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Policy 1 – Municipal Brand 
  Ref: DOC/22/8411 

  Adopted: 6 October 2003 

Minute 208/03 

  Version: 5 

  Reviewed Date: 15 August 2022 

  Council Minute No: 127/22 

 Statutory Authority: Local Government Act 1993 – Section 336 

 
   

OBJECTIVE    

To ensure the municipal brand is only used with the approval of Council. 
 

POLICY 

1. The General Manager is authorised to approve the use of the municipal brand 
by community organisations representative of or identified within the Dorset 
Municipal Area. 

2. Applications for the use of the municipal brand for commercial purposes will not 
be encouraged, however, applications are to be considered by Council and if 
approved, the usage is to be licensed with conditions of use and the payment of 
a fee to be determined by Council at the time of approval. 

3. Use of the brand on publications is to be selected from the attached brand 
templates and in accordance with the Dorset Council Brand Guidelines (V1.0 
September 2018 (Ref: DOC/18/4734). 
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THE IMPORTANCE OF BRANDING
A brand is an amazing thing.

Enormously powerful. Enormously fragile.

Building a brand takes vision. It takes drive and sweat. And 
perhaps most importantly, it takes practice. Practice in 
remaining committed to the essence of our brand and what our 
message is to the world.

It is important not to undervalue the importance of brand 
consistency. Research has proven that consistency raises 
awareness and helps to provide an emotional connection. The 
more single-minded we are in the delivery of our message, 
the more powerful and far less fragile our brand will be. We 
recommend you regularly refer to our brand guidelines for 
clarity and consistency.
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WHY DORSET?
The region of Dorset, as it looks to progress by leaps and 
bounds, is in a great position to leverage its unique proposition 

- making the move or shift both in mindset and location toward 
living in the North-East of Tasmania - we can thrive in a climate 
of opportunity. This positioning effectively can create a higher 
level of brand awareness in the mind of the consumer and like-
minded potential resident and community member.

Where most councils are criticised for stifling new 
developments and ideas, Dorset stands apart with its 
willingness to truly work with developers, innovators and 
investors to see projects get off the ground. In many ways, 
the North-East is a blank canvas ripe to attract new talent, 
development and to see families put down their roots. 

Dorset is ripe and ready for a new era of innovation, investment, 
and a chance to build a new community of residents who are 
looking to prosper. It’s all ready for the picking for those willing 
to make the leap across the Strait.
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Supporting the Dorset brand is the idea of ‘it’s in the making’. Tasmania’s 
North‑East region is where the climate is ripe for the picking. Where the 
cool air and open fields, endless beaches and rugged beauty is matched 
by the warmth of the community and those around us. 

The North‑East region is not our destination, it’s our journey. It’s where 
we find our voice, our purpose, our dreams. It’s where the soil is ready 
to plant roots for generations to come…
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DORSET’S VISUAL IDENTITY
A brand is much more than a logo, but using 
our logo, fonts, colours and supporting 
graphics consistently throughout all of our 
communications is essential for ensuring we are 
immediately recognisable.

Please refer to the next pages of this document for details on 
the core elements.
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The Dorset Logo
The Dorset logo includes the facets of Dorset device, which is 
an abstract graphic based on the shape of the Dorset region 
and its major arteries. This iconic regional mnemonic represents 
future-driven thinking through its potential use as ‘origami’ to 
create limitless objects and ideas.

The facets device is combined with clear and approachable italic 
typography, representing our attitude to communication. 

The logo is ideal to be used in its reverse form over regional 
photographs, creating unique and colourful negative shapes 
within the facets. It can also be used in its gradient versions 
or where a single colour is required slate grey or the mono 
versions should be used.

On some materials, the use of the Dorset device alone may be 
appropriate, but this should be reserved for situations where 
the Dorset logo is represented in full elsewhere.

Consistent use of our logo on all of our documents, 
communications and marketing is essential. The Dorset logo is 
an enormous asset and must be used carefully and respectfully. 
Refer to this document regularly to ensure a consistent brand 
look and feel.
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TEAL

Using the Logo

Logo Versions

There are two layout options available for the logo; horizontal 
and vertical.

Versions of the logo in both layouts have been created in 
file types to suit print and digital applications. The slate grey 
version is available in spot colour as well as CMYK to suit 
various printing process requirements.

