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Who we are

Audiences
In order to build an effective brand that truly connects 
with our audiences, we need to be clear on who they are, what they 
want, and how we provide value to them. 

As you create branded products, be mindful of your audience so that you can tailor the look and 
feel to effectively communicate your message.

For people who contact us to complain, 
report or otherwise seek our help who 
want impartial advice and guidance in a 
timely manner, we take the time to listen 
and understand their situation so that 
we can help find a suitable resolution as 
quickly as possible. 

For the government agencies and 
private organisations who we oversee, 
who want a fair and transparent 
process and support to improve how 
they do business, we deliver impartial 
and balanced outcomes supported by 
clear recommendations. 

For parliament, who want to see us 
using our powers for good, we are a 
trusted source who provide transparent, 
accurate information, data and reporting. 

For the media, who want fast answers and 
inside scoops, we create trust through 
reliable engagement to share our expertise 
and as much information as we are able to. 
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Who we are

Brand personality

We look

Approachable

Independent

Confident

Dynamic

We sound

Helpful

Professional

Transparent

Impartial

We feel

Contemporary

Trusted

Authoritative

Fair

The brand personality is how we bring our brand to life. 
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Logo

Co-branding

Occasionally the Commonwealth 
Ombudsman will need to co-brand 
with another agency or program.  

Co-branding normally involves locking up 
the Commonwealth Ombudsman logo with 
another logo or brandmark. Below are some 
considerations for effective co-branding: 

1. Apply the Commonwealth Ombudsman rules 
for minimum size, clear space and logo colour. 

2. Consider the hierarchy of the two brands in 
deciding which is the leading logo. 

3. If in doubt contact the Communications Team 
for guidance. 
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Co our

Colour
Our colour palette is confident 
and contemporary. The combination 
of colours in our brand give an 
approachable and dynamic feeling, 
setting us apart from others working 
in our space. 

Colours help define our personality. They provide 
variety and flexibility, making it easy to refine and 
evolve our visuals in line with key messages.

Though our colour palette is wide and varied, 
rarely is it used in it’s entirety on a single piece 
of communication. See the following pages 
for colour combinations, accessibility and 
usage guidance.  

Green. 
Teal. Blue. 
Purple. Pink. 
Burgundy. 
Orange. 
Yellow.  
Charcoal. 
Navy.
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Co our

PRINT

C30 M0 Y85 K0

PMS 367C

DIGITAL

R189 G215 B83 

# BDD753

PRINT

C0 M77 Y100 K0

PMS 7578C

DIGITAL

R242 G97 B34 

# F26122

PRINT

C90 M20 Y0 K0

PMS 2925C

DIGITAL

R0 G153 B218 

# 0099DA

PRINT

C2 M3 Y3 K0

PMS COOL GRAY 1C

DIGITAL

R247 G243 B241 

# F7F3F1

PRINT

C0 M85 Y0 K0

PMS 2038C

DIGITAL

R238 G77 B155 

# EE4D9B

PRINT

C100 M82 Y0 K32

PMS 288C

DIGITAL

R5 G51 B120 

# 053378

PRINT

C100 M5 Y60 K0

PMS 326C

DIGITAL

R0 G161 B139 

# 00A18B

PRINT

C0 M10 Y80 K0

PMS 128C

DIGITAL

R255 G223 B79 

# FFDF4F

PRINT

C40 M75 Y0 K0

PMS 3593C

DIGITAL

R160 G93 B165 

# A05DA5

PRINT

C95 M75 Y50 K50

PMS 7546C

DIGITAL

R13 G45 B64 

# 0D2D40

PRINT

C20 M100 Y20 K30

PMS 228C

DIGITAL

R150 G5 B90 

# 96055A

Colour palette
Green

Orange

Blue

Sand

Pink

Navy

Teal

Yellow

Purple

Charcoal

BurgundyGreen

SandYellow SandSandSand
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Co our

Colour
— combinations

Colour combinations should be chosen 
for vibrancy, legibility and accessibility. 

A = WCAG 2.1 M n mum AA comp ant

Green

Orange

White

Charcoal

Teal

Pink

Burgundy

Navy

Blue

Purple

Yellow

Sand A OrangeA Blue A Pink A NavyA Teal A Purple A CharcoalA Burgundy

A NavyA CharcoalA Burgundy

A NavyA White A CharcoalA Sand

A NavyA White A CharcoalA Sand

A White A CharcoalA Yellow A Sand

A NavyA White A CharcoalA Sand

A WhiteA Green A Yellow A Sand

A NavyA White A CharcoalA Sand

A NavyA Purple A CharcoalA Burgundy

A OrangeA Blue A Pink A NavyA Teal A Purple A CharcoalA Burgundy

A OrangeA Blue A Pink A WhiteA Teal A PurpleA Green A Yellow A Sand

A OrangeA Blue A Pink A WhiteA TealA Green A Yellow A Sand
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Co our

Colour
— usage

The colour palette can be used in 
many different ways to create a 
confident and charismatic brand. 

