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OUR BRAND 

who are we?

KEY POSITION STATEMENT 

Girl Guides Australia is the peak organisation for girls and young women. Girl Guides across Australia has  
been enabling girls and young women to become confident, self-respecting, responsible community 
members. We provide girls with opportunities to grow, learn and have fun in ways that are relevant to girls 
and young women. We provide a foundation for girls and young women to be the best that they can be and 
harness their individual potential and make a difference. We foster personal character based on our values of 
respect and collaboration to draw out leadership qualities.

FULL POSITION STATEMENT

Girl Guides Australia is building on our 100 year tradition of helping develop a brighter and better world 
around us…

Girl Guides Australia is the peak organisation for girls and young women. Girl Guides across Australia 
empowers girls and young women to become confident, self-respecting, responsible community members. 
We provide girls with opportunities to grow, learn and have fun though non-formal learning based on a 
unique set of values. Through learning our girls and young women have a foundation to discover the best that 
they can be and harness their individual potential to make a difference. We provide a safe space for girls and 
young women to develop life skills and character, to develop their own leadership style and instill a desire to 
take action on issues they care about and contribute to the communities around them.

As a founding member of the World Association of Girl Guides and Girl Scouts (WAGGGS) we are member 
of a world wide movement of some 10 million members in 145 countries that provide non-formal education, 
for girls and young women to develop leadership and life skills through self-development, challenge and 
adventure. We encourage teamwork, help girls to grow in confidence and inspire girls as young as five to speak 
up and be heard. Our focus is on empowering girls and young women and we encourage all girls and young 
women to reach their potential, whatever their ability or background. Our dedicated volunteers Australia-wide 
make Guiding happen and inspire girls and young women to be their best in a non-competitive environment. 
We provide leadership training and support for our volunteers to gain new skills, which are transferable to 
other areas of life.
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OUR BRAND ESSENCE

Our brand essence is the core characteristics that define our brand. These are:

• Empowerment—Building capacity and capability of girls and women by providing choices 
and skills to make a difference. Supporting girls and young women to achieve by building self 
confidence and providing leadership opportunities. Celebrating success of girls and young 
women by supporting girls to realise their potential, whatever that journey is. Opening the door 
to friendships and building memories that will last a lifetime.

• Daring—Giving girls and young women a sense of adventure, new pathways and experiences 
to develop leadership skills for the future. Challenging girls to make a difference, encouraging 
them to take new opportunities and developing new skills for their future. Challenging 
communities on the expectations of girls and young women and to see a better future for girls 
and young women.

• Fun—with friends, to ensure a confident positive future ahead of them.

• Learning— Learning through doing, learning through play, learning with each other, learning 
by sharing and learning by leading. Mentoring girls and giving them the skills to tackle life head 
on and express who they truly are. We encourage and challenge each and every girl individually to 
do their best.

• Active—when taking action we are informed, collaborative and engaged with our community 
and the world around us!

• Connecting with Community—Girl Guides are part of a bigger family, a global 
friendship, a worldwide movement. We contribute to our community through service. We 
value relationships to build understanding of others, to extend our knowledge of the world, to 
communicate on matters important to our cause and to provide opportunities for our members  
to grow.

• Evolving—Girl Guides are committed to change and to adapt to the world around them. 
Making sure that we are alive to the emerging needs of girls and young women is vital to  
our future.

• Making the world a better place—Girl Guides want to contribute to the world around 
them to improve it for their friends, their family and community, whether at home or abroad.  
Girl Guides are alive to the issues of our times and want to have a say in their future.
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OUR BRAND ATTRIBUTES

Underpinning these characteristics are our values:

• Integrity—we deliver on what we say we can do and will be honest and transparent in our 
communication.

• Empowerment—we challenge girls and young women to realise their potential and make a 
difference in their world.

• Collaboration—we co-operate and share to make the world (at home and abroad) a better 
place.

• Respect—we value diversity of communities and recognise that all have good intentions.

• Passion—we are proud, enthusiastic and believe in our organisation. We see answers not 
problems.

• Initiative—we create new ideas and are responsible for these becoming a reality.

