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W e  a c k n o w l e d g e  t h e  W a d a n d i  p e o p l e 
a s  t h e  t r a d i t i o n a l  o w n e r s  o f  t h i s 
r e g i o n ,  a n d  p a y  r e s p e c t  t o  t h e i r 
e n d u r i n g  c o n n e c t i o n s  t o  B o o d j a 
( C o u n t r y )  t h r o u g h  s o n g s ,  s t o r i e s , 
s p i r i t u a l i t y  a n d  C u l t u r a l  l o r e .
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Tens of millions of years ago, long before humans walked the earth, something happened in this remote corner of the planet. 

The continents of Australia, India and Antarctica were joined at one point in the supercontinent of Pangea. As Pangea divided, a piece of 

Australia was ripped away by the dividing continents of India and Antarctica. A geological island-within-an- island was formed, surrounded 

by three seas; connected to the rest of Australia by a land bridge. 

This land was spared the ravages of ice during the ice ages and desertification during drier periods. This land became a refuge for an ex-

ceptional abundance of plants and animals to survive, thrive and evolve. Life here flourished. 

For over 50,000 years this land has supported one of the world’s longest, unbroken human  occupations, resulting in  an immensely deep 

cultural knowledge and connection to the land. It is the traditional land of the Wadandi Aboriginal people; the Saltwater People. 

The Wadandi have lived here through the last ice age. They have adapted and survived through tens of thousands of years through an 

intrinsic knowledge of how to care for, and benefit from, the abundance of this island refugium. 

This land has changed in many ways during this long history. Yet, today, it remains a place of immense significance and of rich biodiversity. 

People come to share in the culture and environment of this land, and to gain from  an  appreciation and understanding of nature and life 

at its best. 

This place is known today as the Margaret River Region, on Wadandi Boodja (Wadandi Country).
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In the same way that nature connects as all, we have a number of distinctive design elements to help our brand positioning come  

to life. The aesthetic celebrates the beauty and abundance of nature through carefully selected imagery, combined with design  

assets that give an effortless flow to all our communications and collateral. Space is a premium too. It gives a brand confidence  

and sophistication; our region has an abundance of nature, but we don’t want our brand design to be cluttered. So we use space  

wisely, to give copy and headlines and images and logo lock-ups the space to breathe. Speaking of lock-ups, they are a crucial  

part of this identity as they use a typeface that has the feel of the ebb and Flow of the tide; the wind coming from one direction  

and then the other; the push and pull, the breathe in and breathe out; a font that feels like it truly belongs to this place.  

The Margaret River Region. Let’s use it to show Australians and the world just how generous this place can be. 

A E ST H E TIC
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WORDMARK
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M A ST E R  B R A N D M A RK

This  is  the off ic ia l  M asterbrand for  the M argaret 

River  Region.  The arrangement of  type forms the 

M asterbrand.  This  M asterbrand is  representative 

of  the region and i t  is  the image that is  seen in  the 

marketplace,  therefore reproduction qual i ty  is  of  the 

utmost importance.

These brand guidel ines contain information for  the 

correct  usage and reproduction of  the M argaret 

River  Region brand identity.  Compl iance with these 

guidel ines is  essentia l  to ensure that a uni form visual 

image is  achieved and maintained.

PLEASE NOTE

The brandmark is  never to be redrawn nor should the 

letter  forms or  letter-spacing be a ltered in  any way.  

I t  must only be reproduced by electronic means.
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RE P RO D U C TIO N

The brandmark is  avai lable in  d i fferent formats to maximise legibi l i ty,  with a 

strong contrast  between the brandmark and the background.

POSITIVE 

General ly  the brandmark appears on a l ight  background (preferably white) , 

in  which case i t  should appear in  fu l l  colour within the colour palette.

ALTERNATE 

When the brandmark appears on a darker background,  an a lternate colour 

option (white or  Pantone 466)  is  to be used.

