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1.0 BRAND OVERVIEW
EVERY PLANT HAS A STORY TO TELL

Imagine if a plant had a voice... what would it
say about itself, its past, present and future.

Our brand is designed to activate our
knowledge and our science at the point of
experience - to give plants a voice.

The Tree of Knowledge’ will help us
communicate important messages and focus
the brand experience for all our stakeholders
both inside the organisation and out. It will
allow us to inform the future and pass on
our collective wisdom as custodians and
interpreters.
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The Royal Botanic Gardens & Domain Trust
brandmark is the most important visual
representation of the brand. The brandmark
consists of two elements:

e The symbol - Tree of Knowledge
e The logotype - ‘The Royal Botanic Gardens
& Domain Trust’

It is important that the brandmark is
applied consistently and correctly. Master
artwork must always be used every time
the brandmark appears. Master artwork
files are available upon request. A digital
file reference guide and contact details are
included in this document.

There are two variations of the brandmark.
Version A, shown here, should be used as first
preference. Version B, occupies less vertical
space and should only be used in exceptional
circumstances - see page 3.4 for more details.

The relationship between the two elements
in each version should never change. The
brandmark must never be altered or redrawn
in any way.

1he Royal

BOTANIC GARDENS
¢ Domain Trust
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BRANDMARK VARIATIONS

The Royal Botanic Gardens & Domain
Trust brandmark is available in colour and
mono. To ensure maximum visibility, always
consider the background upon which the
brandmark is placed.

The colour version of the brandmark should
always be used on a white background.
This is the preferred way to visually
represent the brand.

The mono version (positive or reversed)
should only be used when the colour
version is not appropriate. e.g. on a
coloured background or when printing
restrictions dictate.

THE ROYAL BOTANIC GARDENS & DOMAIN TRUST

The Royal

BOTANIC GARDENS
& Domain Trust

Full colour

The Royal

BOTANIC GARDENS
& Domain Trust

The Royal
BOTANIC GARDENS

& Domain Trust

Mono (positive)

Mono (reversed)

2.2



Clear space.

To ensure that the brandmark is clearly visible
at all times, there exists an area surrounding
the logo that is called a ‘clear space’. Other
graphic elements such as text or illustrations
should not encroach on this area.

The shaded area demonstrates the minimum . i
clear space required. The measure is derived Flx
from the width of the tree trunk base. This i '
distance is proportional to all sizes and
instances of reproduction.

Minimum size.

A 'minimum size' rule exists to maintain
legibility of the brandmark. The brandmark
shown far right is at minimum size. It is not
recommended to reproduce the brandmark
any smaller than shown here.

The Royal

BOTANIC GARDENS
i\ & Domain Trust !

Please note: This is a general guide only. 20mm

Printing/production techniques should i

be taken into account when determining !

minimum size. BOTANIC GARDENS :
R & Domain Trust

Minimum size

Clear space X
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THE BRANDMARK - VERSION B

Version B of the brandmark consists of the
same two elements as version A. In version
B, the proportions of these two elements
has been altered to decrease the amount of
vertical space.

This version of the brandmark should only be
used in circumstances where vertical space

is restricted and/or when legibility of the
logotype is compromised.

Like version A, version B is available in colour
and mono as shown here.

THE ROYAL BOTANIC GARDENS & DOMAIN TRUST

1he Royal

BOTANIC GARDENS
¢ Domain Trust

Full colour

The Royal The Roy[ll
BOTANIC GARDENS BOTANIC GARDENS
& Domain Trust ¢ Domain Trust

Mono (positive) Mono (reversed)

2.4



Clear space.

A clear space rule also applies to version B
of the brandmark.

The shaded area demonstrates the minimum
clear space required. The measure is derived
from the height of the tree. This distance

is proportional to all sizes and instances of

reproduction. e K——
L. . 2 X
Minimum size.
The brandmark shown far right is at
minimum size.
Please note: This is a general guide only. %
Printing/production techniques should
be taken into account when determining T Rl
minimum size. :BOTéA.IzI)IC G}}RDENS:
: omain Trust
20mm
Minimum size
2 X

Clear space
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Colour plays an important role in
communicating the personality of a brand.
These colours were inspired by the Australian
landscape, and more specifically the location
of each Botanic Garden.

The Royal Botanic Gardens & Domain Trust
identity employs the adjacent colour palette.
These colours are made up of the colours

that appear in all three of the Botanic Garden
brandmarks (The Royal Botanic Garden
Sydney, The Australian Botanic Garden, Mount
Annan and The Blue Moutains Botanic Gardens,
Mount Tomah.

All of these colours can be used to represent
The Royal Botanic Gardens & Domain Trust.

A colour usage guide, which illustrates the
recommended proportional use of colours,
can be found on the following page.

THE ROYAL BOTANIC GARDENS & DOMAIN TRUST

The colours may vary in hue, shade and
intensity depending on the type of paper
onto which the ink is printed and the colour
mode of different media types.

To ensure accurate colour reproduction
across all modes and media types, the

following colour palette has been employed.

The recommended colour tints are listed to
the right. Pantone (PMS) and CMYK colour
values should be used for printed collateral.
RGB values should be used for ‘on screen’
communications.