Overall, each piece of communication should 
use only two to three key colours within the same 
tonal family, along with the brand neutrals of 
charcoal, sand and white. 

Use our colours to create a harmonious and 
cohesive product, but never to create a rainbow! 

When creating graphs, data visualisation 
and infographics, multiple contrasting colours can 
be used to improve legibility and accessibility. 

* The yellow from our colour palette is reserved 
as the brand colour for the ACT Ombudsman. 
While it can be used in the Commonwealth 
Ombudsman brand applications, it should be 
used sparingly and never be the predominant 
colour or hero in one of our applications. 

Refer to the graphic elements and applications 
sections for layout and usage examples.

COMPLIMENTARY COLOUR USAGE

NAVY + BLUE + TEAL PURPLE + BURGUNDY + P NK

BURGUNDY + P NK + ORANGEBLUE + TEAL + GREEN

*

P NK + ORANGE + YELLOW

SAND + WH TE + CHARCOAL

NEUTRAL COLOURS
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Typography

Meet the family
The brand typeface, Poppins, 
is designed to be used across 
all applications (both physical 
and digital), from headlines 
to body copy and everything 
in between. 

It can be used in the weights shown. See the 
following page for typesetting general principles.

Poppins is a Google Web Font, available to 
download and use for free in all applications here: 
Poppins

Poppins should be available on all 
staff computers. If you have any issues 
accessing the font please contact IT.

Poppins Extra Light + Italic
Poppins Light + Italic
Poppins Regular + Italic
Poppins Medium + Italic
Poppins Semi Bold + Italic
Poppins Bold + Italic
Poppins Extra Bold + Italic
Poppins Black + Italic

POPPINS WEIGHTS
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Typography

Typesetting
— general principles

Our typography is a visual expression 
of our voice. It should be clear, 
simple and given space to breathe.

The given examples are a guide to the typical type 
included in executions. 

See the following pages for examples of 
typesetting in applications.

Hero copy / intro paragraph.  
We look into complaints about 
Australian Government agencies 
and some private industries. We are 
independent and we don’t take sides.

POPPINS REGULAR

Case Sentence

S ze 5–10pts arger than the 
body copy s ze

Lead ng 5pts arger than 
the font s ze
Space after V sua

Headlines
POPPINS REGULAR / BOLD
Case Sentence
S ze Large
Lead ng 5pts arger than 
the font s ze
Space after V sua

Body copy. Our purpose s to prov de assurance 
that the Austra an Government ent t es and 
prescr bed pr vate sector organ sat ons we oversee, 
act w th ntegr ty and treat peop e fa r y, and nfluence 
endur ng system c mprovement n pub c 
adm n strat on n Austra a and the reg on.

POPPINS REGULAR

Case Sentence

S ze Sma  but eg b e

Lead ng 5pts arger than 
the font s ze
Space after 3–5pt 
depend ng on s ze

Secondary headline 
or key callout

POPPINS MEDIUM / SEMIBOLD
Case Sentence
S ze Same s ze as the 
head ng eve  t’s used n
Lead ng 5pts arger than 
the font s ze
Space after V sua
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Typography

Fallback typefaces
Wherever possible, use Poppins 
in all communications. In specific 
use cases where it’s not possible to 
use Poppins, like email signatures 
where there are technical limitations, 
Calibri or Arial can be used as 
a substitute. 

Calibri is the default font with the widest 
range of weights and thus will be most 
reflective of the typographic style of the 
Commonwealth Ombudsman.   

Calibri Light

Calibri Regular

Calibri Bold

Arial Regular

Arial Bold

CALIBRI ARIAL

Hot tip! 

When sending word documents, if the 
receiver does not have the custom 
font installed it will display a standard 
fallback font. This won’t occur if you send a 
PDF document.
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magery

Photography is a way to tell our 
story and a means to communicate 
our purpose. Photography helps 
people visualise themselves in 
a situation, and can convey a range 
of emotions without any words at all.  

We want our audience to have an emotional 
connection with our communication, be engaged 
and feel comfortable to approach us. To do this 
we need to show a brand personality that is 
approachable and helpful, transparent and 
confident, and contemporary and dynamic.

The mood and tone of our imagery should be: 
Australian, contemporary, approachable, 
optimistic, authentic, candid, genuine, and 
timeless. Try using some of these key words when 
you search for stock imagery.

Imagery that is negative or pessimistic in tone 
should be questioned and avoided. 

Photography

Hot tip! 