VOICE AND PERSONALITY

Our personality and voice is defined by what we bring into people’s lives which includes:

• fun

• friendships and a support network

• adventure

• experiencing things that you otherwise may not—discover

• community, togetherness and a family—a sense of belonging

• a sense of achievement

• a space for girls and women to build their confidence and identity in a safe environment

• skills and learning
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What we champion:

• a strong set of ethics, community values and behaviours

• learning and development through discovery

• a world view

• empowering girls and young women

• making a difference to the lives of girls and young women across the world

• diversity and difference

• choice

• having faith in young people to lead by providing opportunities for leadership

• the individual making a difference in the community

• girls and women building their identity

What we are against:

• putting girls and women in boxes. We know that girls and women need to have choice

• social expectations that constrain and limit the growth of girls and women—girls and women 
need to set and develop their own destiny

• conformity and limitations being placed on girls and women

• self-doubt

• apathy

• inequality

• injustice
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We are different to others because we:

• are for girls and young women—we are girl led.

• provide non-formal education and let girls find their own way in a safe environment.

• provide a range of opportunities—international, outdoors, indoors—to let girls and young 
women find their own unique pathways. We recognise that every girl’s journey is different.

If our organisation did not exist:

• there would be no organisation that specifically cares for girls and young women and their 
development in the community.

• a powerhouse of community giving would be lost.

• a skilled and able network of community volunteers would be gone.

• girls would lose opportunities to make good friends and build a network of support.

• a key development source of future female leaders would disappear.

• 30,000 girls and women would lose a network for community, friendship and growth and girls 
and young women would lose the key champion for girls in our community.

We will make our Members feel:

• a sense of belonging.

• empowered to discover what is possible.

• safe and secure to be who they want to be and to push boundaries.

• appreciated for who they are and the journey that they are taking.

• worthy and self-confident.

• proud of their organisation.

• belief in what is possible for themselves

• able to make a difference.
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Our Branding Framework
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Introducing the Logo
Girl Guides Australia is a member of the world governing body of Guides: the World Association of Girl Guides 
and Girl Scouts (WAGGGS).

The logo is part of our identity as Girl Guides Australia (GGA), reflecting the values of the organisation.  
The consistent proper use of the Trefoil and logo communicates the quality and professionalism of Guiding  
in Australia.

This is a guide to the correct use of the logo and is written to ensure consistency of image while allowing for 
some flexibility.

The GIRL GUIDES name, mark and all associated trademarks and logos, including the Trefoil design, are 
owned by GGA. The logo must not be used in a way that implies an endorsement of a product or service 
without the express permission of Girl Guides Australia.

At Girl Guides Australia, one aspect of meeting our vision to be Australia’s leading organisation for girls and 
young women in leadership and personal development, is to communicate a consistent voice to Members, 
their families, our community and our colleagues. Any document written, designed or produced for internal  
or external use represents the organisation and its people.

The Girl Guides Australia logo is comprised of two parts. 

These parts are the Trefoil and the words GIRL GUIDES underlined on the top line and AUSTRALIA  
underlined underneath. These parts are essential. 

The Trefoil consists of a stylised Trefoil with a seven-pointed star which represents the Commonwealth Star  
on the Australian flag. The Trefoil is the worldwide symbol for Girl Guides and Girl Scouts, with the three 
leaves representing the original three-fold promise.
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LOGO PRESENTATION

The logo should predominately be used in Girl Guides Australia’s primary brand colours: PMS 286 and 143. The 
two colour format consists of the Trefoil and wording in 286 with the star and separator lines in 143. The other 
most commonly used variants are solid 286; solid 143; reversed out to white; and solid black. Each variant is 
available in vector format for most uses and as a png file for use in programs such as the Microsoft Office suite.

The variations are:

A. GIRL GUIDES AUSTRALIA is positioned to the side of the Trefoil—Girl Guides Australia horizontal 
lock up (long form)

B. The GIRL GUIDES AUSTRALIA logo is available in black and white as follows:

C. White form (portrait lock up). There is one variation in white form—NOT in LONG form—and is 
used here on blue background to demonstrate its use.