PMS 7540

CMYK: 40.30.22.60
RBG: 94.98.104

PROCESS BLACK

CMYK: 0.0.0.100
RBG: 0.0.0

PMS 383

CMYK: 26.3.93.17
RBG: 161.174.57

PMS 7538

CMYK: 24.11.24.33
RBG: 156.161.153

PMS 1675

CMYK: 5.82.100.26
RBG: 171.78.39

PMS 5845

CMYK: 14.9.51.25
RBG: 174.170.108

PMS 5425

CMYK: 44.15.7.25
RBG: 125.154.170

PMS 5473

CMYK: 83.14.23.50
RBG: 56.110.120

75% Tint

75% Tint

75% Tint

75% Tint

75% Tint

75% Tint

75% Tint

75% Tint

50% Tint

50% Tint

50% Tint

50% Tint

25% Tint

25% Tint

25% Tint

25% Tint

25% Tint

25% Tint

25% Tint

25% Tint



PMS 7538
PROCESS BLACK
. ‘
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The diagram on this page can be used as
reference when designing collateral for The
Royal Botanic Gardens & Domain Trust.

PMS 7540

It is important that all colours be used in the
proportions shown over time. This diagram
does not suggest that every single colour in
exactly the proportions illustrated here must
be used on all collateral.

Please note: The diagram does not show
white. The use of ‘white space’ is an important
consideration and should be taken into
account when designing communications
material.







The Royal Botanic Garden Sydney brandmark
is the most important visual representation

of the brand. The brandmark consists of two
elements:

e The symbol - Tree of Knowledge
e The logotype - ‘The Royal Botanic
Garden Sydney’

It is important that the brandmark is
applied consistently and correctly. Master
artwork must always be used every time
the brandmark appears. Master artwork
files are available upon request. A digital
file reference guide and contact details are
included in this document.

There are two variations of the brandmark.
Version A, shown here, should be used as first
preference. Version B, occupies less vertical
space and should only be used in exceptional
circumstances - see page 4.4 for more details.

The relationship between the two elements
in each version should never change. The
brandmark must never be altered or redrawn
in any way.

1he Royal

BOTANIC GARDEN
Sydney

THE ROYAL BOTANIC GARDEN SYDNEY 3.1



BRANDMARK VARIATIONS

The Royal Botanic Garden Sydney
brandmark is available in colour and mono.
To ensure maximum visibility, always
consider the background upon which the
brandmark is placed.

The colour version of the brandmark should
always be used on a white background.
This is the preferred way to visually
represent the brand.

The mono version (positive or reversed)
should only be used when the colour
version is not appropriate. e.g. on a
coloured background or when printing
restrictions dictate.

THE ROYAL BOTANIC GARDEN SYDNEY

The Royal

BOTANIC GARDEN
Sydney

Full colour

The Royal

BOTANIC GARDEN
Sydney

Mono (positive)

Mono (reversed)

The Royal
BOTANIC GARDEN

Sydney

3.2



Clear space.

To ensure that the brandmark is clearly visible
at all times, there exists an area surrounding
the logo that is called a ‘clear space’. Other
graphic elements such as text or illustrations
should not encroach on this area.

The shaded area demonstrates the minimum
clear space required. The measure is derived X
from the width of the tree trunk base. This
distance is proportional to all sizes and
instances of reproduction.

Minimum size.

A 'minimum size' rule exists to maintain
legibility of the brandmark. The brandmark
shown far right is at minimum size. It is not

recommended to reproduce the brandmark . TheRol
BOTANIC GARDEN
any smaller than shown here. : Sydney :
20mm

Please note: This is a general guide only.
Printing/production techniques should
be taken into account when determining
minimum size.

Minimum size

Clear space X

THE ROYAL BOTANIC GARDEN SYDNEY 3.3



THE BRANDMARK - VERSION B

Version B of the brandmark consists of the
same two elements as version A. In version

B, the proportions of these two elements
has been altered to decrease the amount of
vertical space.

This version of the brandmark should only be
used in circumstances where vertical space

is restricted and/or when legibility of the
logotype is compromised.

Like version A, version B is available in colour
and mono as shown here.

1he Royal

BOTANIC GARDEN
Sydney

Full colour

The Royal The Royal

BOTANIC GARDEN BOTANIC GARDEN
Sydney Sydney

Mono (positive) Mono (reversed)

THE ROYAL BOTANIC GARDEN SYDNEY



Clear space.

A clear space rule also applies to version B
of the brandmark.

The shaded area demonstrates the minimum
clear space required. The measure is derived
from the height of the tree. This distance

is proportional to all sizes and instances of

reproduction. e —
L. . 2 X

Minimum size.

The brandmark shown far rightisat "4}

minimum size.

Please note: This is a general guide only. %

Printing/production techniques should

be taken into account when determining T Rl

minimum size. BOTANIC GARDEN
,,,,, H Sydney H

The Royal i 20mm

BOTANIC GARDEN
Sydney

2 X

Clear space

THE ROYAL BOTANIC GARDEN SYDNEY 3.5



Colour plays an important role in
communicating the personality of the
brand. The Royal Botanic Garden Sydney
identity employs a primary and secondary
colour palette.

The primary colour palette is made up of the
colours that appear in the brandmark and

it is primarily these colours that should be
used in The Royal Botanic Garden Sydney
communications material.

The secondary colour palette is made up of

the colours that appear in the brandmarks of
The Australian Botanic Garden, Mount Annan
and the Blue Mountains Botanic Garden, Mount
Tomah, can be used as complimentary colours
in communications material of The Royal
Botanic Garden Sydney. A colour usage
guide, which illustrates the proportional use
of primary and secondary colours can be

found on the following page.

The colours may vary in hue, shade and
intensity depending on the type of paper
onto which the ink is printed and the colour
mode of different media types.

To ensure accurate colour reproduction
across all modes and media types, the

following colour palette has been employed.

