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Colour

Colours are crucial to defining our personality. 
They provide variety and flexibility, making it 
easy to refine and evolve our visuals in line 
with key messages and audiences. 

Colour x

Colour palette x

Colour combinations and accessibility x

Colour
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Colour
Our colour palette is professional 
and full of warmth. The combination of 
colours in our brand give an inspiring 
and progressive 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. 

Navy.
Purple. 
Green.
Sand.
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Colour
— combinations

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

A = WCAG 2.1 Minimum AA compliant

Navy

Sand A Navy

A Purple

A Purple

A Green

A Green

A Sand A White

Purple

White

Green

A Navy

A Navy

A Navy

A Purple A Green

A Sand

A Sand

A White

A White
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Typography

We have selected two core brand fonts 
to support communicating our brand 
personality. The fonts are open source and 
freely available online, ensuring everyone 
can easily and consistently use them when 
producing branded products.

Meet the families x

Typesetting — general principles x

Fallback typeface x

Typography
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Meet the families
The brand typefaces, Readex Pro 
and Caprasimo, are designed to be 
used across all applications (both 
physical and digital), from headlines to 
body copy and everything in between. 

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

They are both Google Web Fonts, available to 
download and use for free in all applications here: 

Readex pro

Caprasimo

Readex Pro Extra Light
Readex Pro Light
Readex Pro Regular
Readex Pro Medium
Readex Pro Semibold
Readex Pro Bold

READEX PRO WEIGHTS

Caprasimo
CAPRASIMO WEIGHT
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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.

Headlines
READEX PRO LIGHT / 
REGULAR / MEDIUM
Case Sentence
Size Large
Leading 5pts larger than 
the font size
Space after Visual

Hero copy / intro paragraph.  
OPCAT is unique in many ways, 
it is the only exclusively preventive 
international human rights instrument.

READEX PRO REGULAR

Case Sentence

Size 5–10 points larger than 
the body copy size

Leading 5pts larger than 
the font size
Space after Visual

Body copy.  
The coordinating body for the Australian National 
Preventive Mechanism is the Commonwealth 
Ombudsman. A number of bodies have been 
designated members of the NPM by Commonwealth, 
state and territory governments.  

READEX PRO REGULAR

Case Sentence

Size Small but legible

Leading 5pts larger than 
the font size
Space after 3–5pt depending 
on size

Special callout of key 
outcome or detail

CAPRASIMO
Case Sentence
Size Same size as the heading 
level it’s used in
Leading 5pts larger than 
the font size
Space after Visual
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Typography

Fallback typefaces
Wherever possible, use Readex Pro 
and Caprasimo in all communications. 
In specific use cases where 
it’s not possible to use Readex Pro 
and Caprasimo, like email signatures 
where there are technical limitations, 
Calibri and Georgia Bold 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 
lighter typographic style of the Australian NPM. 
Georgia is the default font most similar to our 
feature typeface Caprasimo.  

As an email fallback Arial will be used.

Calibri Light

Calibri Regular

Calibri Bold

Georgia Bold
CALIBRI GEORGIA
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Graphic elements 24Section 05

Au
st

ra
lia

n 
N

at
io

na
l P

re
ve

nt
iv

e 
M

ec
ha

ni
sm

 B
ra

nd
 G

ui
de

Graphic elements

Our visual language is given 
flexibility with graphic elements 
drawn from the Australian National 
Preventive Mechanism logo. This helps 
reinforce brand recognition and builds 
our brand equity.

Colour blocks x

Soft gradient background x

Brand icon x

Members logo block x

Member badge x

Graphic elements
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Graphic elements

Brand icon
Drawn from the logo, our brand icon 
helps to reinforce brand recognition 
and build our brand equity.   

Our positive, future focused brand icon can be used 
to make our communications feel approachable and 
hopeful, inviting our audience to engage with the 
Australian NPM. Our icon should only be used in 
Sand, Purple or Green, and ideally point towards the 
right, top or bottom, to ensure it always has a bright 
and optimistic tone. 

See the following pages for examples of our brand 
icon in application.
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App ications

xxx x

Applications
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Brand Guidelines for reporting 

1 

Introduction 
The Brand Guidelines for Reporting presents essential elements which must accompany all graphs 
produced by the Commonwealth Ombudsman’s Office. The Office presents and operates as ‘one 
Office’ and therefore it is important that we produce consistent and effective graphs in all 
documentation produced by the Office, both internally and externally. 

The Office no longer has specific industry specific colours, all functions should follow this guide 
when producing graphs unless there are a specific brand guidelines in place that outlines specific 
alternative colours. In those instances team should use those colours indicated in their brand 
guidelines to display data and can follow the rest of this process for their specific colour palette.  

Graph Colours  
Expanding on the existing branding, the below takes our current colour pallet range down a few 
more levels to ensure we are consistent when producing graphs, understanding users need a 
broader range of more than three colours. The colours detailed below are to be used when 
producing graphs for any internal or external documentation.  