MONO/ONE COLOUR 

The mono version of  the logo should only be used when pr int ing is  restr icted 

to just  one colour .  The brandmark may be produced in  black.

COLOUR REVERSE

I f  the brandmark needs to be placed on a dark or  black background under 

B&W print ing condit ions,  the brandmark should appear in  white.  Please 

ensure the brandmark is  c lear ly  legible.
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C L E A R  S PAC E

The distance between the brandmark and other objects and text  is  known as the ‘c lear space’ .  This  space is  represented by M.  At  a l l  t imes the length of  M should be kept 

free from typography,  photography,  i l lustrat ions and any other graphic devices.  M is  determined by the height and width of  the “M” in  MARGARE T.
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S IZ E  RE P RO D U C TIO N

The brandmark must a lways appear legibly  on a c lear background. 

To protect the c lar i ty and visual  integrity of  the brandmark,  a 

ser ies of  ru les have been determined.

For consistency,  a  general  brandmark s ize has been provided. 

This  is  the s ize that the brandmark should appear on a l l  A4 

publ icat ions,  stat ionery,  advert is ing and documents.  I deal ly 

The minimum size that the brandmark should be used is  20mm 

tal l .  This  is  represented in  the f igure below. 

When the logotype is  required at  s izes larger than 2000mm tal l , 

p lease contact the M argaret River  Region team for guidance. .

GENERAL SIZING

MINIMUM SIZE
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I NC O RREC T  U SAGE

On this  page are a number of  common mistakes when 

implementing the brandmark.  Protect ing the M argaret River 

Region brandmark means a lways ensuring that i t  is  represented 

consistent ly  and accurately,  in  accordance with this  style guide.

—

N ote:  E lectronic versions are avai lable,  so the brandmark should 

never be redrawn or recreated d igita l ly.

D o  n o t  r e d r a w  t h e  b r a n d m a r k .  O n l y  u s e 
s u p p l i e d  f i l e s  t o  e n s u r e  t h a t  c o n s i s t e n c y 
i s  m a i n t a i n e d .

D o  n o t  s t r e t c h  o r  w a r p  t h e  w o r d m a r k .

D o  n o t  a l t e r  t h e  p r o p o r t i o n s  o r  s i z e 
r e l a t i o n s h i p s  w i t h i n  t h e  w o r d m a r k .

D o  n o t  u s e  c o l o u r s  o t h e r  t h a n  t h o s e  o u t l i n e d 
i n  t h i s  g u i d e .

D o  n o t  o u t l i n e ,  f i l l ,  t e x t u r e  o r  d i s t o r t  t h e 
w o r d m a r k .
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A LT E RN AT E  B R A N D M A RK

An alternate brandmark exists  for  t imes when height is  l imited.  This  ‘hor izontal ’  wordmark should be used select ively and is  best  su ited for  use on landscape appl icat ions 

or  in  instances where photography is  the main feature (a magazine cover for  example) .  This  wi l l  p lace the focus on the imagery,  whi le  ensuring that the M argaret River 

Region logo is  st i l l  present.
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SUB-REGION WORDMARKS
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S U B - REGIO N  WO RD M A RKS

A wordmark has been crafted to represent each of  the four sub-regions.  These regional  wordmarks should be treated with the same care and respect as the M argaret 

River  Region wordmark,  applying the same ru les around reproduction,  format,  s izing and clear space.  These wordmarks should never be re-drawn or recreated.  Al l 

formats of  the wordmarks are avai lable as part  of  the master asset l ibrary.
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FONTS
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FO N T S

To achieve consistency across a l l  appl icat ions of  the M argaret 

River  Region brand,  the preferred font fami ly  to be used is  LOTO. 

This  font should be used for  a l l  body copy,  pul louts and sub-

headings.  H eadings and mastheads should be set  in  Brodaers 

Expanded or  B odoni  B ook.  These fonts have more personal i ty,  are 

bolder and more expressive,  in ject ing character into layouts.