The logo is also available in reverse and mono, along with four 
gradient versions.

GR ADIENT OPTIONSSOLID OPTIONS

SLATE GREY 
(SPOT AND CMYK)

BLACK

REVERSE

YELLOW

PURPLE

RED08.



Other Elements

The facet device is available on 
its own, along with the it’s in the 
making tagline. Versions of these are 
available in file types to suit print and 
digital applications. 

Slate grey versions are available in 
spot colour as well as CMYK to suit 
various printing process requirements.

These files are also available in 
reverse and mono, along with four 
gradient versions.

GR ADIENT OPTIONS

SOLID OPTIONS

REVERSESLATE GREY 
(SPOT AND CMYK)

YELLOW TEAL PURPLE RED

BLACK
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Using the Logo

Isolation Area

An isolation area around the logo must 
be observed to maintain the integrity 
and visual impact of the logo. This 
area must remain free from other text 
or graphics.

The isolation area (X) is equal to the 
1.5x the height of the d ascender, as 
shown on the right. 

Minimum Size

To ensure legibility, the logo should be 
restricted to reproduction to the sizes 
shown. These are roughly equivalent 
to a text size of 6pt.

ISOLATION AREA

MINIMUM SIZES

18mm 10.5mm

x 1.5 =
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Using the Logo

Dos and Don’ts

The logo device can be used independently 
from the lockup, but when used with the 
text the supplied horizontal and vertical 
lockups should not be altered. When using 
the graphic alone, the full logo must also be 
used somewhere on the communication. 

Don’t alter the supplied logos in any way, 
including adding alternative colour options 
or recreating the text. The logo should 
always remain horizontal rather than being 
angled. Using the correct logo for the 
background colour should ensure there is 
never the need to apply a drop shadow to 
the logo – please ensure the logo used is 
the most legible for the application.

USE HORIZONTAL & VERTICAL 
LOCKUPS - DO NOT CHANGE 
RELATIONSHIP BETWEEN 
LOGO DEVICE  & TEXT

DO NOT CHANGE FONT OR 
USE NON-BRAND COLOURS

ENSURE YOU CHOOSE THE 
BEST LOGO FOR LEGIBILITY

DO NOT ANGLE 
THE LOGO

DO NOT ADD A 
DROP SHADOW

THE LOGO TEXT 
SHOULD NOT BE 
USED SEPARATE 
FROM THE DEVICE

THE DEVICE MAY BE 
SEPARATED FROM THE 
LOGO TEXT

DORSET
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Our Tagline
Our tagline it’s in the making conveys our 
commitment to providing our community 
with freedom and aspiration toward a better 
life; to build a home, raise a family, grow a 
business and leave a legacy. These values 
add to the future culture, employment, 
schools and homes of our region.

The tagline is typeset in lowercase Univia 
Pro Light Italic. This has been specifically 
kerned and tracked, and should never be 
reset in another font or case when used 
graphically. Please use the supplied files. 
When used in copy it should use the same 
font as surrounding, but attention can be 
drawn to it with the use of a slightly heavier 
font weight or italicising.

The tagline should not generally be used as 
a lockup with the logo, but should appear on 
all print and digital communications where 
possible and appropriate.
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Our Typography
The logo type has been specifically kerned and 
tracked and should never be reset. In situations 
where it’s not possible to use our preferred type 
family (email signatures for example) please 
use Trebuchet.

Primary Typeface

We use Univia Pro Light as our primary typeface. It should be used for body copy in all printed and 
digital communications.

• Univia Pro has a range of weights available which also come in italic

• Univia Pro is available as both a desktop and web font and it can be purchased from myfonts.com or via 
subscription from typekit.com

UNIVIA PRO LIGHT

AaBbCcDdEeFfGgHhIiJj
KkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz 
0123456789!@#$%^&*?

UNIVIA PRO MEDIUM

AaBbCcDdEeFfGgHhIiJj
KkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz 
0123456789!@#$%^&*?

STANDARD BODY COPY
Font Size 9pt
Line Height 15pt
Weight Light
Tracking -10
Kerning Optical

STANDARD HEADER

Font Size 15pt
Line Height 20pt
Weight Medium
Tracking 50
Kerning Optical
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Our Colour Palette

Our colour palette provides 
consistency throughout 
our marketing and 
communications. 

