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The purpose of this document is to provide DPMC staff with a set of guidelines to ensure the way we 

communicate is consistent and accessible to the general public.  

Our style guide is designed to set a standard of communication, leading by example in how to speak 

to our audiences. 

By making language accessible to people of all walks of life, we ensure understanding and respect. 

This set of guidelines doesn’t cover every type of writing but will act as a guide for written 

communications generally. 
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Visual design and page layout 

Visual design 

The DPMC Visual Identity Guidelines is a manual for graphic designers and a resource for staff to create 

DPMC material that is visually consistent. The guide is updated periodically, so please refer to the latest 

version available under ‘DPMC Branding’.  

 

Selecting a graphic design agency 

The CASS Web and Publishing team provides in-house design, print and web uploading services. If they 

are unavailable to meet your needs, we can design agencies from the All-of-Government panel. Please 

talk to the Communications team if you want to do this. 

 

Word templates 

To ensure consistency between DPMC documents created in Word, please use the DPMC templates, 

which include our logo and font styles. You can find these templates under ‘DPMC Branding’ on Kāinga. 

 

DPMC logos 

Please email the Communications teams for a copy of the DPMC logo, or any others you require and 

read the DPMC Visual Identity Guidelines for instructions on using the DPMC logo. 
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Voice & tone  

The DPMC uses a voice, tone and writing style that is professional, uses plain language and is a direct 
but conversational tone of voice. 

Plain Language  

Plain language is clear, concise, well-organised, can be understood after one reading and follows 
recognised plain language guidelines. The Plain Language Act 2022 promotes the use of plain English in 
official documents and websites.  

The Act requires that all public service agencies and Crown entities write their relevant documents in 
plain language. 

The Act establishes plain language officers at each reporting agency to ensure plain language 
requirements are upheld. Our Plain Language Officer is the Director Strategic Communications and 

Engagement, but everyone has a role to play. 

In practice, plain language looks like: 

• short sentences 

• active voice  

• verbs instead of nouns (where possible) 

• ‘you’ and ‘your’  

• contractions  

• Māori words, including macrons. 

Technical language 

Although we use plain language, it’s important that we retain technical, legal and regulatory naming 

conventions. Where possible, support these with a plain language explanation. 

Legal language 

• If we’re talking about a legal requirement, or an ethical, professional or contractual obligation, 
use ‘must’. 

• If ‘must’ does not have enough emphasis, use ‘legal requirement/legally entitled’.  

• If a requirement is not legal but administrative, use ‘need to’. 

Quotation marks 
• We use double quotation marks for speech 

• We use single quotation marks for quotes within quotes 

• We don’t use quotation marks around document or publication titles – use italics to show 
words are part of a title instead. 

Spelling 
We use New Zealand spelling / Māori language  
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Jargon, initials and acronyms 

• Don’t assume readers will understand our jargon and acronyms - explain them in plain English 

that is clear and simple to understand. 

• We spell out the word ‘New Zealand’ at all times, unless NZ is part of an official name. We can 
use the word ‘kiwi’ in informal sections where guidance or clauses of any Act are not 

mentioned. 

Symbols and abbreviations 

We use: 

• percent (unless in tables) 

• $ (NZD$, AUD$, USD$ if we need to indicate a currency) 

• “&” only if it is part of a brand name. 

• Etc 

• I.e. 

• E.g. 

 

Bulleted lists 

We use two types of bulleted lists – single-sentence lists and multi-sentence lists. When we are 

writing a single sentence list, we: 

• start with a stem sentence that all points have in common 

• start each point in lower case and only use a full stop on the last point 

• sometimes use ‘and’ or ‘or’ on the second to last point 

• place a comma after the last word before the ‘and’ or ‘or’ 

• check that each point makes a full sentence when read with the stem.  

 

Multi-sentence lists are introduced by a complete sentence 

• Each point in the list is also a complete sentence. 

• Each point can be 1-3 sentences long 

• Each point begins with a capital letter and ends with a full stop.  