The recommended colour tints are listed to
the right. Pantone (PMS) and CMYK colour
values should be used for printed collateral.
RGB values should be used for ‘on screen’
communications.

Primary colour palette

75% Tint

PMS 383 25% Tint

CMYK: 26.3.93.17
RBG: 161.174.57

PMS 7538 75% Tint 25% Tint

CMYK: 24.11.2433
RBG: 156.161.153

75% Tint

50% Tint

PMS 7540 25% Tint

CMYK: 40.30.22.60
RBG: 94.98.104

75% Tint

PROCESS BLACK 50% Tint 25% Tint

CMYK: 0.0.0.100
RBG: 0.0.0

Secondary colour palette

PMS 1675 75% Tint 50% Tint 25% Tint

CMYK: 5.82.100.26
RBG: 171.78.39

PMS 5845 75% Tint 25% Tint

CMYK: 14.9.51.25
RBG: 174.170.108

PMS 5425 75% Tint 25% Tint

CMYK: 44.15.7.25
RBG: 125.154.170
50% Tint

75% Tint 25% Tint

PMS 5473

CMYK: 83.14.23.50
RBG: 56.110.120

THE ROYAL BOTANIC GARDEN SYDNEY



The diagram on this page can be used as
reference when designing collateral for The
Royal Botanic Garden Sydney.

It is important that all colours be used in the PROCESS BLACK
proportions shown over time. This diagram
does not suggest that every single colour in SNMSSSS
exactly the proportions illustrated here must

be used on all collateral.

Please note: The diagram does not show

white. The use of ‘white space’ is an important
consideration and should be taken into account
when designing communications material.

PMS 7540

PMS 5845 PMS 1675

PMS 5473

THE ROYAL BOTANIC GARDEN SYDNEY 3.7






The Australian Botanic Garden brandmark
is the most important visual representation
of the brand. The brandmark consists of two
elements:

e The symbol - Tree of Knowledge
e The logotype - ‘The Australian
Botanic Garden Mount Annan’

It is important that the brandmark is
applied consistently and correctly. Master
artwork must always be used every time
the brandmark appears. Master artwork
files are available upon request. A digital
file reference guide and contact details are
included in this document.

There are two variations of the brandmark.
Version A, shown here, should be used as first
preference. Version B, occupies less vertical
space and should only be used in exceptional
circumstances - see page 5.4 for more details.

The relationship between the two elements
in each version should never change. The
brandmark must never be altered or redrawn
in any way.

The Australian
BOTANIC GARDEN

Mount Annan

THE AUSTRALIAN BOTANIC GARDEN 4.1



BRANDMARK VARIATIONS

The Australian Botanic Garden brandmark
is available in colour and mono. To ensure
maximum visibility, always consider the
background upon which the brandmark

is placed.

The colour version of the brandmark should
always be used on a white background.
This is the preferred way to visually
represent the brand.

The mono version (positive or reversed)
should only be used when the colour
version is not appropriate. e.g. on a
coloured background or when printing
restrictions dictate.

THE AUSTRALIAN BOTANIC GARDEN

The Australian

BOTANIC GARDEN
Mount Annan

Full colour

The Australian

BOTANIC GARDEN
Mount Annan

Mono (positive)

Mono (reversed)

The Australian

BOTANIC GARDEN

Mount Annan

4.2



Clear space.

To ensure that the brandmark is clearly visible

at all times, there exists an area surrounding

the logo that is called a ‘clear space’. Other

graphic elements such as text or illustrations X X
should not encroach on thisarea. T T A

The shaded area demonstrates the minimum
clear space required. The measure is derived
from the width of the tree trunk base. This
distance is proportional to all sizes and
instances of reproduction.

Minimum size.

A 'minimum size' rule exists to maintain
legibility of the brandmark. The brandmark
shown far right is at minimum size. It is not

recommended to reproduce the brandmark | Thedusalian |
BOTANIC GARDEN!
any smaller than shown here. o s Arman

Please note: This is a general guide only. 20mm

The Austras
Printing/production techniques should :

be taken into account when determining | BOTANIC GARDEN : Minimum size

minimum size. . . MOZ:ﬂltAZ’LE’Zd}Z

Clear space

THE AUSTRALIAN BOTANIC GARDEN 4.3



THE BRANDMARK - VERSION B

Version B of the brandmark consists of the
same two elements as version A. In version
B, the proportions of these two elements
has been altered to decrease the amount of
vertical space.

This version of the brandmark should only be
used in circumstances where vertical space

is restricted and/or when legibility of the
logotype is compromised.

Like version A, version B is available in colour
and mono as shown here.

THE AUSTRALIAN BOTANIC GARDEN

The Australian
BOTANIC GARDEN

Mount Annan

Full colour

The Australian The Australian
BOTANIC GARDEN BOTANIC GARDEN

Mount Annan Mount Annan

Mono (positive) Mono (reversed)

4.4



Clear space.

A clear space rule also applies to version B
of the brandmark.

The shaded area demonstrates the minimum
clear space required. The measure is derived
from the height of the tree. This distance

is proportional to all sizes and instances of
reproduction.

L. . 12 X
Minimum size.

The brandmark shown far right is at
minimum size.

Please note: This is a general guide only.
Printing/production techniques should
be taken into account when determining

, The Australian ,
minimum size. BOTANIC GARDEN
77777 i Mount Annan i
The Australian S 20mm
BOTANIC GARDEN

I Mount Annan. .