  All three versions can be used to promote Guiding in Australia. They can be used for 
stationery,publications, badges, retail items, signage, promotional materials and clothing.
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All versions can be used in the GGA corporate colours of blue (PMS 286) for the Trefoil outline and words and  
gold (PMS 143) for the star and underline. No other multi-colour combination is allowed.

All versions can be used in any one colour, with the Trefoil, star, words and lines all in the same shade.

All versions can be used on any solid or graduated background where they will stand out. A patterned background  
is not permissible.



 13

No images or text should overlap the GGA Trefoil, except when it is used as a watermark.
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STATE LOGO

The logo is a derivative of the Girl Guides Australia logo and is governed by the logo guidelines of Girl Guides 
Australia. The consistent proper use of the Trefoil and logo communicates the quality and professionalism of 
Guiding in Australia. The State derivative of the Girl Guides Australia logo is comprised of three parts.

The first part is the Trefoil, consisting of a unique and stylised Trefoil (a derivative of the worldwide symbol 
of Girl Guides and Girl Scouts-three leaves representing a three-fold promise) and a seven pointed star—the 
Commonwealth Star—the symbol of a federated Australia used on the Australian flag.

The second part is the wording GIRL GUIDES AUSTRALIA separated by a line. These two parts together form 
the logo for Girl Guides Australia.

The third part is the additional separator line and the wording particular to each State, such as TASMANIA 
or NORTHERN TERRITORY. When added to the Girl Guides Australia logo, this third part is referred to as the 
State identity.

The logo has three basic variants: a portrait lock-up; a horizontal lock-up; and the simplified Trefoil only 
version. All of these can be used as they are, in a single colour, black, the guide blue or white (as per primary 
colour charts).

V I C T O R I A

V I C T O R I A

NORTHERN TERRITORY

NORTHERN TERRITORY

Q U E E N S L A N D

Q U E E N S L A N D

S O U T H  A U S T R A L I A

S O U T H  A U S T R A L I A

T A S M A N I A

T A S M A N I A W E S T E R N  A U S T R A L I A
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EXCLUSION ZONE AND MINIMUM SIZE

Girl Guides Australia has an exclusion zone equivalent to the size of the Commonwealth Star. This ‘clear zone’ 
is to remain free from any graphics, type, photographs or illustrations (with the exception of a reversed white 
or monotone version being placed over a photograph—see page 12).

The minimum size for the Girl Guide Australia State logo use is as above, with the exception of the portrait 
version: 

The minimum size for the Girl Guide Australia logo use is (width by height):

 
clear zone

Portrait logo 
15.28 x 22.742 mm

Landscape logo 
24.488 x 7.3 mm

Trefoil only 
6.8 x 7.3 mm

Portrait logo 
0.6345:1

Landscape logo 
3.3545:1

Trefoil only 
0.9315:1

State Portrait logo—15.28mm wide x 24.083mm high

This allows for the addition of the state name to the bottom of the logo.

All versions must be legible in the context in which they are to be used. Vector versions only are to be used 
when scaling, and must maintain the following ratios (w:h):
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CORRECT USAGE

The Girl Guides Australia logo must never be recreated. Any version or format you require is available by 
request from your State Girl Guide Organisation State Office or the office of Girl Guides Australia.

Basic versions can be downloaded from the Girl Guides Australia website.

The Girl Guides Australia (including State variations) logo in the portrait and landscape lock-ups must never 
be rotated, used in part, outlined, used as a transparency or have a shadow applied. If using a monotone 
version, it may be faded or watermarked.

The reverse white version can be placed over a photograph or illustration, provided the area where the logo 
is used is not too busy and elements do not infringe on the exclusion zone. The typeface and type case must 
never be changed, the lock-up disproportionately scaled and the Trefoil shape never altered, skewed, placed 
under minimum size or have elements removed. The wording itself must not vary from that in the logo as 
described - either Girl Guides Australia or State variation. There are no Region, District or Unit level variations 
to the logo.