 

If you need a list within a list: 

• Use en dashes – hold down CTRL key and press minus key on number pad – rather than 

another set of bullet points 

• Never mix styles of bullet within a list. 
 

Grammar & Capital letters 

• Proper nouns are people and place names (If a noun is plural or preceded by “a” or “an”, it is 
not a proper noun) 
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Page 7 of 13  

• Capitalise job titles and locations when referring to a named person or place 
 

• Give the name of the person or place the first time you refer to them. Use lower case for 
job titles and locations in subsequent references to the same person or place. 
Example: Jenny Smith, Senior Advisor – then, the senior advisor. 

• Use uppercase when referring to the Government of the day. 

 

Titles of documents or publications 
We use sentence case for the titles of documents or publications 

 

Punctuation Section 

Commas 
• Commas group and separate words, phrases and clauses to make the meaning of their 

sentences clear.  

 

• If the meaning of a sentence would be clear without commas, don’t use them. 
 

• Separate each item in a simple list with a comma, except the last two items where “And” does 
the work of a comma at the end of a list.  

 

• Add a comma before the final “and” for clarity.’ 

E.g. My favourite sandwiches are chicken and avocado, bacon, lettuce and tomato, and 
pastrami, cheese and pickle on white bread. 

• Separate a phrase or clause when the sentence would have the same meaning with or 
without that information. E.g. Mary, who has two young children, has a part-time job. 

• Use colons before and after quoted speech E.g. He said, “Tomorrow we’ll go to the café.” “I’ll 
be there at one,” said Mary. 

Don’t use a comma after direct speech that ends with an exclamation or question mark. 

 

Contractions 

“It’s” is a shortened form of “it is”. 

“Its” is a possessive form and denotes something belonging to “it”. 

Dashes 

Use an en dash (–) when breaking up a sentence. Always leave a space before and after the en dash.  

 

Dates and time 

Write dates in full in day, month and year order. We don’t use ordinal numbers, such as 1st or 3rd in 
dates. 
 

Financial year vs calendar year 
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Page 11 of 13  

only 25 percent of the words on a web page are read so make your writing concise and to the point!   
 

Web content structure 
When we’re online, we read web pages in an ‘F’ shape and retain 30 percent less than when we’re 

reading a print document.  

When you’re writing for the web, make sure content is easy to read and understood by:  

• using frequent, informative headings and subheadings 

• creating lists and/or bullet points 

• writing short paragraphs 

• putting links on separate lines. 

 

Page name 
Use plain English for page names and make them unique –  the meaning of the page must be clear to 
people with no knowledge of the subject. 

 

Snappy summaries  
You have three seconds to grab someone’s attention before they click away. The first paragraph 

needs to be well written, concise and summarise the main points. 

 

Headings 
• The first seven words of a heading, link or navigation label should include the information 

the user needs. 

• Headings should be short, relevant, clear and in lowercase except for the first letter of the 

first word and any proper nouns. 

• Sub-headings structure content so make sure they’re meaningful to the reader. 

 

Links 
We use links to point to relevant content on our website, external websites or the best source of 

information.  

• The link name should be the name of the web page you’re going to or indicate what you’ll find 
when you follow them. 

• Use a verb to direct the reader to act or indicate what will happen, e.g.: download… 

• Use hyperlinks instead of URLs  

• Do not turn headings into links 

• If possible, put links directly below the sentence or list they refer to. 

• Include the link as part of the message. 
 

When we link to documents or publications, we merge with link section: 

• use the title of the document to create the link text 

• include information about the document’s file type and size in brackets at the end of the 

link. E.g: Taking that ship out again (PDF 747KB) 
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Meta description  
Search engines (e.g.Google) sometimes use metadescription to provide information snippets about a 

site that they can match with search queries. Only the first 100 characters including spaces will be 

displayed in the search result, so your description or summary needs to be concise and 

understandable. 
 