When creating graphs in Microsoft Word, the designated graph colours will already be 
implemented when using the new external Word templates. This means that when you create a 
graph using the Office’s Microsoft Word templates you will not be required to alter the colour 
scheme.  

An Excel template has been set up with the new Corporate colours.  

However, if the Word document or other Microsoft product you are working on does not already 
have the new brand colours embedded then you will be required to manually insert the colours. 
Instructions on how to do this are displayed below.  

Step 1: Go to the ‘design’ tab and select the ‘colours’ drop down. 

 

 

Step 2: Select ‘Customise colours…’ this will bring up a pop up.  
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2 

 

You will then need to insert the colours for Accent 1 through to Accent 6.  

 

You will need to ensure that you select the correct colours. The colour codes for each function 
are displayed below. If your function does not have specific colours, please use the corporate 
colour pallet.  

Following this, save the selected colours. This will result in the appropriate colours being applied 
to all graphs generated within that document file. If you require assistance or have any questions 
please contact the Communication team.  

If you are creating graphs in Excel ad transferring them over to Word, you will need to ensure you 
set the colours to ‘Colourful’ instead of ‘Gradient’. Otherwise the graph will not transfer the 
colours over correctly.  

If you need more than 6 colours, Microsoft will automatically either lighten or darken the original 
colours and repeat the pattern.  

Commonwealth and ACT Ombudsman colour range 

R0 G153 B218 
# 0099DA  

R0 G161 B139 
# 00A18B 

R160 G93 B165 
# A05DA5 

R238 G77 B155 
# EE4D9B 

R150 G5 B90 
# 96055A  

R242 G97 B34 
# F26122 
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3 

Legend  
Legends are required to accompany all graphs. This should be displayed next to the graph (to the 
right, left or underneath). This should contain a small sample of each colour on the graph as well 
as a short description of what each colour means. This helps the reader understand what the 
colours and shapes represent in terms of data.  

An example is displayed below:  

 

Lead in text 
A short explanation of what the graph represents and the outcome from the data should be 
written either before or after the graph. This should introduce the graph, explain what the data 
means and help the reader interpret the information.   

Here is an example:  

• ‘In 2018–19 we received 1,711 complaints and finalised 1,764. This is a 12 per cent 
increase in complaints received compared to 2017–18. During the same period the 
number of NDIS participants increased by 62 per cent.’  

Alternative text (Alt Text)  
Alt text should be applied to all graphs and charts to increase the accessibility of the information. 
When writing alt text, staff should include: 

• the title of the graph 
• the type of graph 
• information explaining the X- and Y-axis 
• the trend the graph is used to convey. This will give the user all the required information 

to accurately interpret the graph.  

Instructions on how to add alt text to graphs is displayed below: 

1. Right click a chart and select ‘Format Chart Area…’  
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About This Guide 
The Ombudsman Style Guide provides guidance for the authors of documents to ensure our writing 
is clear, effective and consistent.  

The whole-of-government style underpins this guidance and sets the standard for all Australian 
Government communication. Please refer to the Style Guide for detailed guidance on particular 
conventions of grammar or expression. 

Office Style Guidance 
Government branding 

Use Australian Government when referring to the Government and its policy decisions. 

Use Commonwealth when referring to the legal entity or where it forms part of a name or title. 

Referring to the Ombudsman and the Office 

We use the following terms to refer to the Ombudsman and the Office: 

• ‘the Office of the Commonwealth Ombudsman’ 
• ‘the Ombudsman’s Office’ 
• ‘the Office’ 
• ‘ombudsmen’ with lower case ‘o’ when referring to a group of ombudsmen in general 
• capital ‘O’ for Ombudsman for a noun or as part of a title  
• ‘we’ or ‘our’ with references to ‘we investigated’, ‘in the course of our enquiries’ or ‘the 

Office’. 

Describing ourselves 

Despite our many functions (and the Ombudsman’s many statutory titles) we are one Office. 

Consistent with this, we use the following terms to describe ourselves:  

• Internally, we are the [name of branch or section]—Program Delivery Branch for example, 
not the Defence Force Ombudsman or DFO. 

• Externally, we are generally the Office of the Commonwealth Ombudsman (or the Office), 
rarely are we the Defence Force Ombudsman. 

There may be times when referring to the full statutory title—for example the Overseas Students 
Ombudsman (OSO)—may be appropriate. For example, as the Act and regulations give functions to 
the ‘Overseas Students Ombudsman’, it is correct to refer to the OSO in that context. 

Font 

We use 11 point Calibri as our default font.  

Create your document using the following styles: headings 1–3 and ‘normal’. For more detailed 
guidance see the Office’s Branding Guidelines.  

Spacing 

We use a single space after a full stop. 
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Disclaimers help protect the Office from unnecessary risk and liability as a 
result of information provided to complainants. The legal team can help you draft an appropriate 
disclaimer or clause. 

Example of a disclaimer: this is not a toll-free number and calls from mobile phones are charged at 
mobile phone rates.  

Legislation 

When referring to legislation, use the following conventions: 

• The first reference to an Act or Regulation in a document should give the full title and year in 
italics (Ombudsman Act 1976) with a shortened reference in brackets (Ombudsman Act). 