On occasions when fonts cannot be embedded (emai l  s ignatures, 

word documents and PowerPoint  templates)  or  i f  web/digita l  fonts 

are required,  p lease use the font Cal ibr i  Regular  for  headings and 

Cal ibr i  Regular  for  body copy.



19

M RR  P RI M A RY  FO N T M RR  W E B SA F E  FO N T S

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz

1234567890!@#$%?&*()<>?_+

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz

1234567890!@#$%?&*()<>?_+

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz

1234567890!@#$%?&*()<>?_+

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz

1234567890!@#$%?&*()<>?_+

LOTO LIGHT

LOTO REGULAR

LOTO REGULAR

LOTO REGULAR

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz 

1234567890!@#$%?&*()<>?_+

Calibri Regular

M RR  H E A D L I N E  FO N T S

AaBbCcDdEeFfGgHhIiJjKkLlMm

NnOoPpQqRrSsTtUuVvWwXxYyZz

1234567890!@#$%?&*()<>?_+

AaBbCcDdEeFfGgHhIiJjKkLlMm
NnOoPpQqRrSsTtUuVvWwXxYyZz 
1234567890!@#$%?&*()<>?_+

BRODAERS EXPANDED

Bodoni book
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COLOUR
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INSPIRATION FOR THE REGIONAL COLOUR PALETTE

C O LO U R

First  and foremost the colour palettes for  the region and i ts  sub-regions 

are inspired by the region i tsel f  and the towns.  N ot a lways in  a l i teral  way, 

but  more trying to capture the essence and ‘ feel ’  of  each town,  whi lst 

s imultaneously laddering-up to a cohesive masterbrand palette for  the 

region as a whole. 

As we know,  nature is  a l l  about balance.  S o in  the colour palettes we balance 

the more premium, sophist icated,  lush,  deep,  nat ive and r ich tones you f ind 

in  the natural  world ,  with more soft ,  e legant ,  l ight ,  feminine and coastal 

tones.  This  keeps the brand premium, but at  the same t ime i t  softens the 

edges so the brand is  st i l l  comfortable,  approachable and relaxed.
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A  WO RL D  O F  C O LO U R

A palette of  colours has been developed that ref lects the generous colours that are found in  the M aragaret River  Region.  These have been c lassi f ied into dark and l ight 

swatches.  The d iversity in  the colours and variat ion in  their  depth should a l low for  plenty of  f lex ibi l i ty.  At  a l l  t imes,  contrast  should be maintained so that a l l  e lements of 

a design are c lear and legible.

P RE M I U M

S O P H I STICAT E D

N AT U R A L

L U S H

F E RTI L E

D E PT H

N ATI V E

F E M I N I N E

L IGH T

K I N D

S O F T

E A RT HY

C OA STA L

C O N T E M P O R A RY
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M A RGA RE T
RI V E R
REGIO N
B R A N D 
C O LO U RS

P RI M A RY  C O LO U RS
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M A RGA RE T
RI V E R
REGIO N
B R A N D 
C O LO U RS

These swatches represent the  core 

brand colours that represent the 

region.  They should be the ‘hero’ 

when producing artwork that 

represents the region as a whole.