Clear space

THE AUSTRALIAN BOTANIC GARDEN 4.5



Colour plays an important role in

communicating the personality of the

brand. The Australian Botanic Garden, Mount
Annan, identity employs a primary and secondary
colour palette.

The primary colour palette is made up of
the colours that appear in the brandmark
and it is primarily these colours that should
be used in The Australian Botanic Garden
communications material.

The secondary colour palette is made up of
the colours that appear in the brandmarks

The colours may vary in hue, shade and
intensity depending on the type of paper
onto which the ink is printed and the colour
mode of different media types.

To ensure accurate colour reproduction
across all modes and media types, the

following colour palette has been employed.

The recommended colour tints are listed to
the right. Pantone (PMS) and CMYK colour
values should be used for printed collateral.
RGB values should be used for ‘on screen’
communications.

Primary colour palette

PMS 1675

75% Tint

CMYK: 5.82.100.26
RBG: 171.78.39

PMS 5845 75% Tint

CMYK: 14.9.51.25
RBG: 174.170.108

PMS 7540 75% Tint

CMYK: 40.30.22.60
RBG: 94.98.104

of The Royal Botanic Garden Sydney and

The Blue Mountains Botanic Garden, Mount
Tomah. These colours can be used as
complimentary colours in communications material
of the Australian Botanic Garden, Mount Annan.

A colour usage guide, which illustrates the
proportional use of primary and secondary colours
can be found on the following page.

PROCESS BLACK 75% Tint

50% Tint

25% Tint

CMYK: 0.0.0.100
RBG: 0.0.0

Secondary colour palette

PMS 383 75% Tint 25% Tint

CMYK: 26.3.93.17
RBG: 161.174.57

PMS 7538 75% Tint 25% Tint

CMYK: 24.11.24.33
RBG: 156.161.153
PMS 5425

75% Tint 25% Tint

CMYK: 44.15.7.25
RBG: 125.154.170

PMS 5473 75% Tint 50% Tint 25% Tint

CMYK: 83.14.23.50
RBG: 56.110.120

THE AUSTRALIAN BOTANIC GARDEN 4.6



The diagram on this page can be used as
reference when designing collateral for The
Australian Botanic Garden, Mount Annan.

Itis important that all colours be used in the PROCESS BLACK
proportions shown over time. This diagram
does not suggest that every single colour in
exactly the proportions illustrated here must
be used on all collateral.

PMS 5845

Please note: The diagram does not show
white. The use of ‘white space’ is an important
consideration and should be taken into account

- s . PMS 1675 PMS 7540
when designing communications material.

PMS 7538 PMS 383 PMS 5425

PMS 5473

THE AUSTRALIAN BOTANIC GARDEN 4.7






The Blue Mountains Botanic Garden, Mount Tomah
brandmark is the most important visual
representation of the brand. The brandmark
consists of two elements:

+ The symbol- Tree of Knowledge
+ Thelogotype - ‘The Blue Mountains
Botanic Garden Mount Tomah’

It is important that the brandmark is

applied consistently and correctly. Master
artwork must always be used every time

the brandmark appears. Master artwork

files are available upon request. A digital
file reference guide and contact details are
included in this document.

There are two variations of the brandmark.
Version A, shown here, should be used as first
preference. Version B, occupies less vertical
space and should only be used in exceptional
circumstances - see page 6.4 for more details.

The relationship between the two elements
in each version should never change. The
brandmark must never be altered or redrawn
in any way.

The Blue Mountains

BOTANIC GARDEN
Mount Tomah

THE BLUE MOUNTAINS BOTANIC GARDEN 5.1



BRANDMARK VARIATIONS

The Blue Mountains Botanic Garden
brandmark is available in colour and mono.

To ensure maximum visibility, always
consider the background upon which the
brandmark is placed.

The colour version of the brandmark should
always be used on a white background.
This is the preferred way to visually
represent the brand.

The mono version (positive or reversed)
should only be used when the colour
version is not appropriate. e.g. on a

coloured background or when printing The Blue Mountains
restrictions dictate. BOTANIC GARDEN
Mount Tomah
Full colour

The Blue Mountains The Blue Mountains
BOTANIC GARDEN BOTANIC GARDEN
Mount Tomah Mount Tomah

Mono (positive) Mono (reversed)

THE BLUE MOUNTAINS BOTANIC GARDEN



Clear space.

To ensure that the brandmark is clearly visible
at all times, there exists an area surrounding
the logo that is called a ‘clear space’. Other
graphic elements such as text or illustrations
should not encroach on this area.

The shaded area demonstrates the minimum .
clear space required. The measure is derived ; Flx
from the width of the tree trunk base. This ' '
distance is proportional to all sizes and
instances of reproduction.

Minimum size.

A 'minimum size' rule exists to maintain
legibility of the brandmark. The brandmark
shown far right is at minimum size. It is not
recommended to reproduce the brandmark
any smaller than shown here.

The Blue Mountains

BOTANIC GARDEN
Mount Tomah

Please note: This is a general guide only. 20mm

Printing/production techniques should 5 ) E o
be taken into account when determining The Blu;e Mou:nmms

minimum size. BOTANIC GARDEN
B S S Mount Tomah

Clear space X

THE BLUE MOUNTAINS BOTANIC GARDEN 5.3



THE BRANDMARK - VERSION B

Version B of the brandmark consists of the
same two elements as version A. In version
B, the proportions of these two elements
has been altered to decrease the amount of
vertical space.

This version of the brandmark should only be
used in circumstances where vertical space

is restricted and/or when legibility of the
logotype is compromised.

Like version A, version B is available in colour
and mono as shown here.