Formatting email addresses 
Email addresses are: 

• written out in full in lowercase 

• always linked – E.g. name.lastname@department.govt.nz 
 

Images, infographics, or diagrams 

• Images should include useful information and enhance understanding of the 

surrounding text.  

• Provide “alt text” (a short description) for each image to enable accessibility. The text should 

stand alone as a description of the image. 

 

Get permission to use every photo 
• We must have permission to publish a photo on our website.  

 

Addresses 
• New Zealand Post prefers no full stops, commas or spaces between numbers in addresses. 

Use a postcode at the end of towns or cities. Addresses without postcodes can cause delivery 
delays. 

Web addresses and emails 

• Don’t underline website and email addresses on printed material. 

• Only use one underline on electronic Word documents. 

If a website or an email address ends a sentence, use a full stop as normal. Don’t use http:// 

if there is a www in the website address. 
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2FINAL | FOR PROFESSIONAL USE | AUGUST 2019

For more help, please contact  
CSS Web & Publishing at  
web.publishing@cass.govt.nz

A consistent DPMC
DPMC is a central government agency made up of a 
number of different Business Units. We have a unique  
role as the trusted advisor, leader and steward of our 
system of executive government. We are unified by an 
overarching purpose: to advance an ambitious, resilient 
and well-governed New Zealand.

It is important we protect our visual identity – that we  
are consistent in how we use logos, colours, typography, 
layout and graphic devices both externally and internally. 
The way DPMC confidently and cohesively presents itself 
reflects upon the Department as a whole.

These guidelines should be used as a reference to  
ensure the Department’s visual identity is consistent in  
all collateral that is produced.

For more help, please contact CSS Web & Publishing  
at web.publishing@cass.govt.nz or the DPMC 
Communications team.

HOW TO USE THE GUIDELINES
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For more help, please contact  
CSS Web & Publishing at  
web.publishing@cass.govt.nz
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10FINAL | FOR PROFESSIONAL USE | AUGUST 2019

For more help, please contact  
CSS Web & Publishing at  
web.publishing@cass.govt.nz

When considering use 
of colour, be aware of 
the different versions 
of the colour swatches 
available depending on 
your desired output.

Pantone and CMYK are used for printing.

RGB and Hex are used for on-screen/
digitial/online items.

Setting up colours in Microsoft Word:

1. Go to the drop-down ‘font colour’ 
menu

2. Select ‘ More colours’

3. Select ‘Custom’ and enter the RGB 
values shown

4. Click OK

COLOURS | Online swatches

RGB  For on-screen items (eg websites, online tools, Word and Powerpoint documents)

HEX

POLICY ADVISORY 
GROUP

R 117

G 90

B 111

20%

STRATEGY, 
GOVERNANCE & 
ENGAGEMENT 

GROUP

R 91

G 32

B 111

20%

CABINET  
OFFICE

R 30

G 48

B 86

20%

MINISTRY OF 
CIVIL DEFENCE  
& EMERGENCY 
MANAGEMENT

R 0

G 63

B 135

20%

GOVERNMENT  
HOUSE

R 0

G 129

B 156

30%

THE POLICY  
PROJECT 

[PROGRAMME]

R 5

G 102

B 120

20%

GREATER 
CHRISTCHURCH 

GROUP

R 1

G 135

B 99

30%

STRATEGY, 
GOVERNANCE & 
ENGAGEMENT 

GROUP

#5B206F

CHILD WELLBEING 
& POVERTY 

REDUCTION GROUP

#CB4380

NATIONAL 
SECURITY GROUP

#B22A4D

POLICY ADVISORY 
GROUP

#755A6F

CABINET  
OFFICE

#1E3056

MINISTRY OF 
CIVIL DEFENCE  
& EMERGENCY 
MANAGEMENT

#003F87

GOVERNMENT  
HOUSE

#00819C

THE POLICY  
PROJECT 

[PROGRAMME]