• Subsequent references can then be shortened in normal type, without the year 
(Ombudsman Act). 

• Bills are shown in normal case, not italics. 
• An Act contains sections, which are often divided into subsections, a reference to a section 

or subsection number should be written as s 5 or s 5(2)(d)—not section 5, or s.5, or s5. 
Where a sentence starts with a reference to a section, ‘section’ should be written in full and 
not abbreviated to ‘s’. 

• A reference to more than one section or subsection should be written as  
ss 6 and 7 or ss 4–7.  

Active voice 

Use active voice, rather than passive, when possible. It gives your writing energy and clarity and 
leads to shorter sentences.  

Active voice uses active verbs. Active verbs decide, do, act and fix. For example Jane wrote the 
report (active), the report was written by Jane (passive).  

Don’t use “have” or “has” superfluously – if the sentence makes sense without it, leave it out. 

Preferred Terms 
For a comprehensive list of preferred terms, please refer to the Office’s Preferred Terms document.  

Inclusive language 

• Use language that is culturally appropriate and respectful of the diversity of Australia’s 
peoples. 

• Use gender-neutral language. When communicating directly with one person find out their 
preferred pronoun, when appropriate. 

• Focus on the person, not the disability. Mention disability only if it is relevant and necessary 
(e.g. people with a disability rather than disabled person). 

For further guidance on inclusive language see whole-of-government style manual.  

Payment types 

Use the proper name of any Commonwealth payment, for example Carer Payment. 
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Footnotes 

Footnotes should only be used in exceptional circumstances and contain references rather than text 
that could be included in the body of the document. Where a footnote is included in a document 
ensure the material referenced is already in the public domain.  

Phone Numbers 

Make sure phone numbers are split consistently, in bold font and sitting on one line: 

• 6 digit numbers are split in half, 131 450 
• 10 digit numbers are split 4-3-3, 1300 362 072 
• phone numbers with an area code are split 2-4-4, 02 6276 0123 
• extension number (for internal use only) are in 3, 168 
• mobile phone numbers are split 4-3-3, 0414 123 456. 

Websites 

When citing web addresses (URLs): 

• remove the ‘www’ from all displayed addresses—for example ombudsman.gov.au 
• do not use punctuation after the address as it can cause mistakes when typing the URL 
• make sure website addresses are activated. 

When reviewing written content ensure that: 

• the correct template and lay out have been selected 
• names of people, titles and programs are spelt correctly 
• (if applicable) all hyperlinks work. 
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Branding and Terminology Policy  
The branding of the Commonwealth Ombudsman has been an important step in creating a unified 
identity for the Office. It provides a ‘one Office’ presence to government, agencies, industry, the 
public and others who approach our Office. 

It is important that we all support the new branding and not fragment it or undermine the decision 
that was made as an Office to rebrand under the Commonwealth Ombudsman banner. 

Describing ourselves 
It is an Office direction that we present and operate as ‘one Office’ – that is, despite our many 
functions (and the Ombudsman’s many statutory titles), we are part of one entity and work under 
one Ombudsman. 

We all ultimately provide assurance in the integrity of government agencies, and influence 
improvement in public administration and prescribed private sector entities. NOTE: ACT 
Ombudsman, which is technically a separate agency, is the only part of the Office with separate 
branding. 

Consistent with this, please ensure that we use the following terminology to describe ourselves: 
-Internally, we are the [name of branch or section] – Defence Branch for example, not the Defence 
Force Ombudsman or DFO. 
-Externally, we are the Office of the Commonwealth Ombudsman (or OCO), not the Defence Force 
Ombudsman or DFO, for example. 

There may be times when referring to your full statutory title – for example the Overseas Students 
Ombudsman – might be appropriate. For example, as the Act and regulations give functions to the 
‘Overseas Students Ombudsman’, it is correct to refer to the OSO in that context. 

However, when talking about ourselves, it should be ‘staff in the Ombudsman’s Office’, or ‘the 
OCO…’ (or internally, for example ‘Integrity Branch staff’, ‘Integrity Branch’s view is that…’) 

Example 
VET Student Loans 
Incorrect: 

The VET Student Loans Ombudsman investigates complaints about VET FEE HELP loans and VET 
Student Loans. 

Correct: 

The Office of the Commonwealth Ombudsman investigates complaints about VET FEE HELP loans or 
VET Student Loans. 

OR 

We can investigate complaints about VET FEE HELP loans or VET Student Loans. 
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Brand guidelines 
The Commonwealth and ACT Ombudsman logos should be used only in the format it is provided to 
you by the Communication Team. It should not be altered in any way including rotating it, adjusting 
it so that it causes its proportions to become distorted or making changes to the colours of the logo.  

More information on branding will be supplied very soon as a part of the Office’s Style Guide. 

Logo formats 
Depending on whether you are going to use the logo in electronic or printed media, our logo is 
available in different image formats, with different usage instructions.  

The Communication Team can advise which logo version best suits your needs. 