THE BLUE MOUNTAINS BOTANIC GARDEN

The Blue Mountains

BOTANIC GARDEN
Mount Tomah

Full colour

The Blue Mountains The Blue Mountains

BOTANIC GARDEN BOTANIC GARDEN
Mount Tomahb Mount Tomah

Mono (positive) Mono (reversed)

5.4



Clear space.

A clear space rule also applies to version B
of the brandmark.

The shaded area demonstrates the minimum
clear space required. The measure is derived
from the height of the tree. This distance

is proportional to all sizes and instances of
reproduction.

Minimum size.

The brandmark shown far right is at
minimum size.

Please note: This is a general guide only.
Printing/production techniques should
be taken into account when determining

The Blue Mountains

BOTANIC GARDEN
H Mount Tomah H

The Blue Mountains < omm
BOTANIC GARDEN

minimum size.

Clear space

THE BLUE MOUNTAINS BOTANIC GARDEN 5.5



Colour plays an important role in
communicating the personality of the
brand. The Blue Mountains Botanic Garden,
Mount Tomah identity employs a primary
and secondary colour palette.

The primary colour palette is made up of the
colours that appear in the brandmark and

it is primarily these colours that should be
used in The Blue Mountains Botanic Garden
communications material.

The secondary colour palette is made up of
the colours that appear in the brandmarks
of The Australian Botanic Garden and The
Royal Botanic Garden Sydney. These colours
can be used as complimentary colours

in communications material of The Blue

Mountains Botanic Garden. A colour usage
guide, which illustrates the proportional use

of primary and secondary colours can be
found on the following page.

The colours may vary in hue, shade and
intensity depending on the type of paper
onto which the ink is printed and the colour
mode of different media types.

To ensure accurate colour reproduction
across all modes and media types, the

following colour palette has been employed.

The recommended colour tints are listed to
the right. Pantone (PMS) and CMYK colour
values should be used for printed collateral.
RGB values should be used for ‘on screen’
communications.

Primary colour palette

PMS 5425

CMYK: 44.15.7.25
RBG: 125.154.170

PMS 5473

CMYK: 83.14.23.50
RBG: 56.110.120

PMS 7540

CMYK: 40.30.22.60
RBG: 94.98.104

PROCESS BLACK

CMYK: 0.0.0.100
RBG: 0.0.0

Secondary colour palette

75% Tint

75% Tint

75%

Tint

75%

Tint

25% Tint

50% Tint 25% Tint

50% Tint 25% Tint

50% Tint 25% Tint

PMS 1675

CMYK: 5.82.100.26
RBG: 171.78.39

PMS 5845

CMYK: 14.9.51.25
RBG: 174.170.108

PMS 383

CMYK: 26.3.93.17
RBG: 161.174.57

PMS 7538

CMYK: 24.11.2433
RBG: 156.161.153

75%

75%

75%

75%

Tint

Tint

Tint

Tint

50% Tint 25% Tint

25% Tint

25% Tint

25% Tint
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The diagram on this page can be used as
reference when designing collateral for The
Blue Mountains Botanic Garden, Mount Tomah.

Itis important that all colours be used in the PROCESS BLACK

proportions shown over time. This diagram

does not suggest that every single colour in SIS Sa2S

exactly the proportions illustrated here must

be used on all collateral.

Please note: The diagram does not show

white. The use of ‘white space’ is an important

consideration and should be taken into account

when designing communications material. PIIS 5473

> >

PMS 383
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Stationery items are often the first point of

contact a person may have with the brand.

It is therefor important that every application

consistently reflects the values of the brand. flrn

Pictured right is the business card of The
Royal Botanic Gardens & Domain Trust. A

similar layout exists for the other estates.
Yy Mrs Macquaries Road

Svidney NSW 2000 Australia

Telephone +61 2 9231 (O}
Facsimile 461 2 9231 (000
Muahile 0400 000 (00

Stationery should always be created from
master artwork and should never be recreated
in any way.

Please contact ....... if you require further

. . . . Email person.namegithgsyd. nsw,gov.an
information regarding business forms. o g ’

www.rghsyd. nsw.goviau

Business Card (90 x 55mm) front and back

ROYAL BOTANIC GARDENS & DOMAIN TRUST BRAND IDENTITY GUIDELINES 6.1



Stationery should always be created from e i
master artwork and should never be recreated Wl S el
in any way.

Please contact ....... if you require further ncand
information regarding business forms. e

i
w5 UG e Phagim sy e ot W9 2150

Linws, sz choie wt W, poFReTLE Sy @ L oomvssy phaner el Morts wius
e, ik e ptpecag e, trTmt vl niges Peleenges corsetar des os!

s mesps Lo s dol vt s, conmrsrt sdgecry &0 Guwns s
mala = rroweieen greecia, eE W e wTh w P Do B wtse sit Piude tiode Morts
oty s dplly e Lo o, s ro edle e rna bin. ppst o boto et
wrwt, Larei® wt o Fomw et g, glacesnt cormpan dhgrmer ver, vestinidam rom ekt
Pl bodmia iy ged = pHipipr modgat i e grn e oased wacdipnn b4 et g thiven
Whinlp piacpiv bube gmn

Wb Wi k| [reabagss B lins f il (100 o al L. Blosss magimv nagiis: ba (pairti Lo imin
BT T vy ETed L lsche s i wh| &8 st hungie Wascenas an wmar

bt nars

Yoz aly

@4

Fia—m
Pt s

A4 Letterhead (210 x 297mm) front and back
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Stationery should always be created from
master artwork and should never be recreated
in any way.

