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How to be creative 
with Brand Guidelines *
* and stay on the good side of the Marketing team.
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Brand Guidelines matter

If you want an iconic brand, using guidelines are important.

Luckily, that’s not hard.

But.

Keeping your brand interesting is more complicated.

Let’s show you how.
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I’ve divided this guide into two sections.

In Chapter 1, I’ll share the non-negotiables. You might call 
them the Dos and Do-nots.

In Chapter 2, I’ll share some ideas for creating work that’s 
neither boring, nor too cray-cray.

Let’s get into it.
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The Non-Negotiables
The 4 things I ALWAYS READ when working with Brand Guidelines.

C H A P T E R  1
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The logo

Read this entire section.

There will be a page showing what NOT to do.

Don’t do any of the things shown on this page.

Seriously.

They are bad things.

Don’t do them.
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Colour

Colour is easily one of the most important elements of your brand. 

Use the Brand colour palette in everything you create.

If it says pink, use pink. 

Primary colours = Most important
Secondary colours = Slightly less important

I’ll talk more about those a bit later.
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Typography

Always try to use the correct fonts and type specifications.

Download them if you need to.  

It’s not always possible, but if you do, it’s a quick win.

Why?

Using the right fonts means you’re on the right path  
to creating work that’s on-brand.
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Examples & Applications

Here’s a secret. 

Designers zoom through the non-negotiable pages, 
making a beeline for examples or design applications.

Because what’s included, has been approved.

If you stick closely to what’s already been created,  
you can’t go wrong. 
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One last thing...

There’s an important distinction between ‘internal’  
and ‘external’ work.

Internal – seen by people within your company.  
There’s often some flexibility with these projects.  
Examples: an invitation to an after-work party, a staff-only 
sign, a fund-raiser notice, a social club notification. 

External – Work seen by people outside your company.  
Be more careful with these projects.
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16 ideas for creating 
on-brand work *

C H A P T E R  2

* that won’t make your Marketing team too mad.
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I’ve talked about sticking closely to certain elements in a Brand 
Guidelines document (logo, colour, typography) and the difference 
between internal and external projects.

But how do you create interesting work, without straying too far 
from the Brand Guidelines?

Here’s some ideas. 
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Colour

Colour is one of the simplest ways to spruce up a 
presentation, graph or even just a boring old word 
document.

Let’s show you a couple of super-easy ways to do it.
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Primary & Secondary colours

The Primary colours are the most important. Use these 
colours a lot.

But don’t be scared to use the Secondary colours. Sprinkle 
them in and around those Primary colours.

Secondary colours help the Primary colours shine.
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TEAL

Secondary PalettePrimary Palette

PURPLE YELLOW LIGHT BLUE

#5ec0a5

RGB: 94, 192, 165

CMYK: 78, 0, 49, 0

#0060ae
RGB: 0, 96, 174
CMYK: 96, 66, 0, 0  
PANTONE 4151C

#7968cf

RGB: 121, 104, 207

CMYK: 60, 67, 0, 0

#eaa12c

RGB: 234, 161, 44

CMYK: 0, 46, 98, 0

#00b2e8

RGB: 0, 178, 232

CMYK: 93, 0, 5, 0

#88dcc5

RGB: 136, 220, 197

CMYK: 59, 0, 35, 0
#ee2a24
RGB: 238, 42, 36
CMYK: 0, 97, 100, 0  
PANTONE 1788C

#9d8fe4

RGB: 157, 143, 228

CMYK: 39, 46, 0, 0

#f6c35f

RGB: 246, 195, 95

CMYK: 0, 28, 74, 0

RGB: 100, 207, 247

CMYK: 68, 0, 6, 0
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Key findings 
April – June 2023

A toxic mix of economic insecurity, burnout and illness is exacerbating the work 
winter blues – especially among women and the younger generations.

Concern about the economy has 
increased for the third quarter in a row, 

with an all-time high of
of Aussie workers 

who now believe the 
economy is not secure. 44%%

ECONOMIC SECURITY CONCERNS

BURNOUT

PAY RISES

 
The number of workers 

feeling burnt out  
has peaked this quarter  

and the increase is being driven 
by the younger generations.

46%%

But as the end of financial year approached, pay rises were top of mind for workers.

of employees said they anticipate  
a pay rise within the next year,  

the highest figure since the ESI began.

59%%
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You don’t need to use brand colours at full strength.

Try using percentage tints instead. 