Permission to use the Girl Guides Australia logo must be obtained from the Chief Executive Officer of Girl 
Guides Australia especially if this relates to the use of the Girl Guides Australia logo for commercial gain. The 
Girl Guides Australia logos and the Trefoil only logo may be used by Guide Members, Units, Districts, Divisions, 
Trefoil Guilds, Regions, State contingents, committees, properties and groups belonging to or affiliated with 
Girl Guides Australia. For permission or advice on logo use, please contact the Marketing and Communications 
Team at Girl Guides Australia or your local State Girl Guide Organisation Executive Officer, or delegate. Girl 
Guide members and teams are asked to contact the National Office, or State Girl Guide Organisation if they 
plan to use the Girl Guide Australia logo for fundraising purposes.

State specific publications have the right to use the State logo instead of the national logo. All publications 
deemed national must use the Girl Guides Australia logo.

The Trefoil only logo may be rotated. It may also be used in part if running out of the visual area (such as 
Trefoil watermark on the front cover that partially runs off the page).
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Colours

The creative colour palette is consistent across all State Girl Guide Organisation member of Girl Guides 
Australia. This maintains a common identity and builds brand awareness nationally. 
There are three levels:

1. Primary—our logo colours

2. Secondary—can be applied to brand elements to complement the use of the primary colours

3. Tints—Tints of our primary and secondary colours may be used to create variety on our 
branding across materials we produce. The tints can be derived from either the Pantone 
references or the CMYK, RGB or web breakdowns.

Colours and tints that are bright or higher density (70%-100%) should be used for large text headlines, panels 
and backgrounds to light text. Lighter colours and tints of lower density should be used for backgrounds to 
dark text.
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Primary Girl Guiding Colours

Colour is an important part of our Girl Guide brand identity. It is critical that the colours are consistent 
across all printed and electronic media. The values listed for the colours on the following pages will ensure 
consistency across professionally printed items, print-at-home items, in various different software programs 
and on screen. In professional software such as the Adobe Creative Suite, the CMYK values are used for printed 
items, the RGB for photographic and screen use and the websafe value (beginning with the #) is used for 
website, html and email. Microsoft Office will most commonly use the RGB values.

Pantone (PMS) 3135C 
WAGGGS Asia Pacific Region 
Colour
C81 M27 Y23 K5
R0 G145 B233
#008BAC

Black
C0 M0 Y0 K100
R29 G29 B27
#1D1D1D

70%
C67 M11 Y20 K0
R76 G174 B197
#4CAEC5

70%
C0 M0 Y0 K70
R112 G111 B111
#706F6F

30%
C34 N1 Y11 K0
R178 G220 B230
#B2DCE6

30%
C0 M0 Y0 K30
R198 G198 B198
#C6C6C6

Pantone (PMS) 286C
C100 M84 Y11 K3
R0 G51 B161
#0033A1

Pantone (PMS) 143C
C2 M32 Y91 K0
R246 G180 B54
#F6B436

70%
C76 M54 Y0 K0
R76 R112 B189
#4C70BD

70%
C2 M23 Y63 K0
R249 G202 B114
#F9CA72

30%
C34 M20 Y1 K0
R174 G193 B227
#82C1E3

30%
C2 M10 Y29 K0
R252 G232 B194
#FCE8C2

Pantone (PMS) is a standardised colour-matching system used by designers and printers worldwide to ensure an exact colour match.  
PMS colours often cannot be replicated exactly in CMYK (cyan, magenta, yellow, black) or an RGB (red, green, blue) colour space.
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SECONDARY COLOURS

The secondary colours can be applied to brand elements to complement the use of the primary colours.

SECONDARY TINTS

Tints of our secondary colours may also be used to create variety across the materials we produce.

100% 70% 30%
Pantone 116C
C0 M19 Y93 K0 C2 M11 Y78 K0 C1 M4 Y39 K0
R255 G206 B0 R255 G221 B76 R255 G240 B178
#FFCE00 #FFDD4C #FFF0B2

Pantone 485C
C2 M94 Y94 K1 C2 M71 Y56 K0 C1 M34 Y21 K0
R225 G38 B28 R234 G103 B96 R246 G189 B186
#E1261C #EA6760 #FFCBB2

Pantone 368 C 
C60 M0 Y100 K0 C45 M0 Y73 K0 C21 M0 Y35 K0
R118 G189 B34 R159 G209 B100 R214 G235 B188
#76BD22 #9FD164 #D6EBBC