Please contact Gary Bridle 8055 if you require
further information regarding these forms.

M Moy Kl Telephemr 181 1 93
pdawy NAW 00 Ry Fanienle o8

g g

FROME Porsgn Hane FaX MOy OF #2319 0000

FOETION: Parmans Poadion
Tik Pasruan Marmes P P (03 9000 0000
OATE: 21,9310 CONFOINTIAL: Mo
CRGANTATION: Orgasistion Nams

HUMEER OF PAGES fnduding this onal: ¥

e

D
Fin o #tat e, Plasss i Svene Bl W12

Wodwm parn cholr B BT, DOrARCtEng idpecing abt. L corvealbs pharetrs tellt, Morbs
salion e, blandit el sdipiscing sy, trcidunt sed tuspis, Pellentesgus consscquat fely vl
i ol caleriagen. Lonem ipeem dolor 1% s, comechatur sdphcing elt. Quisgus
s, ricls in impercet ravicis, S00n sl CUMLR S108, B ormans dobor snet whaes it
Pl faciim. Morbs matun e, frngils sed ulrices s, depbu non nalls. Vivems ress
s, iyt wt hsctun wt amat, blindit o mi. Fuscs matus purss, placenst congus digrissm
e, vl mon tortor. hhullem hardret du sed mi phiretrs molaie omins magna
sodlalen. In 48 arret mattis dolor. Morks placerst tortor arcu

Mool rragect chai, prothurn ae il dod, ultritios i eret. Fhant sagilis tapeen nee guam
Lok 1 AT Bt €0 e RS YRR (LR S0 BT e Verapla Mase

Aan B a e e

Fonsre trudy

&H—

L P e o B L et B e e e |
Phass rrmmars v vk o yome srvewns s o st 3 o o marmod P purme

A4 Facsimile (210 x 297mm)

e B!
BOTANK AR R
o i Bar

[T T p——

[P T—— T——
] T

DL with compliments (210 x 100mm) front and back
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This example of an email signature is for
both internal and external use. It’s structure
should never be recreated in any way and Al 1200 RCE colg‘z:“jigzsztgini
should only ever be used and represented Danielle-Louise Stocks® ’ —

as shown here.

NB. Body of email to be same

Executive PrOjeCt Officer font, size and colour

Brandmark - division to which the sender belongs

The Royal

BOTANIC GARDENS
& Domain Trust

Address, contact details and website:
Arial 12pt, RGB colour = 94.98.104

Mrs Macquaries Road Sydney NSW 2000-Austraita————————————
Telephone +61 2 9231 8163 | Facsimile +61 2 9251 4403 | Mobile 0418 458 940

www.rbgsyd.nsw.gev.au

This email is intended for the addressee(s) named and may contain confidential and/or privileged information. If you are not the intended
recipient, please notify the sender and delete it immediately. Any views expressed in this emaijl are those of the individual sender except
where the sender expressly and with authority states them to be the views of the Department pf Environment, Climate Change and Water
(NSW) or the Royal Botanic Gardens and Domain Trust Sydney.

Arial 10pt, RGB colour = 156.161.153

Please consider the engironment before printing this email.

Arial 10pt, RGB colour = 161.174.57
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PROMOTIONAL COLLATERAL
Continued...

This section shows how the brandmark
can be applied effectively and consistently
across a range of collateral. It also
demonstrates an acceptable extension of
the brand’s graphic elements.

Please use these examples as a guide only.

SINVANINNLNY

AV L - HOEVYIN B
uapieb sy oqu swos

Al the World'sa Stage
(O £5 frist covered i leaves)

SHAKESPEARE SEASON
10 - 27 MARCH
THE ROYAL
BOTANIC GARDEN
SYDMEY
-t L]
AUTUMN:;_{.#_«R_TE__ o e

A3 Poster (297 x 420mm) Banners
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PROMOTIONAL COLLATERAL
Continued...

Please use these examples as a guide only.

TAALE TO NE PLACED HERE TRAGE TO BE M ERE IE PLACED HERE

Jl‘r.'l'.l‘a‘."l!lll'."l. e )
Jzz, Are, Food and Wine
(6 March - 1 May)

LA KRR :';__ JATE ™ THE QARDEN LOREM IPSLAY DOLDR
A MOFLATER WilaeiTs TR Ak e g Thuan 9wy bt Motems ot nig e Dhoas 99 o brian, Mostam o il agant
S P P —— [r—— o] s AT 1 A e 2L bl WA M o e
Toborrn 4l vilss magrs. Phawlla paderisngen maeie e e pare 8 Fhinah petaimis moiesie Grm Pl peleiigs tsiee it
e Elrna i vl esspmce] e masrem Cran charms, Wil sitrrar vl rarsm
ot ot 4 mwha m;’:"‘" s i oL R i L ipnrn cibe i teead & et Carstitie
Cam i Smekarn mv sl 041 puberae orma Pose pers Carainar ibarsilam m ol sy pbviras Bkt i o W P ey Fone
T i drurn. Frvoms vorky korpa soibuthecken ierin. e Wi sl . Wi 1. Liew
T prioapreriey e Lo o i Bt i s ke e i ac mols
[rosma— [r—
Curn wi g et W o e Frare—— Bnshripe -
inbupaws 4l viise mags m...-o?-m.-m eammss s Prian e Krrpoe wllsSusie una. e ma
e, O ilide= b, emmiitezil s Fakateen fiies iy Lo s g i i b i ol
L L ey Thu farion Suiom byt
vip gt o et koheartin b vitaa magea. Phassila s
prleiitagar mobrite divon Thes e A il W
Bt i ra g o gt mtrie i s maga ¥y 28 By [ S—
s A [T e LA :hﬁ-ll—
Eran duwm sls mommed el midwem g abe e, o i e ,_"_'_.
szl o wwns, i [y wattrem
[P

e

e E—

[

[P————

A5 Booklet (150 x 210mm) cover and spread
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PROMOTIONAL COLLATERAL
Continued...