Requests for departure from our standard branding and language 
If you have a request that is outside this policy, such as a co-brand, terminology change or tagline 
request, you must send a business case outlining your reasoning to the Deputy Ombudsman to seek 
approval.  
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Text Only  

Firstname Surname 

Position title 

Section / Branch 

COMMONWEALTH OMBUDSMAN 

00 0000 0000  /  0400 000 000 

name@ombudsman.gov.au 

ombudsman.gov.au 

Level 5, 14 Childers St Canberra ACT 2600 
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Text Only  

Firstname Surname 

Position title 

Section / Branch 

ACT OMBUDSMAN 

00 0000 0000  /  0400 000 000 

name@ombudsman.gov.au 

ombudsman.act.gov.au 

Level 5, 14 Childers St Canberra ACT 2600 
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Page 1 of 5 Ema  s gnatures  how to 

Updating Your Email Signature in Microsoft 
Outlook 
Having a consistent and professional email signature is crucial for maintaining a 
professional appearance in our communication. Follow the steps below to update your 
email signature in Microsoft Outlook with the provided template. 

These email signature blocks replace the previous signature blocks.  

Step 1: Choose and download your signature style: 

The Office offers five email signature styles:  

• First Nations  
• Pride and diversity 
• CALD working group 
• Corporate 
• Text based only. 

Review the available options and select the one that best fits your preferences and 
requirements. You must use one of the styles provided.  

Download your chosen email signature template from the Branding and Style Guides 
(ombudsman.gov.au) intranet page.  

Step 2: Copy the Template: 

• Open the downloaded template and select the email signature. 

• Then copy the contents (Ctrl+C) of the template. 

Step 3: Open Microsoft Outlook: Open Microsoft Outlook on your computer. 

Step 4: Access Signature Settings: 

• Click on "New Email" in the top left corner of the screen. 

• In the new email that opens, select the paperclip icon “Include” and from the 
dropdown menu select “Signature” and then the following heading “Signatures…”. 
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Page 2 of 5 Ema  s gnatures  how to 

• This will open the “Signatures and Stationery” window. 

 

 

 

 

 

 

 

Step 5: Create a New Signature or edit an existing one: 

• New Signature: In the Signatures and Stationery window, click on "New" to create 
a new email signature. Enter in a name for your signature in the popup window 
and click “ok”. 

Your new signature name will now display in your list. 

• Edit an existing Signature: Select the signature you want to edit from your list.    
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Page 3 of 5 Ema  s gnatures  how to 

Step 6: Update your Signature: 

• Paste (Ctrl+V) the copied contents from the template into the “Edit signature” 
box. 

Hot tip! When pasting the email signature, right click and select the ‘Keep source 
formatting’ option 

Step 7: Personalise Your Information: 

• Update your details in the template, including your name, position title and 
section / branch, phone number(s) and email address.  

• Also update the Clan and Country name of where you work in the 
Acknowledgement of Country. You can find out what Country you are on here  
https://aiatsis.gov.au/explore/map indigenous australia 

• Save your Signature! 
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Tips and helpful info! 

All staff  Staff are not required to include their office location.  

You can create multiple signatures, so you can have an internal and external signature, 
one each for ACT and Commonwealth, and even one that refers to a group mailbox 
instead of your personal one. This all depends on your role and needs.  

If the formatting changes, use the “Paste Format” button to reapply the correct style.  

Step 8: Set as Default Signature: 

• Set your preferred signature as the default for new messages and 
replies/forwards if needed. 

Step 9: Save and Close: 

• Click "OK" to save your changes and close window. 

Step 10: Changing from your default Signature 

• If you have multiple signatures and want to use one that isn’t your default, click 
on the “Include” paperclip icon and select “Signature”. Then pick the signature 
from the list you would like to use for your email.   
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Conclusion: Your email signature has now been updated with the provided template. 
Ensure you keep your signature up to date. 
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Accessible communication guide 

1 

Introduction 

The purpose of this guide is to provide direction for the Office of the Commonwealth 
Ombudsman to produce content, both printed and online, that will ensure accessibility for those 
who approach the Office.  

This guide covers the key areas which should be considered when producing communication 
material on behalf of the Office. 

Inclusive language 

What is inclusive language? 

Inclusive language is language that avoids the use of certain expressions or words that might be 
considered to exclude particular groups of people. 

For example, using the phrase ‘person with disability’ is preferable to ‘disabled person’.  

For each new piece of communication, use the Inclusive Language checklist at Appendix A to 
ensure your language is inclusive and accessible for people with disability. 

Preferred terms 

To help with inclusive language avoid using terms that define someone by their disability, or paint 
their situation poorly as a result. 

For example, instead of deaf person or blind person, use “person who is deaf”, or “people who 
have low vision”. Put the person first, and the impairment second. 

The term wheelchair-bound is also a negative term that is commonly used. A person who uses a 
wheelchair is not bound by the chair; they are enabled and liberated by it, it can become an 
extension of their body. “Confined to a wheelchair” is equally as negative. “Wheelchair user” or 
“person who uses a wheelchair”, should be used instead.1 

See our Office’s Preferred Terms document for a detailed guide on the correct terms to use. 