Pantone 021 C 

C0 M78 Y94 K0 C0 M59 Y70 K0 C M27 Y30 K0
R255 G82 B0 R255 G134 B76 R255 G203 B178
#FF5200 #FF864C #FFC9AA

Pantone 513 C
C51 M89 Y0 K0 C34 M64 Y0 K0 C14 M29 Y1 K0
R148 G54 B141 R180 G114 B175 R223 G194 B221
#94368D #B472AF #DFC2DD

Pantone 226 C
C9 M99 Y19 K1 C8 M81 Y0 K0 C2 M41 Y0 K K0
R214 G0 B110 R226 G76 B153 R243 G178 B211
#D6006E #E24C99 #F3B2D3
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Typography
There are three levels of typeface for Girl Guides Australia.

1. Main—Arial family of fonts are to be used in all word processing and digital communications. It is 
available in all Microsoft applications. For Mac applications please use Helvetica.

2. SECONDARY—Alegreya Sans family of fonts is to be used in all printed materials. This is not a 
standard typeface and will be primarily used by graphic designers for formal publications and 
collateral such as brochures, posters, promotional material, signage, reports etc. (For instance, like 
this Style Guide.)

3. Feature Font- Will be the Segoe Script font. This typeface compliments the Alegreya 
typeface when used as a heading, sub-heading and as a tag line.

MAIN TYPEFACE

The Arial family of fonts is the official Girl Guides Australia typeface. It is used for the creation of all printed 
materials and digital communications. Arial is a standard font available in all Microsoft applications.

In circumstances where Arial is unavailable, such as web design, Apple Macintosh systems and iDevices, 
Helvetica is a suitable alternative. For Google apps and devices, Sans Serif is also a suitable alternative.

Arial Bold Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial Black 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial Narrow 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890
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ALTERNATIVE TYPEFACE

The Alegreya Sans family of fonts is our alternative Girl Guiding typeface.

This type face is typically used for formal GGA publications and collateral. This Style Guide is an example of 
where the Alegreya Sans font is used as it is a formal publication. If it is not available, then please use Arial 
font as described.

Alegreya Sans provides great performance, but also achieves a strong and harmonious text by means of 
elements designed in an atmosphere of diversity. Great for reading of long texts, the italics, bold and black 
weights all contain great attention to detail with harmonious elements designed to provide diversity.

Alegreya Sans is not a standard font and is not available by default in Microsoft applications. Alegreya Sans 
is licensed under the SIL Open Font License, Version 1.1 and can be used for full commercial use. Available for 
download here: www.fontsquirrel.com/fonts/alegreya-sans

Alegreya Sans Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Light Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Medium 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Thin 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegraya Sans Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegraya Sans Bold Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890 

Alegreya Sans Extra Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Extra Bold Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Black 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Alegreya Sans Black Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890
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FEATURE FONT

Used to compliment Alegreya Sans in publications, communications and marketing collateral for sub-
headings and tag lines (see page 24 for more on tag lines) Segoe Script is part of the Segoe font family 
developed for use by Microsoft and is freely available with newer installs of Windows Operating Systems and 
Microsoft Office as both regular and bold font weights.

Segoe Script 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  
1234567890

Segoe Script Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  
1234567890

Example of Segoe Script in primary Guide blue:

Segoe Script 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  
1234567890

Segoe Script Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  
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Graphic Elements
THE SWIRL

SwirlThe swirl is another element of the national brand identity of Girl Guides Australia, adopted by all 
State Girl Guides Organisations, with variants on a theme produced individually by the states. The only 
rule decreed by Girl Guides Australia is that the swirl always disappears out of the crucial image area—it 
should never be contained within it. The swirl is a dynamic, fluid element that works best if it bleeds off 
the page. It is free to be scaled and tweaked—as long as the arc ratio is not flattened.
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InternationalOlave

Trefoil Outdoors

Learning & Development

SWIRL VARIANTS

Complementing the national brand identity Swirl, variants have been developed as stock items for use in 
collateral. The bank below can be added to, and subtracted from. Changes to the bank of swirls occurs through 
the National Marketing and Communications Management Committee via the Chief Executive Officer of GGA. 
Some swirls have been allocated to department areas of Girl Guides to assist in communication of information.