DA RK  PA L E T T E

REGIO N  FO RE ST
PANTON E 561 C
CMYK 92 4 8 59 34
RGB 0 82 82
# 005252

REGIO N  G O L D
PANTON E 466 C
CMYK 33 3 8 60 0
RGB 171 14 8 113
# ab9370

REGIO N  B RU S H
PANTON E 5615 C
CMYK 60 35 58 39
RGB 94 116 97
# 5e7461

REGIO N  E U CA LYPT U S
PANTON E 5625 C
CMYK 57 22 61 21
RGB 112 133 115
# 708573

REGIO N  O C E A N
PANTON E 5405 C
CMYK 79 52 44 20
RGB 61 96 109
# 3d606d

REGIO N  N IGH T
PANTON E 2188 C
CMYK 93 62 4 8 33
RGB 14 72 89
# 0e4 859

REGIO N  GR A P E
PANTON E 4109 C
CMYK 4 8 53 40 4
RGB 135 115 125
# 87737d

REGIO N  GR A S S
PANTON E 5777 C
CMYK 39 19 73 14
RGB 162 165 104
# a2a568

REGIO N  S C RU B
PANTON E 5605 C
CMYK 66 3 8 70 69
RGB 34 55 4 3
# 22372b

REGIO N  N IGH T  S KY
PANTON E 546 C
CMYK 85 61 62 62
RGB 7 4 3 49
# 072b31
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M A RGA RE T
RI V E R
REGIO N
B R A N D 
C O LO U RS

The swatches are a l l  matched to 

a Pantone colour which can then 

be broken down into CMYK,  RGB or 

hex values to ensure consistency of 

colour regardless of  the pr inted or 

d igita l  appl icat ion.

L IGH T  PA L E T T E

REGIO N  S KY
PANTON E 629 C
CMYK 30 0 15 0
RGB 176 223 219
# b0dfdb

REGIO N  GRE Y
PANTON E 5405 C
CMYK 79 52 44 20
RGB 61 96 109
# 3d606d

REGIO N  D U S K
PANTON E 4 88 C
CMYK 5 25 30 0
RGB 23 8 195 172
# eec3ac

REGIO N  P E TA L
PANTON E 7611 C
CMYK 14 28 26 0
RGB 221 188 176
# ddbcb0

REGIO N  S L AT E
PANTONE WARM GRAY 2 C
CMYK 20 19 24 0
RGB 203 196 188
# cbc4bc

REGIO N  SA N D
PANTON E 904 3 C
CMYK 8 7  16 0
RGB 234 229 213
# eae5d5

REGIO N  SAGE
PANTON E 5575 C
CMYK 35 18 33 0
RGB 170 185 171
# aab9ab

REGIO N  AQ UA
PANTON E 3252 C
CMYK 58 0 31 0
RGB 99 198 189
# 63c6bd

REGIO N  V I N E
PANTON E 4204 C
CMYK 27 16 47 0
RGB 190 194 150
# bec296

REGIO N  GRE E N
PANTON E 2254 C
CMYK 30 2 40 0
RGB 183 215 170
# b7d7aa
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M A RGA RE T
RI V E R
REGIO N
B R A N D 
C O LO U RS 
( TI N T S )

The core brand swatches 

can then be d i luted into a 

fu l l  palette of  t ints  that can 

be used as backgrounds, 

frames,  h ighl ights and 

contrast ing elements on darker 

backgrounds.

6 0 %

8 0 %

70 %

3 0 %

1 5 %

4 0 %
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M A RGA RE T
RI V E R
REGIO N
S U B - REGIO N
B R A N D 
C O LO U RS

M A RGA RE T  RI V E R

BU S S E LTO N

D U N S B O RO U GH

AU GU STA

To compl iment the core colour 

palette a sub-palette has 

then been developed for  each 

of  the four regions.  A pair  of 

hero colours s i t  a longside the 

region gold and region night 

swatches. 
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M A RGA RE T
RI V E R
REGIO N
S U B - REGIO N
B R A N D 
C O LO U RS