Tone 

The Office’s Style Guide calls for everyone to speak with one voice, a consistent tone to a variety 
of stakeholders. 

Be unassuming 

Language should not make presumptions about the abilities or disabilities of the audience. 

For example, instead of “We’re here to help people like you and others with difficulty accessing 
our services”, use “We’re here for everyone, providing clear and accessible help”. 

                                                           

1 https://www.and.org.au/pages/inclusive-language.html 
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Communication accessibility guide 

2 

Normalise disability 

Language should not celebrate everyday actions of people with disability as out of the ordinary. 

For example, instead of “Sarah has a disability, and was able to make a complaint all by herself”, 
use “Sarah made a complaint to our Office about a delay in the NDIS...” 

Key messages 

All key messages from the Office should be accessible and clear. This matters to any audience 
who might be concerned about communicating with the Office. The below key messages can help 
articulate the Office’s openness to people with disability: 

 We’re committed to helping everyone if they have a complaint about a Government 
service. 

 Talking to us won’t negatively affect your standing with government services. 

 If there are things you need to help us communicate with you better, just let us know. 

 Our support is free and confidential. 

Plain English and Easy English 

We use a plain English writing style to help us communicate effectively with our target audience. 
It is the foundation of our writing style.  Plain English refers to clear and simple language that can 
be easily understood. Plain English makes communication material easier to understand for 
everyone. 
 
In general communication material, all readers will benefit from the use of Plain English. 

Communication is in plain language if the language, structure and design are so clear that the 
intended audience can easily find what they need, understand what they find and use that 
information. 
Source: International Plain Language Federation 

 
Plain language is a set of writing principles that not only focus on expression, but also the 
structure and design of documents.  
 
Keep sentences short so the meaning is concise. Jargon, figurative speech and unnecessarily 
complicated words should be avoided. Unnecessary content can be a barrier between content 
and its objective. English that is simple and clear can better connect a person with the 
information they need. 
 
As well as following our plain English guidelines, read the Office Style Guide for further 
information. Key points to use are: 

 non-threatening language and tone 

 non-discriminatory language (to avoid treating some people differently from others) 

 text boxes, bullet points, coloured headings and photos to aid navigation 

 a lot of white space with text in short paragraphs—this is particularly important for 
people who use assistive technologies to read information 

 limited acronyms 

 the term ‘people with disability’ instead of ‘people with a disability’ 

 the terms ‘Aboriginal’, ‘Torres Strait Islander’ or ‘Indigenous’ instead of ‘aborigine’ or 
‘indigenous’ 
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 case studies and stories (see Appendix B for a case study structure and example). 
You can find a useful guide to Plain English on the Learnhub website: 
https://learnhub.ssc.gov.au/. Click on the Lynda.com tile and then search for ‘Writing in Plain 
English’. The third part of the video called make Writing Clear and Plain is particularly relevant. 

For specific communication material directed at people with intellectual disability or others with 
low literacy, consider the need for Easy English. Its key features are simple language and 
grammar, minimal punctuation, simple font, layout, and design and images that add meaning to 
the text (Please contact the communication team if this is relevant for your team). 

Scope has published an Easy English Style Guide and Fact Sheets online. 

Accessible content 

Web 

Amongst people who are using the internet, Media Access Australia research suggests 71 per 
cent of web users with a disability leave websites that aren’t accessible to them.2  

As an Office we want to make sure our communications can be easily read and understood by 
everyone. When writing for the web: 

 Consult with the Communication Team before producing any new content pages. 

 Use the Office webpage templates (this ensure consistent structure across our website). 

 Always write in full. For example, Australian Federal Police not AFP. 

 Use meaningful links (see further information below). 

 Provide image descriptions (see further information below). 

Use meaningful links 

Descriptive link text is crucial for many users with disabilities. Screen reader3 users can navigate a 
website by generating a list of links on the page. If these links contain text that tells users what 
that link will do, they can jump directly to the target link using that list of links. However, if those 
links end up as a series of empty phrases like ‘click here’, ‘read more’ or ‘continue’ that benefit is 
lost. It will take significantly more hunting for visitors on screen readers to figure out which link 
they want to follow. 

Tips for writing link text4: 

 Concisely describe the link’s target—where it will take the reader. 

 Make sure the link makes sense when read out of context. 

 Use the most important words first, for example, instead of ‘Learn more about barriers to 
inclusion in the workplace’, you could simply use, ‘Barriers to inclusion in the workplace.’ 

 If the link’s purpose is to download, include details about the type and size of what will 
be downloaded, e.g. ‘Commonwealth Ombudsman Annual Report (PDF, 7MB).’ 