Spare

Program

Spare
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Tag line

PRESENTATION OF TAG LINE

Girl Guides Australia has a policy pertaining to tag lines that ensures both consistency and strength of the Girl 
Guide brand as well as enough flexibility for organisations and events of Girl Guides in Australia to create their 
own tag line copy.

1. There is a bank of tag lines State Girl Guide Organisations and event organisers of Girl Guides 
in Australia will have access to a pre-prepared bank of tag lines that they can utilise. These will 
be available in JPEG, PNG, GIF and TIFF form as per required format from Girl Guides Australia. 
Approved tag lines are contained as addendum to the National Style Guide.

2. Adding to the bank State Girl Guide Organisations and event organisers of Girl Guides in Australia 
can create their own tag line to add to the bank provided the following is adhered to:

i. The final presentation of the tag line is in keeping with the tag line presentation 
requirements and in keeping with the brand position as stated at the front of this style 
guide.

ii. The creators of the tag line have ensured that the copy is available to use by undertaking 
an ATMOSS IP search

iii. The final tag line is endorsed by the Marketing and Communications Management 
Committee or their delegate

iv. The final tag line is available for other organisations and event organisers of Australian 
Girl Guides to use and as such, will be sent to GGA in JPEG, GIFF and TIFF form (low and 
high resolution) for others to use

3.  Presentation of national tag line

 Regardless of the wording of the final approved tag line, the copy of the tag line will be presented 
in Segoe Script font (regular or bold - see page 21) and in the GGA primary colours (see page 16).

The tag line should not be designed specifically with the logo included in its final presentation. However, the 
tag line can go in existing prepared templates where the logo is already included.
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Photography
Girl Guides Australia’s photography style is reflective of our mission statement and representative of the 
facets of Guiding across the membership base. Photographs used should be in focus, with contrast, light 
and tone supportive of the message being conveyed. Guides should be in correct uniform wherever possible. 
Composition/cropping should be engaging and relative. The photographs should always look natural, real and 
tell the stories of the people within. Positivity, support, strength, togetherness, self-belief and empowerment 
are great themes to capture. The images should be simple and convey purpose.

Photographs must not visually contradict Girl Guides Australia mission, vision and values. Photographs used 
should be tasteful and respectful.

They must not show midriff, cleavage, or in any way negatively objectify women. 

When selecting images, commissioning/briefing photographers, or framing shots it is important to consider 
the purpose of the photograph. If, for example, text is to be overlaid, the photograph should be relatively 
uncluttered with a clean area considering possible layout. 

Girl Guides Australia, with the State Girl Guide Organisations, have a ready bank of appropriate images that 
are available for use. Contact your State Girl Guide Organisation for more information.

Illustrations
The style of Illustration should be simple and clean; and reflective of the subject matter as outlined above in 
the section on photography.

Girl Guides Australia with the State Girl Guide Organisations has a ready bank of appropriate images that are 
available for use .
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Template Guides
LETTERHEAD 

All letters must use the letterhead for the first page and use the continuum sheet for all remaining pages.

The margins outlined below allow letters to make maximum use of space whilst maintaining a consistent 
and professional appearance across the organisation. Note the different margins for the address field. These 
margins ensure that the address remains visible when using a window faced envelope.

Professional typesetting should be done in keeping with the typography guidelines—with day-to-day letters 
set using Arial.

Girl Guides Australia ABN 00 000 000 000 
T 00 0000 0000  F 00 0000 0000  E reception@guidesemail.org  W www.website.org 

Postal Address Suburb State 0000

  Girl Guides Queensland is an organisation that creates safe and friendly environments for children and young people.
Our mission is to enable girls and young women to grow into confident, self-respecting, responsible community members.

55mm

20mm

55mm

Girl Guides Australia ABN 00 000 000 000 
T 00 0000 0000  F 00 0000 0000  E reception@guidesemail.org  W www.website.org 

Postal Address Suburb State 0000

  Girl Guides Queensland is an organisation that creates safe and friendly environments for children and young people.
Our mission is to enable girls and young women to grow into confident, self-respecting, responsible community members.

20mm

55mm

40mm
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POWERPOINT SLIDES 

Girl Guides Australia has developed a PowerPoint template using a combination of the brand’s graphic 
elements.