#056678

GREATER 
CHRISTCHURCH 

GROUP

#018763

#FFFFFF#000000#676C7D

R 255

G 255

B 255

R 103

G 108

B 125

70%

40%

20%

R 0

G 0

B 0

70%

40%

20%

R 215

G 205

B 147

40%

#D7CD93

CHILD WELLBEING 
& POVERTY 

REDUCTION GROUP

R 203

G 67

B 128

25%

NATIONAL 
SECURITY GROUP

R 178

G 42

B 77

20%
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13FINAL | FOR PROFESSIONAL USE | AUGUST 2019

For more help, please contact  
CSS Web & Publishing at  
web.publishing@cass.govt.nz

TYPOGRAPHY | Typefaces

We have two sets 
of typefaces – a 
Professional font for 
external publications 
and collateral made 
with design-orientated 
software such as the 
Adobe Suite, and a 
font for your Microsoft 
Office internal/external 
documents.

Secondary (Microsoft)Primary (Professional)

Weights:

Open Sans Bold 
Open Sans Semibold 
Open Sans Regular 
Open Sans Light

Weights:

Arial Bold 
Arial Italic 
Arial Regular 
Arial Narrow (For maps)

Use Arial for internal/external documents made 
with Microsoft Office (eg, Word, PowerPoint, Visio, 
Excel). It is a standard typeface in most operating 
systems.

Use Open Sans for external publications and 
designed collateral made with specialised design 
software such as the Adobe Suite. It is a non-
standard typeface available for professional 
design use.

Aa
Open Sans Arial

Aa
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16FINAL | FOR PROFESSIONAL USE | AUGUST 2019

For more help, please contact  
CSS Web & Publishing at  
web.publishing@cass.govt.nz

Imagery plays a significant 
role in DPMC’s visual identity.

Any imagery used should relate to your content 
and adhere to both privacy and copyright law.

Please contact the DPMC Communications 
team if you’d like to use photography or  
have any questions regarding photography.

Photo credits:  
Department of the Prime Minister and Cabinet

VISUAL LANGUAGE | Photography
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2FINAL | FOR INTERNAL USE | AUGUST 2019

For more help, please contact  
the DPMC Communications team.

A consistent DPMC
DPMC is a central government agency made up of a 
number of different Business Units. We have a unique  
role as the trusted advisor, leader and steward of our 
system of executive government. We are unified by an 
overarching purpose: to advance an ambitious, resilient 
and well-governed New Zealand.

It is important we protect our visual identity – that we  
are consistent in how we use logos, colours, typography, 
layout and graphic devices both externally and internally. 
The way DPMC confidently and cohesively presents itself 
reflects upon the Department as a whole.

These guidelines should be used as a reference to  
ensure the Department’s visual identity is consistent in  
all collateral that is produced.

HOW TO USE THE GUIDELINES
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COLOURS | Microsoft Office

5FINAL | FOR INTERNAL USE | AUGUST 2019

For more help, please contact  
the DPMC Communications team.

DPMC’s colour palette 
is spearheaded by a 
primary grey, which 
represents DPMC as  
a whole. To accompany 
DPMC Slate is a gold  
colour to be used as  
a highlight.  

These colours are shown here in 
RGB to match the colour space 
used in Microsoft Office.

Setting up colours in Microsoft 
Word:

1. Go to the drop-down ‘font 
colour’ menu

2. Select ‘ More colours’

3. Select ‘Custom’ and enter the 
RGB values shown

4. Click OK

DPMC 

Major Business Units/Programmes

Colour ratio

NSG Red CWPR Pink

DPMC Slate

DPMC SLATE    
70%

MAJOR BUSINESS  
GROUP/PROGRAMME  

20%

HIGHLIGHT 
10%

Black

White

White

R 103

G 108

B 125

R 0

G 0

B 0

R 255

G 255

B 255

70% 70%

40% 40%

20%

SGE Plum

20%

PAG Purple CO Navy

R 215

G 205

B 147

MCDEM Blue

40%

GH Teal PP Turquoise GCG Green

Black

POLICY ADVISORY 
GROUP

R 117

G 90

B 111

20%

STRATEGY, 
GOVERNANCE, 

& ENGAGEMENT 
GROUP

R 91

G 32

B 111

20%

DPMC Gold

CABINET  
OFFICE

R 30

G 48

B 86

20%

MINISTRY OF 
CIVIL DEFENCE  
& EMERGENCY 
MANAGEMENT

R 0

G 63

B 135

20%

GOVERNMENT  
HOUSE

R 0

G 129

B 156

30%

THE POLICY  
PROJECT 

[PROGRAMME]