                                                           

2 Excluded Web Visitors Often Don’t Complain - They Just Leave, Media Access Australia. 
https://goo.gl/gm8YVd 
3 A screen reader is a form of assistive technology which is essential to people who are blind, as well as 
useful to people who are visually impaired, illiterate, or have a learning disability. 
4 https://www.and.org.au/pages/a-beginners-guide-to-accessible-content.html 

Documents released under the Freedom of Information Act 1982

152



Communication accessibility guide 

4 

Also, avoid using raw URL links where possible. If the link is short for example, 
http://www.ombudsman.gov.au, it may not be an issue, but a longer, more complex link such as 
http://www.ombudsman.gov.au/__data/assets/pdf_file/0023/80780/ will be difficult for a 
screen reader user to understand where they will be taken.  

Provide image descriptions 

Image descriptions (or Alt Text) are of benefit to those who are visually impaired as well as 
anyone with cognitive or learning difficulties. Image descriptions can be read aloud by screen 
readers (please note this is also important when using programs such as Mailchimp). 

Tips for writing image descriptions: 

 The description should accurately reflect the content or function of the image. 

 Be succinct. 

 If the image contains text, replicate that text in the description. 

 If the image has been used as a link, describe the link destination in the description. 

 If the image serves a purely decorative purpose, it could be described as ‘decorative’.  

External email surveys5 

If you are intending on sending a survey externally, please contact the Governance Team who can 
provide you with access to the Office’s preferred survey platform. 

Best practice for screen readers and mobile devices is to have one question per page. Some 
survey platforms, including Survey Manager have text to speech functionality so please ensure 
you add this to your survey before sending it out. 

You may also wish to offer telephone support for people who would prefer to complete the 
survey by phone, and make this clear in the introduction or cover email to your survey. 

Question styles you should avoid include: 

Likert scale questions 

Screen readers interpret the Likert scale as a table, with the answer option labels as one row and 
the buttons as a separate row. This can cause confusion for respondents. 

JavaScript-based questions 

While visually interesting, these types of questions don’t work well with screen readers. Some 
common JavaScript-driven questions are: 

 Star ranking 

 Image choice 

 Drag-and-drop ranking 

 Custom tables 

                                                           

5 https://www.surveygizmo.com/resources/blog/accessibility-surveys-best-practices/  
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PDFs 

People using assistive technologies from a desktop or a laptop device must be able to read 
information contained in PDF material.  

Any document created in Microsoft Word and converted into a PDF is able to be accessed by a 
screen reader. A scanned document as a PDF and inserted into a Microsoft Word document as an 
image is not.  

In order to add scanned PDF documents to other documents, make sure you use the TEXT setting 
when you scan a document (default setting in all Office photocopiers). You should then email all 
documents separately to the Communication or ICT Teams so they can merge them into one 
document. DO NOT insert PDF documents as images as these will not be able to be read by 
screen readers.  

PDFs are not accessible on mobile devices 

On mobile devices, PDFs do not comply with Web Content Accessibility Guidelines (WCAG) 
2.0 due to a lack of support for document structure. 

People can only use assistive technologies to read PDFs if they are using a desktop or laptop 
device. PDFs are also difficult for many users to access on smaller screens as they don’t resize and 
reformat to fit the screen (reflow). 

People can also be aware of how much data they use—especially on mobile devices. 
Downloading large files (over 1MB) can be difficult especially in regional and remote places. 
Users may simply choose not to open a PDF and this means information is hidden.6 

To make a PDF accessible consider:  

Structure PDFs logically: To make a PDF accessible you must make sure structural elements such 
as headings are marked-up so that a screen reader can follow the logical order of the content. 
This is called the structural hierarchy. 

Make it clear you’re linking to a PDF file: Use the link to tell your users that they are 
downloading a PDF and how big it is. 

Offer an alternative format to PDF: Provide a contact (an email address) so users can request the 
information in a different format. 

Images 

Our Office has a target to visually represent 10 per cent of people with disability in 
communications material. One in five Australians are with disability, not all are visible. Setting a 
target of 10 per cent of subjects used across communications material is helpful for visual 
inclusivity. 

                                                           

6 https://guides.service.gov.au/content-guide/accessibility-inclusivity/#audience-diversity  
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Social media 

As with website access, social media has a high adoption rate among the disability community. 
Certain networks, like Twitter, can provide anonymous environments for the disability 
community to ask questions more freely.  

Noting the Office’s policy not to handle complaints through social media, social media can still 
provide a good forum for people to get assurance that our Office is the right place for them to 
direct their complaint. 

Twitter and Facebook provide avenues to make content more accessible to all users. All Office 
communications via social media should seek to: 

 add descriptive captions to photos on Facebook 
 add closed captions to Facebook videos 
 add closed captions and audio descriptions to YouTube videos. 

Video 

Captions and audio descriptions can make videos more accessible to people with hearing and 
vision impairments respectively.  The Office’s policy is to use closed captions and audio 
descriptions. 

Media Access Australia provides how-to guides on each: 

Captions: https://mediaaccess.org.au/web/how-to-caption-a-youtube-video 

Audio descriptions: https://mediaaccess.org.au/web/how-to-audio-describe-a-youtube-video 

Please see the communication team if you are producing a video. 

Print 

Print design should keep the following principles in mind to assist people with vision impairment: 

 Text should be large enough for comfortable reading (11pt for documents, 13pt 
minimum for flyers and brochures). 