Bullet points and images should only be placed in the white space, and given enough negative space that the 
point of the slide is apparent to the viewer.

Keep you bullet points clear and concise, with a respectful space between each (overcrowd the slide and you 
will lose your audience). If inserting rich media, enable a full screen option when played.

Do not obscure the copyright information, acknowledging the intellectual property of the organisation. Any 
third party content must acknowledge the intellectual property of said party.

Under Australian Copyright Law original work of Girl Guides members and the organisation is protected from 
the time of creation, provided it is from our own skills and effort and is not simply copied from others. The law 
means that we do not need to formally register a work to claim copyright. Unpublished works, for example 
programs and drafts, as well as published works, attract copyright protection. However, were possible Girl 
Guides Australia encourages members to acknowledge the intellectual property of Girl Guides.

Title slide for corporate  
PowerPoint presentation
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EMAIL SIGNATURES

Staff and volunteers of Girl Guides Australia and State Girl Guide Organisations Staff and Volunteers should 
all be using the same email signature template. Please note that the swirl is not used in the email signature. 
This is on purpose. The signature needs to support policy on use of the Girl Guide swirl, to minimise file size in 
email traffic and also the variety of platforms and IT systems that our members use.

Region personnel may use Region badges and Trefoil Guilds may use Trefoil badges in place of state 
identification. If using your Guiding name, your real name must also be evident when communicating with 
organisations and/or individuals outside of Girl Guides. eg. Possum (Felina French).

Where possible, the signature should highlight relevant social media and websites of the GIrl Guide 
Organisation. If required , an additional banner can be inserted below the full signature to highlight a 
particular event. The banner should be in keeping with the style guide and support the Girl Guides Australia 
brand and attributes. This banner should be removed as soon as the event/campaign has been completed.



 30

BUSINESS CARDS 

Girl Guides Australia business cards are set up to an Australian standard of 89x53mm and comprise the brand 
elements of primary colours, portrait logo and swirl.

There are two types of business card. 
 1. A Landscape version - suitable for CMYK  
 2. Vertical - Specifically for PMS printing where higher resolution is required

The use of QR codes is encouraged. 

Girl Guide Organisations may request that additional logos of Girl Guide events and campaigns be inserted 
on cards. Permission for this is through the National Office via the CEO and will be granted provided that the 
event/campaign logo does not detract and deter from the Girl Guide brand. Additional logos should be on the 
back of the card and the Girl Guide logo should never be replaced.

Landscape  
version:

POSITION TITLE

M 0000 000 000 T 00 0000 0000 F 00 0000 0000
E xxxxx@girlguides.org.au

GIRL GUIDES AUSTRALIA
Street Address, Suburb 0000 
Postal Address, STATE 0000
www.website.org.au

Position Title

M 0000 000 000 

T 00 0000 0000 

F 00 0000 0000

E Xxxxx@girlguides.org.au

Landscape Front Sample One

BUSINESS CARD DESIGN - LANDSCAPE

Landscape Back Sample One

Landscape Front Sample TwoPOSITION TITLE

M 0000 000 000 T 00 0000 0000 F 00 0000 0000
E xxxxx@girlguides.org.au

GIRL GUIDES AUSTRALIA
Street Address, Suburb 0000 
Postal Address, STATE 0000
www.website.org.au

Position Title

M 0000 000 000 

T 00 0000 0000 

F 00 0000 0000

E Xxxxx@girlguides.org.au

Landscape Front Sample One

BUSINESS CARD DESIGN - LANDSCAPE

Landscape Back Sample One

Landscape Front Sample Two

POSITION TITLE

M 0000 000 000 T 00 0000 0000 F 00 0000 0000
E xxxxx@girlguides.org.au

GIRL GUIDES AUSTRALIA
Street Address, Suburb 0000 
Postal Address, STATE 0000
www.website.org.au

Position Title

M 0000 000 000 

T 00 0000 0000 

F 00 0000 0000

E Xxxxx@girlguides.org.au

Landscape Front Sample One

BUSINESS CARD DESIGN - LANDSCAPE

Landscape Back Sample One

Landscape Front Sample Two
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Portrait 
version:
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