The invitation shown here demonstrates an
acceptable layout where co-branding SHAKESPEARE SEASON
is required. OPENING NIGHT
A MIDSUMMER NIGHTS DREAM
Please use these examples as a guide only. 10 MARCH
THE ROYAL
BOTANIC GARDEN
SYDNEY

Lorem Ipsum dolor sit amet, ectatur
adipiscing wlit. Proin auctonallis massa
eget sliquam,

Suspendisse vel risus ut are interdum
liguda, sollicitudin ut feugiat quis, porta
non dolar. Donec in elit nec turpis vi.
Sed solliciwudin velutpat aliquet. Susp
endisse vl ridus ut ante interdum lgula,
sollicindin wt faugiat gquia.

MAGE TO BE FLACED YWITHIN

AUTUMNGgfARTS
Crrres et g

SHAKESPEARE SEASON
OPENING NIGHT

A MIDSUMMER NIGHTS DREAM
10 MARCH

THE ROYAL
BOTANIC GARDEN
SYDNEY

Lorem Ipsum dolor sit amet, ectatur
adipiscing wlit. Proin auctonallis massa
eget sliquam,

Suspendisse vel risus ut are interdum
liguda, sollicitudin ut feugiat quis, porta
non dedor. Dorec in it nec turpis vi.
Sed solliciwudin velutpat aliquet. Susp
endisse vl ridus ut ante interdum lgula,
sollicitudin wt fougiat quis.

MAGE TO BE FLACED YWITHIN

AUTUMNGgfARTS
Crrres et g

fie o=t BOTANIC BOTANIC GARDEN
GARDENS fasiisie '

DL Invitation (210 x 100mm)
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A set of rules and regulations have been
developed for signage layout. These rules
are generic and discretion should be used
when designing signage.

All signage should be of a consistent
style and reflect the values of the brand.
Directional information needs to be fully
legible and easy to follow.

Production techniques and materials should
also be carefully considered when designing
sighage.

For further information regarding signage of
all kinds, please contact....

dot size (c) = full point of
Avenir Roman in body copy

5 column grid with 0.4b gutter width (use only 4 column).

IMAGE

Etiam tincidunt c

nibh, volutpat

t vel. Nulla facilisis

elementum nunc placer
porta quam, et mollis |

us ornare aliquam.

0.4b 0.4b 04b 0.4b
3a | l 3a
4a
aI b
b
b
ed et mauris id arcu dignissim tincidunt nec non ante. Integer auctor dui id ipsum
auctor molestie. Praesent id diam purus, facilisis varius eros. Fusce fermentum, justo
sit amet mals da sodales, lectus purus viverra dolor, vitae vehicula mi diam non
I agna. In posuere sollicitudin ante, non mattis:metus sollicitudin id.
b |
T “Nulla gravida orci vel magna porttitor
iaculis. Vivamus suscipit placerat facilisis.
w1l Maecenas rutrum ipsum felis.
b
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SIGNAGE Continued...

5 column grid with 0.4b gutter width (use only 4 columns).

0.4b 0.4b 0.4b 0.4b

! ! ! l

4a
aI J ‘.
b] eading
.
be two lin
21 I
bl
ed et maui g
5] rec non ante. Integer ai
juctor molestie. Fraeser
facilisis varius eros. Fusce fermentum, justo
sit amet malesuada sodales, lectus purus
iverra dolor, vitae vehicula mi diam non
magna. In posuere sollicitudin ante, non
attis metus sollicitudin id.
bl -
IMAGE
IMAGE
IMAGE
7[R

ulla gravida orci vel magna porttitol
iaculis. Vivamus suscipit placerat fa
Maecenas rutrum ipsum felis.

Etiam tincidunt commodo nibh, volutpat

um nunc placerat vel. Nulla facilisis

porta quam, et mollis lacus ornare aliquam

ROYAL BOTANIC GARDENS & DOMAIN TRUST BRAND IDENTITY GUIDELINES

Xed et mauris id arcu dignissim tincidunt
nec non ante. Integer auctor dui id ipsum
auctor molestie. Praesent id diam purus,
facilisis varius eros. Fusce fermentum, justo
sit amet malesuada sodales, lectus purus
viverra dolor, vitae vehicula mi diam non
magna. In posuere sollicitudin ante, non
mattis metus sollicitudin id.

IMAGE

IMAGE

Nulla gravida orci vel magna porttitor
iaculis. Vivamus suscipit placerat facilisis.
Maecenas rutrum ipsum felis.

Etiam tincidunt commodo nibh, volutpat
elementum nunc placerat vel. Nulla facilisis
porta quam, et mollis lacus ornare aliquam.




A website is an important part of any
brand identity. Shown here are some
examples of how the brand identity can
be used on the internet.

Please note these are concepts only
and design should not be limited to
these examples.

EEumiwing | i ol Gabvinst il

= e T T AN
CLARTIEML e
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All uniforms and apparel should be simple
and functional. The brandmark should be
positioned top right whenever possible and
should be of a considered size for the item
itison.

Depending on the method of reproduction
used (e.g. embroidery, screen printing), the
full colour version of the brandmark should
be used. Where this is not possible, the

mono version of the logo should be used.