 The colour contrast of text needs to be clear, pay attention to strong or confusing 
backgrounds or light text. 

 Choose paper that isn’t see-through (at least 100gsm) and use matt paper only. Shiny 
paper can make a document hard to read. 

 Always use a short and simple title. 

 Use headings and sub-headings to break up any information. 

Please see the communication team for printing of any external products. 
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Use of colour7 

Do 

 use high contrast colours, so your text stands out 

 use some colours as a background, but not as a 
typeface, for example, yellow  

 make white writing big and bold 

 use a solid dark background. 

Do not 

 overuse bright colours 

 use a lot of different colours in the one document. 

 

Events 

When organising an event, whether it’s a meeting with external stakeholders in the office, an 
external forum or the team Christmas party, there are a few considerations to make to ensure it 
can be enjoyed by everybody. 
 
See Appendix C for an event checklist that will ensure considerations have been made to ensure 
the event is accessible. 
 

                                                           

7 https://www.scopeaust.org.au/information-resources-hub/resources-download/ 
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Appendix A — Inclusive language checklist 

For each piece of communication, use this checklist to ensure your language is inclusive and 
accessible. 

Inclusive language checklist 

 Uses language that refers to people first, before any disability they might have 

 

 Uses our Preferred Terms 

 

 Avoids unhelpful or hurtful terms (e.g. ‘disabled person’) 

 

 Avoids language that pities people 

 

 Avoids language that confines people to their disability (e.g. wheelchair bound) 

 

 Doesn’t celebrate everyday activities of people with disability as ‘special’ 

 

 Doesn’t assume the audience has specific disability 

 

 Uses plain and simple language with clear headings 
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Appendix B — Creating a case study 

Guide to structuring the narrative 

Opening sentence: Introduce the person, and the context of their complaint. 

Follow up sentence: Explain how their situation impacted their life/work. 

Along comes the Office: Describe how they interacted with the Office. 

Impact sentence:  What happened as a result? What was the tangible impact? 

Example: 

Tessa held both hospital and general treatment cover with insurer JKL. She decided to keep her 
general treatment policy with JKL, as she was satisfied with her dental and physiotherapy 
benefits, but to transfer her hospital insurance to insurer PQR. 

Three months later, Tessa had a dental appointment so she contacted JKL to check the benefits 
under her general treatment policy. On calling the insurer, she was surprised to find her JKL 
general treatment policy had been cancelled at the same time as her hospital policy. Tessa had 
not received any arrears notices or cancellation letters from JKL nor had she been contacted by 
the insurer in the previous three months.  

The insurer would not assist Tessa in reversing the cancellation so Tessa contacted our Office for 
assistance. 

We contacted JKL and asked why they had cancelled both Tessa's hospital and general treatment 
policies. JKL stated they had received a cancellation request from PQR which did not specify 
whether the cancellation was for the hospital policy or both. Therefore JKL cancelled both 
policies and refunded the excess premiums to Tessa's bank account. 

Following our referral, JKL restored Tessa's general treatment policy from the date it had been 
incorrectly cancelled. She was able to continue her cover and receive benefits for her upcoming 
dental appointment. 
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Appendix C — Event checklist 

Event accessibility checklist 8 

When organising an event, whether it’s a board meeting, an annual conference, or the team 

Christmas party, there are a few small considerations to make to ensure it can be enjoyed by 

everybody. 

The information below is an overview of considerations that should be made to accommodate 

people with disability. It is by no means exhaustive, but is a good place to start when planning 

your event. Always remember to ask each attendee about their unique requirements; never 

assume. 

Choosing a venue 

 Ensure entrances, lifts, ramps and corridor widths comply with Australian Standards. Ensure 

automatic doors at entrance are available and functioning. 

 Ensure accessible bathrooms are available. Check that the bathrooms are functioning, clear 

of clutter, and can be easily accessed. 

 Choose a venue that can be easily accessed by public transport. 

 Make sure your venue understands the laws surrounding service animals in Australia. 

 Check that the acoustics of the venue are adequate, and that noise from external sources 

(traffic, crowds, other events, etc.) do not interfere. 

Invitations 

 Ask attendees to advise of any accessibility requirements when registering so that these 

adjustments are managed as a part of the event. Outline the accessibility features of the 

venue you have chosen. 

 Ensure digital invitations are accessible. If physical invitations are provided, ensure attendees 

can easily access accessible digital versions. 

 Ensure that guests and participants can register for the event in a range of ways, including by 

telephone, by email or online. If using an online form or third party booking service, make 

sure it is accessible. 

 Provide information about accessing the venue, including accessible parking, general parking, 

public transport, and venue drop off points. 

 For ticketed events, Companion cards and similar services should be honoured. 

  

                                                           

8 Checklist sourced from Australian Network on Disability: https://www.and.org.au/pages/event-
checklist.html  
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Marketing and communications 

 Written material should be available in alternative formats, as required, before and after the 

event (e.g. braille, large print, audio, electronic). 

 Signage, presentations and written material should have accessible contrast levels. 