To enable accessibility compliance, 
you must add alternative text (alt text) 
to photographs — alt text is a description of 
the image that conveys the same meaning 
and context of the image to visually 
impaired readers.
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magery

People photography
The photos that we use should ‘capture a 
moment’ and show everyday situations. 
Photos where people are posing for the 
camera should be used sparingly in 
favour of more candid shots.

Photos might not always be appropriate — make sure 
you consider the topic of the product and audience 
you’re communicating with. All stock images must be 
approved for use by the Communications Team. 

PEOPLE PHOTOGRAPHY GUIDE

1. Minimum 300 DPI for print / 72 DPI for digital

2. Photos should capture a genuine moment, 
expression or emotion

3. Photos should relate to the message or subject 
we’re talking about and reflect the audience 
we’re talking to

4. Avoid complex or cluttered backgrounds

5. Avoid photos that are overexposed, over-saturated 
or poor quality

6. Photos should feature an appropriate mix of 
race, age and gender to reflect our audience — 
but don’t try to include all ages and ethnicities in 
a single photo

EXAMPLES OF PEOPLE PHOTOGRAPHY
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magery

Peop e photography cont nued.

EXAMPLES OF PEOPLE PHOTOGRAPHY
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magery

Icons
Intentional and considered used 
of iconography can help us clearly 
and succinctly communicate 
key information. When used sparingly 
and contextually they help our 
audience engage with our message. 

Our brand uses a minimal, line-based icon 
style with rounded shapes that reflect our 
approachable personality. Wherever possible, 
icons should reflect the shape of our brandmark 
to increase brand consistency. 

Icons should maintain the same line weight in 
each application so they appear as a cohesive set 
with similar visual weight regardless of size.

Supplied as svg files for use in MS Office products.

The icon examples shown on the following pages 
are a sample of the custom icons available 
for use, they should be used consistently 
when referring to the concepts they represent. 
Additional standard icons are available in 
the brand toolkit and PowerPoint template. 
When using svg icons in Microsoft Office products 
you can change the icon colour.

HOW WE HANDLE 
COMPLAINTS

MAKE IT EASY TO 
MAKE A COMPLAINT

How to make a complaint
VALUING 

COMPLAINTS

MULTIPLE ACCESS POINTS 
FOR COMPLAINANTS

EARLY RESOLUTION 
OF COMPLAINTS

CONSIDER SYSTEMIC 
COMPLAINT ISSUES

Hot tip! 

The enable accessibility compliance, you must add alternative 
text (alt text) to icons — alt text is a description of the image that 
conveys the same meaning and context of the image to visually 
impaired readers.
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Graph c e emen s + ayout

Gradient backgrounds
Gradient backgrounds bring our 
colour palette to life in applications. 
They add depth and movement, 
capturing our audience’s attention.

These backgrounds have been created as 
gradient maps and use the recommended colour 
combinations, as shown below. The percentage 
and position of each colour used can be tweaked 
so each background has a hero colour. 

The gradient backgrounds can be used with the 
brand icon and other brand elements to extend 
the flexibility of our brand and create depth in our 
visual communications. 

See the following pages for examples of 
gradient backgrounds in application.

Supplied as png files for use in MS Office products 
and an Adobe Illustrator file for the creation of 
additional gradients.

GRADIENT MAP COLOUR COMBINATIONS

NAVY  BLUE  TEAL PURPLE  BURGUNDY  PINK

BURGUNDY  PINK  ORANGEBLUE  TEAL  GREEN

PINK  ORANGE  YELLOW
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Graph c e emen s + ayout

nd genous artwork cont nued.

It’s important that this artwork, and its 
on-going use, is well-considered, 
meaningful, and respectful. 
This includes taking the appropriate 
steps to protect the artist and artwork 
story, cultural identity, and intellectual 
property rights. 

One way we do this is by always acknowledging 
the artist. For this artwork, you should use the 
following attribution whenever you use the 
artwork: Artwork by Kevin Bynder, Whadjuk 
Nyungar Badimia Yamatji artist. 

As all First Nations artwork is deeply grounded 
in culture, traditions, and storytelling, if space 
allows, include the artwork story as provided 
by the artist (refer page 40). This is particularly 
relevant when using the artwork in long-form 
publications, where the story can be included on 
the front, inside cover.

When using this artwork, it’s important to consider 
the context and how best to incorporate it into our 
corporate brand. 

You’re encouraged to use this artwork for 
corporate documents, especially when speaking 
to or about First Nations employees, stakeholders, 
policies, and programs, as a way to show our 
cultural appreciation and respect. 

As agreed by the artist, this artwork can be used 
in its entirety, cropped, or in sections, however you 
must never alter or distort the artwork or 
it’s elements. 