This is especially helpful with graphs, or in text-heavy 
documents.

Colour tints
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(Number of respondents: n=232 in 2014; n=313 in 2018)

TRENDS IN PROPORTION (%) OF DIETITIANS ACCESSING SOCIAL MEDIA

After 9pm7pm to 9pm5pm to 7pm3pm to 5pm12pm to 3pm9am to 12pm7am to 9amBefore 7am

2014 2018

78%

53%

31%
36%

31%

56%

28%

47%

79%

58%

28%

45%

27%

59%

39%

49%
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In documents, add colour to: 
– headings
– sub-headings 
– lists
– bullet points
– table cell backgrounds

Be careful to keep them consistent throughout the 
document.

Coloured text
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What does the latest research tell us
about taste preferences?

Take-home message: Sensory preferences can be satisfi ed by switching 
to core foods with a high ratio of taste sensations to energy.

“We need to work with our taste preferences, 
not against them, to achieve a healthy diet”

References: 
1 Cox, D. N., Hendrie, G. A., & Lease, H. J. (2018). Do healthy diets di� er in their sensory characteristics?. Food Quality and Preference, 68, 12-18. 
2 Cox DN, Hendrie GA, Lease HJ, Rebuli MA, & Barnes M (2018). How does fatty mouthfeel, saltiness or sweetness of diets contribute to dietary energy 
intake? Appetite, 131, 36-43.

This resource was developed by the Sugar Research Advisory Service (SRAS), a scientifi c 
information service which provides evidence-based information on the role of sugars in 
nutrition and health. For further information: www.srasanz.org

About taste preferences:
• Taste is a primary driver of food choice 
• Preferences for certain foods are driven by both innate and learned factors – 
 •  Innate: a preference for energy-dense foods was an evolutionary advantage in times of scarcity
 •   Learned: humans have been conditioned to like certain tastes as they have been used as a reward e.g. 

sweet foods, or conditioned to like them e.g. vegetables

Key fi ndings:
1.  Healthy diets are not bland – fl avour intensity increases as the diet improves1. 
2.  Higher quality diets have higher sweetness and bitterness scores; however, a large proportion 

of sweetness was derived from core foods1.
3.  Of the three taste preferences, fatty mouthfeel is the strongest predictor of energy intake2.
4.  Core foods can satisfy taste preferences for less energy (kJs) compared to discretionary choices. 

Fruit provided the highest sweetness relative to energy. Vegetables provided the highest saltiness.

Ratio of sweet to energy Ratio of fatty to energyRatio of salty to energy

■ Fruit            ■ Vegetables            ■ Grains            ■ Meat            ■ Dairy            ■ Discretionary            ■ Healthy fats

Figure 1. Ratio of taste sensations to energy for food groups.

Can understanding your preferences for sweet, salty and fatty tastes change what you eat and drink? We all 
have di� erent taste preferences – sweet, salty or fatty mouthfeel - and taste is a main driver of food choice. 
Understanding what tastes you prefer can help you to make healthier choices that satisfy your preferences.
Respond to the questions below based on your initial feelings – there are no right or wrong answers. Don’t worry 
about whether you would consume it for health reasons, as we are thinking about liking for specifi c tastes only. 

STEP 3. Add up your scores for the di� erent taste sensations.
Your highest score indicates the type of taste (salty, fatty or sweet) that you most prefer.

Q1 Ham I don’t like it at all I like it a lot
Q2 Soy sauce I don’t like it at all I like it a lot
Q3 Smoked salmon I don’t like it at all I like it a lot
Q4 Roasted peanuts (unsalted) I don’t like it at all I like it a lot
Q5 Chicken drumstick with skin I don’t like it at all I like it a lot
Q6 Lamb chop (untrimmed) I don’t like it at all I like it a lot
Q7 Dried fruit (e.g. sultanas, raisins) I don’t like it at all I like it a lot
Q8 Honey I don’t like it at all I like it a lot
Q9 Lollies I don’t like it at all I like it a lot

Q10 Hot chips Without salt Very salty
Q11 Steak Without salt Very salty
Q12 Green beans Without salt Very salty
Q13 Mashed potatoes Without butter Very buttery
Q14 Pasta Without oil Very oily
Q15 Soup Without cream Very creamy
Q16 Yoghurt Not sweet Very sweet 
Q17 Bread No jam Lots of jam 
Q18 Tea or co� ee Not sweet Very sweet 

STEP 1. For questions 1 to 9, answer: How much do you like the following foods? 
Mark the circle that best suits how you feel with a score of 1-5.

