratios.
Do this by using 14px bold text or 18px+
regular text.

Secondary with variants

S Light
#023f7a

S Light
#a869f0

Secondary
#7f004e

Secondary
#753bbd

S Dark
#4e0026

S Dark
#42088¢

BRAND GUIDELINES

Accessibility combinations

Combinations that pass and can be used in reverse

White text on Light variant Reverse
#b23f7a
White text on Secondary Reverse
#7f004e
White text on Dark variant R

everse
#4e0026
White text on Light variant R

ver

#a869f0 e
White text on Primary Reverse
#753bbd
White text on Dark variant Reverse
#42088c¢
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Designing for Online

Accessible secondary colour palette Secondary with variants Accessibility combinations

S Light Secondary S Dark

Interactive Elements I .
#4ba4b1 #007582 #004955 Combinations that pass and can be used in reverse

- Select a Secondary colour and use a light or dark
variant with it to define hover, focus and active
states for all interactive elements. Always make it
visually apparent to users which element they are
interacting with.

White text on Secondary

ko Reverse

DO NOT pick and mix variants. They must only
work with the parent Secondary colour palette.

White text on Dark variant

Colour contrast P Reverse

- U ly the followi I binati f text
se only the following colour combinations o .ex S Light Secondary S Dark
and backgrounds to ensure correct contrast ratios. #59ea7d #00b74f #00862]1
Do this by using 14px bold text or 18px+
regular text.

Black text on Light variant

Reverse
#59ea7d

White text on Dark variant
#008621

Reverse
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Designing for Online

Glossary to assist with accessible
terminology

Accessibility

Ensuring the content of a web site is accessible to
people with a disability.

Active state

Active represents the state when the online element
is currently being activated by the user.

Colour Contrast

Degree of difference between the lightest and darkest
parts of a web site.

Contrast Ratio

Defined as the ratio of the luminance of the brightest
colour to that of the darkest colour.

Disabled elements

Elements that can't be activated (selected, clicked on,
typed into, etc.) or accept focus.

Focus state

Represents the state when an interactive element is
currently selected by keyboard or equivalent input
device.

HEX

A colour expressed as a 6 digit combination of
numbers and letters defined by its mix of red, green
and blue. For example, black is #000000 and white is
HF.

Hover

Mouse hover, also called just hover, changes the
mouse pointer or state of the element to show it's
focused for action when triggered.

Interactive

An interactive element is anything that a user can
interact with.

Primary colour

Core colours of the brand and are commonly
incorporated into a company’s logo. There are usually
between 1-3 primary colours.

RGB

The most commonly used colour profile in the world
of computers, TV screens and mobile devices. Colours
are rendered onscreen by using combinations of

red, green and blue. For this format, black is 0,0,0 and
white is 256,256,256.

BRAND GUIDELINES

Secondary colour

Secondary colours highlight and compliment the
primary colours. The secondary colours are used as
complimentary colours only and must not override
the primary colour palette.

Variant colour

A variant colour is another version of the primary and
secondary colours.
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Related Material

Code of Conduct

External Presentation and
Publication Policy

Logo and Trademark Policy

Media Policy, including Social Media
Web Guidelines

BRAND GUIDELINES
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© Reserve Bank of Australia 2021
This document is subject to regular review
and was last updated in January 2021.

Queries and suggestions can be directed
to the Communications Division.
Email: <SD-CommunicationsDivision@rba.gov.au>