Designs and layouts are indicative only.
Please liaise with uniform suppliers when
ordering uniforms.

guide
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Vehicles are a moving representation of the
brand and should always represent core
values and beliefs.

Examples of the brand applied to vehicles
can be seen opposite.

ROYAL BOTANIC GARDENS & DOMAIN TRUST BRAND IDENTITY GUIDELINES



Examples of how the brand may be applied
within a retail context are shown here - bag,
wrapping paper and t-shirt.

Please note these are concepts only and
designs should not be limited to the
examples shown opposite.

BOTANIC GARDEN
Sy

Evcry plant bas a story to tell.
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TYPE FACES

There are two font families that can be
used in communication material across
all brands.

The primary and most preferred font family

is Avenir, shown here in the two preferred
weights. This font can be used for headings,
sub headings and text in print publications,
press advertisements and general
promotional material.

The secondary font family is Adobe
Garamond Pro. This font formed the

basis for the logotype of each brand. As a
general rule, the use of this font - shown
here in the preferred weights - should be
limited to corporate stationery, corporate
communication material and livery.

In cases where neither of these fonts are
available, Arial Regular and Arial Bold may be
used. e.g. as html text online.

ROYAL BOTANIC GARDENS & DOMAIN TRUST BRAND IDENTITY GUIDELINES

Avenir Book

Adobe Garamond Pro Regular

AaBbCc

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwyyz
1234567890

Avenir Heavy

AaBbCc

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwyyz
1234567890

Adobe Garamond Pro Italic

AaBbCc

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwyyz
1234567890

AaBbCc

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwyyz
1234567890

7.1



The Royal Botanic Gardens & Domain Trust Do not rotate Do not distort Do not separate elements Do not add effects

brandmark has been used do demonstrate
examples of incorrect use. The examples
shown here are applicable across all brands.

The Royal

T Rﬂyﬂl BOTANIC GARDENS
BOTANIC GARDENS & Domain Trust
& Domain Trust
Do not place on a photographic Do not alter the relationship
Do not alter the colour Do not alter the logotype or coloured background between the elements

BOTANIC GARDENS
& Domain Trust
The Royal The Royal
BOTANIC GARDENS BOTANIC GARDENS
& Domain Trust & Domain Trust
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When requesting master artwork, please refer
to the file names as listed here.

ROYAL BOTANIC GARDENS & DOMAIN TRUST BRAND IDENTITY GUIDELINES

VERSION A .
The Royal The Royal The Australian The Blue Mountains
BOTANIC GARDENS BOTANIC GARDEN : BOTANIC GARDEN BOTANIC GARDEN
& Domain Trust Sydney R Mount Annan Mount Tomah
FULL COLOUR : :
PMS RBGDT_A_PMS.eps : RBGS_A_PMS.eps ! ABG_A_PMS.eps BMBG_A_PMS.eps
CMYK RBGDT_A_CMYK.eps : RBGS_A_CMYK.eps ABG_A_CMYK.eps BMBG_A_CMYK.eps
RBGDT_A_CMYK.jpg ! RBGS_A_CMYK,jpg ! ABG_A_CMYK,jpg BMBG_A_CMYK jpg
RGB RBGDT_A_RGB.jpg RBGS_A_RGB.jpg ABG_A_RGB.jpg BMBG_A_RGB.jpg
MONO : :
POSITIVE RBGDT_A_M.tif  RBGS_A_M.tif * ABG_A_M.tif BMBG_A_M.tif
RBGDT_A_M.eps : RBGS_A_M.eps . ABG_A_M.eps BMBG_A_M.eps
RBGDT_A_M.jpeg ¢ RBGS_A_M,jpeg ¢ ABG_A_M.jpeg BMBG_A_M,jpeg
REVERSED RBGDT_A_M_R.eps RBGS_A_M_R.eps ABG_A_M_R.eps BMBG_A_M_R.eps
VERSION B :
The Royal The Royal The Australian The Blue Mountains
BOTANIC GARDENS BOTANIC GARDEN BOTANIC GARDEN : BOTANIC GARDEN
& Domain Trust Sydney Mount Annan R Mount Tomah
FULL COLOUR : : :
PMS RBGDT_B_PMS.eps ! RBGS_B_PMS.eps ! ABG_B_PMS.eps ! BMBG_B_PMS.eps
CMYK RBGDT_B_CMYK.eps : RBGS_B_CMYK.eps : ABG_B_CMYK.eps : BMBG_B_CMYK.eps
RBGDT_B_CMYK.jpg * RBGS_B_CMYK.jpg : ABG_B_CMYK,jpg : BMBG_B_CMYK.jpg
RGB RBGDT_B_RGB,jpg : RBGS_B_RGB.jpg : ABG_B_RGB.jpg : BMBG_B_RGBjpg
MONO : :
POSITIVE RBGDT_B_M.tif : RBGS_B_M.tif : ABG_B_M.tif BMBG_B_M.tif
RBGDT_B_M.eps : RBGS_B_M.eps : ABG_B_M.eps BMBG_B_M.eps
RBGDT_B_M.jpeg : RBGS_B_M.jpeg ¢ ABG_B_M.jpeg BMBG_B_M.jpeg
REVERSED RBGDT_B_M_R.eps RBGS_B_M_R.eps : ABG_B_M_R.eps BMBG_B_M_R.eps




For more information regarding the NSW
Botanic Gardens Brand Identity Guidelines
please contact:

Gary Bridle on (02) 9231 8055
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