BU S S E LTO N AU GU STA

M A RGA RE T  RI V E R D U N S B O RO U GH

REGIO N  G O L D
PANTON E 466 C
CMYK 33 3 8 60 0
RGB 171 14 8 113
# ab9370

REGIO N  G O L D
PANTON E 466 C
CMYK 33 3 8 60 0
RGB 171 14 8 113
# ab9370

REGIO N  G O L D
PANTON E 466 C
CMYK 33 3 8 60 0
RGB 171 14 8 113
# ab9370

D U N S B O RO U GH  D U S K
PANTON E 4 88 C
CMYK 5 25 30 0
RGB 23 8 195 172
# eec3ac

AU GU STA  GR A S S
PANTON E 621 C
CMYK 18 4  15 0
RGB 207 224 216
# cfe0d8

REGIO N  G O L D
PANTON E 466 C
CMYK 33 3 8 60 0
RGB 171 14 8 113
# ab9370

M A RG S  V I N E
PANTON E 4204 C
CMYK 27 16 47 0
RGB 190 194 150
# bec296

BU S S O  SA N D
PANTON E 904 3 C
CMYK 8 7  16 0
RGB 234 229 213
# eae5d5

REGIO N  N IGH T
PANTON E 2188 C
CMYK 93 62 4 8 33
RGB 14 72 89
# 0e4 859

REGIO N  N IGH T
PANTON E 2188 C
CMYK 93 62 4 8 33
RGB 14 72 89
# 0e4 859

REGIO N  N IGH T
PANTON E 2188 C
CMYK 93 62 4 8 33
RGB 14 72 89
# 0e4 859

D U N S B O RO U GH  AQ UA
PANTON E 3252 C
CMYK 58 0 31 0
RGB 99 198 189
# 63c6bd

AU GU STA  B RU S H
PANTON E 556 C
CMYK 60 22 53 2
RGB 111 160 136
# 6fa088

REGIO N  N IGH T
PANTON E 2188 C
CMYK 93 62 4 8 33
RGB 14 72 89
# 0e4 859

M A RG S  GR A P E
PANTON E 4109 C
CMYK 4 8 53 40 4
RGB 135 115 125
# 87737d

BU S S O  S KY
PANTON E 629 C
CMYK 30 0 15 0
RGB 176 223 219
# b0dfdb
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M A RGA RE T
RI V E R
REGIO N
S U B - REGIO N
C O LO U R  
C O M B I N ATIO N S

To ensure consistency and 

contrast ,  a  su ite of  preferred 

colour combinations have 

been devised.  These are 

i l lustrated (r ight)  with the 

larger swatches showing 

the preferred colours s i tt ing 

a longside each other .

BU S S E LTO N AU GU STA

M A RGA RE T  RI V E R D U N S B O RO U GH
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GRAPHIC DEVICES
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Alongside the core design elements of  typography,  colour and logo lock-ups, 

we have a lso included in  this  guide a few design devices than can be used 

where appropriate.  This  is  a new brand guidel ine and fresh to most people 

eyes,  so i t  wi l l  develop over t ime and become a more ref ined suite of  assets 

as col lateral  and campaigns get rol led out .  These devices aren’t  essentia l  or 

mandatory,  but  they give a guide of  what can be possible when working with 

the M argaret River  Region brand.

GR A P H IC  D E V IC E S
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T h e  ‘ f l o w ’  p a t t e r n  i s  a  b a c k g r o u n d ,  f r a m i n g  a n d  d e s i g n  
d e v i c e  t h a t  r e f e r e n c e s  t h e  l a n d ,  t h e  s e a  a n d  t h e  s k y . 
T h e  c a s u a l  l i n e s ,  b r e a k  t h e  h a r d  e d g e s  o f  i m a g e s  a n d 

g u i d e  t h e  v i e w e r ’ s  e y e .
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H E A D E R  &  FO OT E R F R A M I NG GU I D I NG

Cuts of  the f low patterns can be used to create a 

header and footer e lement for  a page.  The page 

content then s i ts  within these elements.

Using the patterns as fu l l-bleed backgrounds 

can add a strong brand presence to layouts , 

publ icat ions and socia l  media content .