STEP 2. For questions 10 to 18, answer: How would you prefer to eat the following foods?
Mark the circle that best suits your initial feeling with a score of 1-5.

For salty taste, add points for all BLUE questions. My salty taste score = . . . . . . . . . . . . . . . . . . . . . . . . .

For fatty taste, add points for all ORANGE questions. My fatty taste score = . . . . . . . . . . . . . . . . . . . . . . . . .

For sweet taste, add points for all GREEN questions. My sweet taste score = . . . . . . . . . . . . . . . . . . . . . . . . .

My preferred taste is (your highest score):  SALTY   FATTY  SWEET 

 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432

 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432
 1 5432

Understanding why taste preferences matter
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Illustrations are a super-cool way to introduce colour.

Search for images that contain at least 1 of your  
brand colours. 

Or use a program like Canva to change individual colours.

EPS or SVG files are the easiest to work with. 

Colour illustrations
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Sometimes I receive images that aren’t the best quality. 

Or they’ve been used everywhere.

Perhaps they look a little old-fashioned.

How to fix them?

Let me show you.

Photography
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Focus in tight on a small part of an image.

Extra points if the image is still sharp. 

Try blurring the image – this can disguise low-resolution images.

Or make the image look like it’s in motion. 

Close-ups
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THE IAN POTTER QUEEN’S HALL

ARTIFICIAL FUTURES: 
AI BEHAVING BADLY

THE IAN POTTER QUEEN’S HALL

ARTIFICIAL FUTURES: 
AI BEHAVING BADLY
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When an image has 1 contrasting colour over another 
colour, it’s called a duotone.

Try 2-colour combinations, or introduce 1 brand colour to 
a greyscale image.

Duotones can create unexpected results - persist if you’re 
not happy with the first result. 

Duotones
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If you need to find new imagery, try searching for a subject 
+ a brand colour eg. ‘group of people walking into an office’ 
+ ‘blue’ + ‘red’.

You can also start with a colour image, change it to 
greyscale, but keep some parts of the image in colour.

Pops of brand colours
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Analysis
April – June 2023

Employee Sentiment Index
Australia  |  ELMO Software  |  April – June 2023
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Find an image close to your Brand colour.

Place the white/reversed out version of your logo on top.

Simple.

Reverse out the logo
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Layer transparent colour 
over greyscale images...

Black and white images have a cool ‘editorial’ look.

Try this formula:
– Greyscale image + 1 brand colour + 70% transparency



© B R A N D  BY N A M E

39
H

O
W

 T
O

 B
E

 C
R

E
A

T
IV

E
 W

IT
H

 B
R

A
N

D
 G

U
ID

E
L

IN
E

S



© B R A N D  BY N A M E

40
H

O
W

 T
O

 B
E

 C
R

E
A

T
IV

E
 W

IT
H

 B
R

A
N

D
 G

U
ID

E
L

IN
E

S



© B R A N D  BY N A M E

41
H

O
W

 T
O

 B
E

 C
R

E
A

T
IV

E
 W

IT
H

 B
R

A
N

D
 G

U
ID

E
L

IN
E

S



© B R A N D  BY N A M E

42
H

O
W

 T
O

 B
E

 C
R

E
A

T
IV

E
 W

IT
H

 B
R

A
N

D
 G

U
ID

E
L

IN
E

S

Start with a transparency around 50-70%.

Experiment.

Try different images.

Have fun.

...or washes of colour over 
colour images
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Are you using a Brand icon for social media profiles? 

Don’t be afraid of using it in other places.

Icons and shapes can be subtle reminders of your brand, 
without plonking your logo everywhere.

Here’s some suggestions.

Icons and Shapes
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Brand icons

These won’t ever replace your logo, but think of an icon as an 
extra element in your branding kit.

Presentations are where brand icons really shine.

Use them as:
– Bullet points 
– Scaled up as backgrounds 
– Place holders for imagery 
– Simple transparent shapes 
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feed play live

FEED PLAY LIVE

Presentation to Unilever
29 September 2019
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Make the logo big

If your logo has 2 distinct parts (text + image), the image part is 
often called the ‘logomark’.

A logomark is easy to scale up in size and can be used in loads of 
creative ways. Try it on business cards or your letterhead. 

Always include the full logo somewhere as well as the logomark.
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Don’t have a Brand icon?

No problem.