 Make written material available in Plain English/Easy English alternatives. 

Wayfinding 

 Ensure that your event venue is accessible. Is there level access? Do signs and elevators have 

braille signage? Are there sufficient Tactile Ground Surface Indicators (TGSIs)? 

 Wayfinding materials should be simple and easy to read (clear directions, appropriate 

signage). 

 The MC or event organiser should provide a verbal explanation of the layout of the venue at 

the start of the event. This should include the layout of the room and directions to toilets, 

meal areas, breakout rooms and fire exits. 

Room arrangement 

 Book Auslan interpreters as needed, and reserve seats in front to enable a clear view for 

people who are deaf and hard of hearing. 

 Provide sufficient space between tables for wheelchair access. 

 Ensure table height is accessible to wheelchair users and people of short stature. This 

includes refreshment tables and buffets. 

 For standing events, provide some chairs for people who may experience fatigue. 

 Venue should be clear of obstacles, and trip hazards such as cables should be removed or 

taped down. 

 Provide guests with access to a separate, quiet area to allow them to take a break, if needed. 

Audio visuals 

 Avoid strobe lighting or flashing lights. 

 Provide a wheelchair ramp to the stage (if required) and ensure it complies with Australian 

Standards. 

 Provide adjustable height microphones, or lapel microphones if required. 

 Ensure a hearing loop is available. 

 Provide space for Auslan interpreters (if required). Ensure interpreters are positioned in a 

well-lit area and clearly visible to the audience. 

 Provide live captioning (available through Ai-Media). This involves having an adequate 

internet connection available for attendees to connect to through their personal devices, as 

well as a phone line to connect the captioners. 

 Venue should be evenly lit throughout. 
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Adding alternative text to documents 
An accessible PDF is a tagged electronic document that allows readers to use accessibility software to receive 
information. An accessible PDF is a document that can be read and easily accessed by people who require the use of 
assistive technology and text to voice.  

One component of an accessible PDF is the use of alt text (alternative text). It is words that sit behind digital images, 
graphs and tables. Good alt text explains what an image, graph or table would tell you if you had your eyes closed. 
The text is used by assistive technologies such as a screen reader to increase accessibility to digital content. 

Staff are required to ensure alternative text is included in any document produced by the office (both internal and 
external). This is to be completed in the word file, prior to creating the PDF version. The Communication Team will 
then complete an accessibility check in Adobe Acrobat.  

Instructions 
 

STEP 1: Add alt text to images, graphs and tables 

Please note all tables, graphs and images must include alternative text. To include alt text to your document follow 
the steps listed below: 

 

Image Table Graph 
1. Right click on the image 

and select format picture 
2. In the format picture area 

select the layout and 
properties tab 

3. Include text in the title 
and description text box. 
This needs to explain the 
information in the table 

 

1. Right click on the table and 
select ‘table properties’ 

2. In the ‘table properties’ 
dialog box select the alt 
text tab 

3. Include text in the title and 
description text box. This 
needs to explain the 
information in the table 

4. Click ok to save your 
changes  

 

1. Right click on the graph and 
select format chart area 

2. In the format chart area 
select the layout and 
properties tab 

3. Include text in the title and 
description text box. This 
needs to explain the 
information in the table 

4. Click ok to save your changes 
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STEP 2: Convert the word document to a PDF 

1. Save as Adobe PDF 
2. Click on options  
3. Tick all of the boxes and ok to save 
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• Will changing language impact our reporting? If so, should this occur at a particular time to 

minimise inconsistencies in comparison with historical data? For further considerations of this 
issue click here. 

• Has there been a change to how agencies speak i.e. terms relevant to their office which we use 
i.e. Disability Support Pension etc. 

Branch specific glossaries 

The above documents are whole-of-Office documents reflecting terms that are used broadly across 
the Office. Importantly, such terms must have only one meaning, and cannot be used differently by 
different teams. 

However, there are terms that have a specific meaning relevant only to particular business areas. 
These might be terms we use internally (e.g. describing processes relating to Defence abuse or 
reportable conduct) or common terms relevant to one particular agency or industries we oversee 
(e.g. language relating to the Department of Human Services or the private health insurance 
industry). 

The following is a list of area-specific glossaries in use within the Office: 

Document Objective/online ref Owning 
team 

Vet 
Student 
Loans 

https://www.ombudsman.gov.au/ data/assets/pdf file/0010/101107/Data-
and-glossary-summary-VET-Student-Loans-Quarterly-Updates.pdf  

Industry - 
VET 

Private 
health 
insurance 

https://www.privatehealth.gov.au/footer/glossary.htm  Industry - 
PHIO 

 

These documents should not include definitions (even identical ones) of the terms included in the 
whole-of-Office documents, but rather should link back to those documents. This will ensure that 
multiple definitions of the same term are not created. 

The owning team is responsible for updating these documents as may be required. While this is a 
matter for the owning team, care should be given to changing any terminology in a way that has any 
impact on our systems, data or reporting. 

Should the owning team consider that a term in the whole-of-Office documents, this should be 
raised with the relevant central team outlined above. 
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