Placing cuts of  the f low patterns on the left  and 

r ight extremit ies of  a page can be used to guide a 

reader ’s  eye through a layout.
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A BIG
WET HUG
FROM
NATURE
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T h e  M a r g a r e t  R i v e r  R e g i o n  i l l u s t r a t i o n  s t y l e  i s  l o o s e 
a n d  c a s u a l ,  c a p t u r i n g  i m a g e r y  i n  a s  f e w  l i n e s  a s  p o s s i b l e 
w i t h  e x p r e s s i v e  s t r o k e s  a n d  m i n i m a l  d e t a i l .  T h e s e  f r e e h a n d 
e l e m e n t s  a r e  u s e d  t o  a d d  i n t e r e s t  t o  a  l a y o u t .
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A  s e r i e s  o f  b e s p o k e  i c o n s  h a v e  b e e n  d r a w n  t h a t 
c o m p l e m e n t  t h e  t y p o g r a p h i c  s t y l i n g  u s e d  i n  t h e  M a r g a r e t 

R i v e r  R e g i o n  l o g o t y p e  a n d  r e g i o n a l  l o g o t y p e s .  T h e s e  i c o n s 
b r i n g  p e r s o n a l i t y  t o  a  f u n c t i o n a l  p i e c e  o f  t h e  b r a n d  t o o l k i t 

t h a t  i s  o f t e n  g e n e r i c  a n d  l a c k i n g  s t y l e .
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A  k e y  c o m p o n e n t  o f  t h e  M a r g a r e t  R i v e r  R e g i o n  b r a n d 
i d e n t i t y  i s  a  s e r i e s  o f  p u r p o s e - s h o t  t e x t u r e s  t h a t  c a p t u r e 

t h e  b e a u t y  a n d  d i v e r s i t y  i n  t h e  l o c a l  f l o r a ,  f a u n a  a n d 
n a t u r a l  l a n d s c a p e .  T h e s e  t e x t u r e s  m a y  b e  u s e d  a s  

s t a n d - a l o n e  d e s i g n  e l e m e n t s  o r  u s e d  a s  b a c k g r o u n d  t o 
l a y e r  o t h e r  e l e m e n t s  u p o n .
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T h e  M a r g a r e t  R i v e r  R e g i o n  b r a n d  s t y l e  i s  d e f i n e d  b y 
b u i l d i n g  u p  l a y e r s  o f  p h o t o g r a p h y ,  t e x t u r e ,  p a t t e r n  a n d 
i l l u s t r a t i o n  c r e a t i n g  d e p t h  a n d  a b u n d a n c e  w h i c h  b r i n g s  

t o  l i f e  t h e  ‘ G e n e r o u s  N a t u r e ’  n a r r a t i v e . 
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M A RGA RE T
RI V E R
REGIO N
L AYE RI NG

To ensure consistency and 

contrast ,  a  su ite of  preferred 

colour combinations have 

been devised.  These are 

i l lustrated (r ight)  with the 

larger swatches showing 

the preferred colours s i tt ing 

a longside each other .

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed diam nonummy nibh euismod.

SUMMER
IS CALLING

margaretriver.com

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed diam nonummy nibh euismod.

THE TASTE
OF THE
SOUTH-WEST

margaretriver.com

margaretriver.com

margaretriver.com
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L AYE RS  U P O N  L AYE RS

A select ion of  possible layered layouts that can be used to arrange images,  textures,  pattern and i l lustrat ive elements in  a unique and engaging way.
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BRAND ASSET DIRECTORY
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B R A N D
A S S E T
D I REC TO RY

Al l  of  the M argaret River  Region 

brand assets are accessible through 

the l ink  below. 

Al l  of  the brand components that 

are descr ibed in  this  guide can be 

downloaded in  a range of  formats 

for  use.  The d irectory structure to 

the r ight provides guidance on the 

location of  each element.

B R A N D  A S S E T S

https://mrbta.sharepoint.com/:f:/g/brand/EiVVpnF4uy9GqL4vwFW8gmUBI6C-4UwdDgJAOPrcg3MhoA?e=NufmEC