Find a similar shape to your logo and create your own 
‘Brand shape’.

The simpler the shape, the better. 

Brand shapes
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Highlights

26 courses developed 
or in development

265 learners 
to date

Overall satisfaction rate 
of 92%

Progressing careers 
97% of learners found 

the course useful for their 
career progression

Engaging content 
98% of learners found 

course content interesting 
and engaging

Expanding networks 
90% of participants 

expanded their international 
networks as a result of 

participating in ACIAR Learn

Learning through peers 
Live online learning sessions 

through Zoom rated the most 
useful way of learning

Highlights

“[ACIAR Learn] allowed networking “[ACIAR Learn] allowed networking 
with other colleagues in the with other colleagues in the 

region. The live sessions really region. The live sessions really 
connect everyone together” connect everyone together” 

ACIAR Learn participant

2 9

Read more about ACIAR at 
www.aciar.gov.au/aciarlearn

For more information, contact 
aciarlearn@uq.edu.au

Information

ACIAR Learn

Prospectus 
for Alumni
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in Conversation

CREATIVE WOMEN’S CIRCLE PRESENTS

Female
Founders

Intimate in-person conversations with Australia’s 
most innovative female founders 

CREATIVE WOMEN’S CIRCLE PRESENTS

in Conversation
Female

Founders

Intimate in-person conversations with Australia’s 
most innovative female founders 

CREATIVE WOMEN’S CIRCLE PRESENTS

Julie Ockerby
Meli Studio 

Suji Sanjeevan
Light and Glo Designs 

Kate Dillon
She Lion

Fe
m

al
e Founders in Conversat ion

Fem
ale Founders in Con

ver
sat

ion

6 – 8.30pm

Wednesday 8 June

QT Hotel
133 Russell St

Melbourne

Julie Ockerby
Meli Studio 

Kate Dillon
She Lion

Suji Sanjeevan
Light and Glo Designs 
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Patterns are excellent for situations when you need branding, 
but you don’t want a giant logo. 

Some situations where brand patterns might come in handy: 
– your LinkedIn or Facebook header 
– a background for employee headshot 
– printed on a shopping bag

Here’s a few other places:

Pattern
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Some ideas:
 
– 1 side of a business card

– the footer of a letterhead, invoice or quote template

– an address label or with compliments leaflet

On stationery
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Create patterns using an element from your logo, in subtle 
tints of colour. Or use simple shapes like circle, triangles 
and squares.  

Boom. 

You have flexible background images that scale up/down 
easily and don’t take up a load of memory space.  

Websites
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Patterns in your brand colours are an easy way  
to command attention from a distance.

Cover an event banner with a background pattern, then 
place your brand’s tagline, USP or logo on top. 

An effective piece of branding that’s not just a 
whopping great big logo.

Signage & Banners
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Last words of advice
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You always look at things differently the next day.

When you’ve had enough of peering at a screen, call it quits.

Go home.

Look at it tomorrow.

The overnight test
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This is a designer trick to change perspective.

Print out the work and tape/pin/blue-tac it on the wall.

Take a step back and view it from a distance. 

Or place it on the floor, stand up and look from eye-height.

It’s weird, but it works.  

Stick it on the wall
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If you removed the logo, would it still look like your brand?

If the answer is ‘Yes’, give yourself a high-five.

Go home. Put the tv on. Fall asleep on the couch.

You’ve earnt it.

Does it look like your Brand?
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About me

I’m Fiona Brand – owner of Brand By Name, an award-winning 
graphic design studio based in Melbourne, Australia.

I help businesses communicate with thoughtful, clever, stylish 
and purposeful creative work.

Follow me on Linkedin

https://www.linkedin.com/in/fionabrand/
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© B R A N D  BY N A M E

Let’s work together

We’ll make you look awesome.

Book a call: calendly.com/brandbyname

Send an email: fiona@brandbyname.com.au

See our work: brandbyname.com.au

https://calendly.com/brandbyname
mailto:fiona%40brandbyname.com.au?subject=Enquiry%20from%20Brand%20Guidelines
https://brandbyname.com.au/
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Want more?

Subscribe to Brand News — a quarterly newsletter 
filled with Design tips, Creativity hacks, Brand news  
and Design-related goodness.

Subscribe 5  bit.ly/subscribe-brand-news
Past newsletters 5  brandbyname.com.au/newsletter

http://eepurl.com/dblu6r
https://brandbyname.com.au/newsletter