Colour codes have been provided for 
all print and digital media applications 
including Pantone® (PMS), CMYK, 
RGB and HTML.

Solid Colours

When the logo must be represented 
in a single colour, slate grey or black 
should be used. When printing these 
can either be printed as a Pantone spot 
colour or using the CMYK breakdown.

PANTONE 7544 C
C 35  M 14  Y 11  K 34

R 118  G 141  B 153

HEX #768D99

PANTONE PROCESS BLACK C
C 0  M 0  Y 0  K 100

R 35  G 31  B 32

HEX #231F20
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C 0  M 0  Y 100  K 10 
–  C 70  M 0  Y 100  K 0
R 238  G 220  B 0 
–  R 80  G 184  B 72

HEX #758592 
–  #50B848

C 70  M 0  Y 100  K 0 
–  C 100  M 20  Y 0  K 0
R 80  G 184  B 72 
–  R 0  G 149  B 218

HEX #50B848 
–  #0095DA

C 100  M 20  Y 0  K 0 
–  C 56  M 100  Y 0  K 0
R 0  G 149  B 218 
–  R 136  G 40  B 144

HEX #0095DA 
–  #882890

C 0  M 97  Y 28  K 0 
–  C 0  M 76  Y 100  K 0
R 237  G 33  B 114 
–  R 242  G 99  B 34

HEX #ED2172 
–  #F26322
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Gradient Colours

The gradients have been developed 
to create options for the logo 
representation. These can be printed 
in CMYK. In the future these may be 
used to represent specific services. 
If this occurs this style guide will be 
updated to reflect this.



HOW DORSET SOUNDS

Dorset’s Voice Map
Our VoiceMap allows us to define what we sound like and, just as importantly, what we don’t sound 
like. It's essential that our tone (how we express our personality) stays consistent.

A brand is worthless if it doesn’t connect 
with the right audiences in a relevant way.

Whispered Softly Spoken Conversational Loud In Your Face

Volume

Chilled Relaxed Switched-on Effervescent Manic

Energy

Strangers Acquaintances Colleagues Good Friends Soul Mates

Sociability

Safe Conventional Politely Opinionated Challenging Thinkers Polarising

Attitude
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Volume: 
Conversational

Most people enjoy an intelligent 
discussion, and you should be no 
different in structuring the volume 
in your writing style. Conversational, 
on this voice mapping scale, means 
‘agreeable’ and ‘approachable’ with 
a balance of being confident and 
considered along with intelligent and 
sincere. It makes sense to speak at a 
balanced, level-headed volume that is 
conversational and welcoming.

Energy: 
Relaxed

There is no hurry when relaxed. One 
can afford to be taken on a journey 
and enjoy a story. Flowing language, 
expressive dialogue and a creative 
imagination come to mind when 
writing relaxed. It is more fluid and 
friendlier to read. It feels familiar and 
at ease. Words should flow from the 
page, painting a picture as one drifts 
into a literary landscape of language.

Sociability: 
Good Friends

When it comes to business, likeability 
plays a big part in choosing partners. 
Research suggests that success in 
the workplace is guaranteed not by 
what or who you know, but by your 
popularity. That’s why it’s important 
that Dorset Council sociability must 
be at a good friends level – not overly 
close or too detached. It is human 
nature that we like people who like us, 
and likewise, we also like people who 
are similar to us. People notice, and are 
attracted to, individuals who are like 
us in regards to values, interests and 
experiences, so it is important to speak 
like you would to a friend and shy 
away from institutional, predictable, 
government–style language.

Attitude:  
Challenging Thinkers

Attitude has many influential factors 
and can define people’s impressions 
toward predictability and personality 
traits. Our proactive, go-getter 
attitude is reflected by our values 

– remaining adaptable to change, 
challenging convention and having a 
steadfast approach to making things 
happen. This proactive attitude can 
be communicated by expressing our 
opinions and using thought-provoking 
questions, in a considered, friendly 
tone. Our volume is loud, but we 
are not boorish and polarising in our 
opinions, and we are never averse to 
sharing them. 
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PHOTOGRAPHY
Background photographs should feature 
distinctive Dorset scenes. These can be 
combined with images of real Dorset locals to 
convey our strong sense of community.
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