You can learn more about the appropriate and 
respectful use of Indigenous art by reading 
the Protocols for using First Nations Cultural 
and Intellectual Property in the Arts and 
Reconciliation Australia’s Good Practice Guide.
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Graph c e emen s + ayout

Layout examples
The typography, colour palette and 
graphic elements that make up our 
brand identity can be combined in 
a number of ways to create a rich 
visual identity system that shows our 
professionalism and personality. 

The following pages annotate key details and 
design decisions across a number of applications 
to guide your brand design decision making and 
communication development. 
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Brand vo ume

What is brand volume?
The brand volume refers to the 
intensity of the brand elements and 
colours used in our communication. 
Our range of brand volume provides 
a scale for our communications to 
be louder or quieter with each use. 
The brand volume can be adjusted 
depending on the application, 
audience and topic.
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Who we are

The Australian National Preventive Mechanism 
(Australian NPM) — sometimes referred to as the 
Australian NPM Network — is the collection of 
bodies and people appointed or nominated as 
NPMs by Australian jurisdictions, to give effect 
to Australia’s obligations under the Optional 
Protocol to the Convention against Torture and 
other Cruel, Inhuman or Degrading Treatment or 
Punishment (OPCAT). 

Brand insights x

Audiences x

Brand personality x

Who we are
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Who we are

Brand insights
A series of workshops were held with key stakeholders 
to dig deep into the Australian NPM’s purpose, approach 
and objectives. 

Through this exploration, a number of key insights and 
challenges were highlighted that influence the tone and 
direction of the visual identity. 

Many voices — 
one brand 
As a collective of individual NPMs from across the 
Commonwealth, states and territories, each with 
their own brand and identity, the Network 
represents many voices. However as a brand we 
need to communicate a united front, a single 
voice, and a unified mission, while respecting and 
complementing the individual identities from each 
of our members.

Champions of change
There is a general perception that the Australian 
NPM’s remit is to visit places of detention, but we 
do so much more than that — we educate, advise, 
inform and collaborate. We do this today, to inspire 
change tomorrow. 

Key to the success of the new visual identity is 
to effectively communicate the Australian NPM’s 
full remit — our commitment to championing 
for change and being strong and vocal allies to 
people being deprived of their liberty.

Frank and fearless
In delivering our role, we need to be many things 
to many people  — firm and fair, authoritative 
and cooperative, professional and welcoming, 
united and independent. 

The duality of our role means we need to walk a fine 
line in both tone and approach — being frank and 
fearless in communicating while at the same time 
welcoming collaboration and cooperation as key to 
successfully rallying government, NGOs, CSOs and 
other stakeholders to achieve positive outcomes. 
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Who we are

Audiences
In order to build an effective brand that truly connects 
with our audiences, we need to be clear on who they are,  
what they want, and how we provide value to them. 
As you create branded products, be mindful of your audience so that you can tailor the look and 
feel to effectively communicate your message.

For people being deprived of their liberty who want to 
understand who we are, what we do, and how we can help, 
we are a beacon of hope, clearly communicating how we 
help prevent mistreatment through pushing for systemic 
improvements today that will create change for tomorrow. 

For the public who want transparent information about 
places where people are deprived of their liberty and what 
we’re doing to help prevent mistreatment, we shine a light, 
delivering information and education to inform and enlighten. 
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Who we are

For the media, who want trustworthy information and 
engagement on current issues, we are experts in our field and 
provide relevant, contemporary information that they can rely 
on.

For our international colleagues who want a single voice for 
Australian NPMs, we are a collaborative, united network that 
works together towards a common purpose. 

For those managing detention facilities who who want to trust 
us to advocate for improvements, we are independent and 
deliver on our promise. 

Audiences continued.
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Who we are

Brand personality

We look

Independent 

Professional

Serious

Trustworthy

Approachable

We sound

Outspoken 

Authoritative

Informed 

Fair

Hopeful

We feel

Collaborative (cooperative)

United

Progressive

Welcoming

Transparent

The brand personality is how we bring our brand to life. 
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Logo 9Section 02
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Logo

The Australian National Preventive 
Mechanism logo is the leading face of 
our brand. When used consistently it 
helps people recognise us easily. 

Meaning x

Primary logo x 

Mono logos x

Logo variations x

Logo — minimum size x 

Logo — clear space x

Logo
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Logo

Meaning
The brandmark represents Australia coming together 
for a unified purpose with a sense of progress and 
future-focus. Combined with the contemporary 
colour palette, this is a distinct and recognisable 
brand that gives the Australian NPM a unique identity. 

Eight lines representing 
Australia coming together 
as a whole under the 
Australian NPM.

+ =

Looking to a positive future, 
forward facing direction, 
inspiring change.

Working together for 
brighter outcomes and 
a more positive future.
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