R 5

G 102

B 120

20%

GREATER 
CHRISTCHURCH 

GROUP

R 1

G 135

B 99

30%

CHILD WELLBEING 
& POVERTY 

REDUCTION GROUP

R 203

G 67

B 128

25%

NATIONAL 
SECURITY GROUP

R 178

G 42

B 77

20%
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01

Background + Functions

The National Emergency Management 
Agency (NEMA) is the Government lead 
for emergency management.  
We help build a safe and resilient 
Aotearoa New Zealand by  
empowering communities before,  
during and after emergencies.
Emergencies can have consequences for people, 
communities, property, infrastructure,  
the economy and the environment. NEMA works 
with central and local government, communities, 
iwi, and business to make sure responses  
to and recoveries from emergencies are effective  
and integrated.

Depending on the emergency, NEMA leads or 
supports the response and recovery.

NEMA’s key functions are steward, operator and 
assurer of  
Aotearoa New Zealand’s emergency 
management system.
As steward, we provide strategic leadership for risk 
reduction, readiness, response and recovery activities, and 
build emergency management capability and capacity.

As operator, we lead or support the response to and 
recovery from emergencies while also supporting the 
operation of the emergency management system.

As assurer, we will provide assurance that the emergency 
management system is fit for purpose.
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02

Values + Vision

The National Emergency Management Agency’s 
(NEMA’s) vision for Aotearoa New Zealand is one 
where:
•  All communities are better prepared to respond to and 

recover from emergencies – especially those groups that 
belong to disproportionately affected communities.

•  Māori participation in the emergency management system 
is recognised, enabled  
and valued.

•  The impacts of emergencies on people, the economy and 
the environment are reduced.

•  The emergency management system is  
well-coordinated, high-performing and enjoys widespread 
trust and confidence.

Our Values:

Courageous|Kia māia 
We stand up.

Connected|Kia honohono 
We join together.

Committed|Kia manawanui 
We believe in what we do.

Respect|Kia taute 
We do it with respect.
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Logo

Placement
The National Emergency Management Agency 
(NEMA) interim logo should always be placed on 
National Emergency Management Agency  
branded communications, collateral and uniforms.

If the National Emergency Management Agency 
(NEMA) is the lead agency it is preferred that 
the logo is displayed in the top left or top right 
of communications material. If the National 
Emergency Management Agency (NEMA) is acting 
as a supporting agency it is preferred that the  
logo is displayed in the bottom left or bottom right 
of communications material.

Incorrect Use
Do not: 
• Alter the logo in any way. 
• Compress, skew or expand the logo. 
• Rearrange the elements of the logo. 
• Change the typeface, font or colours of the logo. 
• Position the logo over type. 
• Position the logo on an angle. 
• Position the ‘Full Colour’ or ‘Black-and-White’  
 logo on a dark background OR position the  
 ‘Reversed’ or ‘Black-and-White Reversed’ logo on  
 a light background.

New Zealand Government Logo
All external publications produced by the New Zealand 
Government must display a New Zealand Government  
brand signature.

Refer to Government Brand Policy and Guidelines, and the 
Technical Application Style Guide that are available on the 
State Services Commission website.

www.ssc.govt.nz/
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Typefaces

Open Sans  
Condensed Bold 
Aā Eē I ī Oō Uū

Open Sans 
Aā Eē I ī Oō Uū 
Open Sans Light 
Open Sans Regular 
Open Sans Semibold 
Open Sans Bold 
Open Sans Extrabold

The National Emergency Management Agency 
(NEMA) has two primary typefaces for use in 
internal and external publications and collateral 
made using design software such as the Adobe 
Creative Suite. 

The primary typefaces are: 
• Open Sans Condensed Bold (Headings)

• Open Sans (Body)

When Open Sans Condensed Bold and  
Open Sans are not available please  
use the National Emergency Management  
Agency (NEMA) secondary typefaces.

Open Sans is available for free from  
Google Fonts

The secondary typefaces are:
• Arial Narrow Bold (Headings)

• Arial (Body)

The secondary typefaces may be used for email, 
Word, Excel and PowerPoint.

Arial  
Narrow Bold 
Aā Eē I ī Oō Uū

Arial 

Aā Eē I ī Oō Uū
Arial Regular 
Arial Bold 
Arial Black
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Typefaces |Form
atting

When using the National Emergency 
Management Agency (NEMA) typefaces:

•  Open Sans Condensed Bold or Arial Narrow 
Bold should always be used for titles and 
headings where appropriate. 

•  Open Sans or Arial should be used for 
secondary headings, body copy and footnotes.

•  Body copy should be either 12pt (preferred) 
or 10pt (minimum) to ensure readability and 
accessibility.

•  If any type needs to be accentuated or have 
attention drawn to it use bold, do not  
underline type unless it is an interactive 
hyperlink.

•  Italic type should be used sparingly. This is 
because large sections of type in italics  
can have a negative impact on readability  
and accessibility.

•  Body copy and most typography should be  
left aligned, if using any other alignment ensure 
readability and accessibility are paramount. 

•  Do not force justify type.

Open Sans

Title/Heading 
(28pt) 
Secondary Heading 
(14pt)
Body Copy (12pt) 
Aa Bb Cc Dd Ee Ff Gg Hh Ii  
Jj Kk Ll Mm Nn Oo Pp Qq  
Rr Ss Tt Uu Vv Ww Xx Yy Zz 
0 1 2 3 4 5 6 7 8 9
Footnotes (8pt) 
Waltz, bad nymph, for quick jigs vex.

Arial

Title/Heading 
(28pt) 
Secondary Heading 

(14pt)

Body Copy (12pt) 
Aa Bb Cc Dd Ee Ff Gg Hh Ii  
Jj Kk Ll Mm Nn Oo Pp Qq  
Rr Ss Tt Uu Vv Ww Xx Yy Zz 
0 1 2 3 4 5 6 7 8 9

Footnotes (8pt) 

Waltz, bad nymph, for quick jigs vex.

The featured type acts as a guide for setting type in publications and designed collateral.  
It is not a definitive set of rules, and can and should be adapted based on your needs.
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Contact Us

These guidelines are to ensure a consistent look 
and feel for the National Emergency Management 
Agency (NEMA) interim brand, and not to restrict 
creativity.

For more help, or if you have any questions  
about the correct usage of the National Emergency 
Management Agency (NEMA) interim  
logo or the National Emergency Management 
Agency (NEMA) interim Visual Identity  
Guidelines (2021), please contact the National 
Emergency Management Agency (NEMA) 
Communications Team at:

emergency.management@nema.govt.nz
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Foreword 

This document provides guidance to Government House staff in the use of designs that convey the 

“brand identity” of the House and the Office of the Governor-General.  These designs are set out in 

the following sections. 

An important objective of establishing these guidelines is to establish consistency in this brand 

identity.  For this reason there is a strong expectation that the designs set out here will be applied as 

specified, without variations. 

If circumstances do arise in which staff can see benefit in altering something specified here, or 

adding something new, then please consult the Official Secretary.  Please consult the Official 

Secretary as well in the event of questions or clarifications. 
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The Governor-General’s flag 

The Governor-General’s flag was officially flown for the first time 

at ceremonies at Government House Auckland on 5 June 2008 and 

at Government House Wellington on 17 June 2008.The dark blue 

flag features the Shield of the New Zealand Coat of Arms 

surmounted by a Royal Crown in the centre.  In heraldic terms the 

official description is: “A flag of a blue field thereon the Arms of 

New Zealand ensigned by the Royal Crown all proper.” 

The flag replaced the previous flag approved by King George V in 

1931 and adopted by New Zealand in 1937.   That flag was of a 

standard pattern designed for use by Governors-General of the 

then Dominions of the British Empire and was dark blue with the 

Royal Crest surmounted by a crowned lion in the centre and the 

words “New Zealand” in a scroll beneath. 

The design for the flag followed a review of the Governor-

General’s flag and emblems requested by Government House in 

2005 and undertaken by the New Zealand Herald of Arms, Phillip 

O’Shea.  The review was called for because it was considered that 

the old flag lacked distinctive New Zealand elements and reflected 

an era before New Zealand became an independent nation. 

The current flag is one of several used by New Zealand’s 

Governors or Governors-General over the years.  The first flag 

used by the then Governor from 1869 to 1874 was the Union Jack 

with four five pointed white stars on the red ground of the St 

George's Cross. 

That design was based on a misinterpretation of the Order in 

Council and was corrected in 1874.  This flag design featured the 

Union Jack with the Governor’s Badge in the centre.  The Badge 

was composed of the letters “NZ” in the centre of four five-

pointed stars all in red within a wreath of green laurel leaves.  In 

1907, the laurel was replaced with a wreath of green fern fronds.  
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Logo   

The principal Logo consists of three elements: 
A. Royal Crown  
B. Shield of the New Zealand Coat of Arms  
C. Government House New Zealand  
 

The position and proportions of these three 
elements are fixed and not to be altered in any 
way. The logo should not be rotated or 
stretched. The principal logo consists of two 
colours, the Crown and Shield in Gold and the 
Wordmark in Special Grey. Refer to ‘Logo with 
Colours’ for more information. 
 

 

 
 

The Logo is supplied in four primary lock-ups: 

1. CROWN & SHIELD WITH WORDMARK. 
Principal logo. Used externally in 
applications where the descriptive 
wordmark is appropriate for identifying 
Government House New Zealand and the 
detail of the crown and shield can be 
celebrated. 

 

 
 

 
 

2. CROWN & SHIELD ONLY. Used internally in 
applications where the wordmark is not 
necessary to identify Government House 
New Zealand and the detail of the crown 
and shield can be celebrated. 

 

 

 
 

3. CROWN ONLY WITH WORDMARK.  Limited 
use. Used externally in applications where 
the shield cannot fit appropriately without 
loss of detail and where the descriptive 
wordmark is appropriate for identifying 
Government House New Zealand. 

 

 

 4. CROWN ONLY. Limited Use. Used internally 
in applications where the shield cannot fit 
appropriately without loss of detail and 
where the wordmark is not necessary to 
identify Government House New Zealand. 
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Logo Restrictions 

Scale 

When reproducing the logo at a small size  

please don’t go below the minimum  

measurements. 
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Logo Restrictions Continued 

Scale 

When reproducing the logo at a small size  

please don’t go below the minimum  

measurements. 

 

 

 

Used externally in applications where the 

shield cannot fit appropriately without loss  

of detail and where the descriptive wordmark 

is appropriate for identifying Government  

House New Zealand.
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Logo with Colours

Standard Colours 

The principal logo consists of two colours, the 

Crown and Shield in Gold and the Wordmark 

in Special Grey. Black and reversed-out logos 

are available for monochrome and coloured 

background publications. No other colour is to 

be used for the logos unless expressly 

authorised by the Official Secretary in writing.  

When applying the logo to publications, areas 

of isolation must be adhered to. Refer to 

‘Logo Restrictions’ for more information. 

Exceptions: Logos may be embossed. Internal 

spaces within logo may be frosted for use on 

glass.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

• Alter the colours of the logo; 

• Substitute a typeface for the Wordmark; 

• Place the Government House logo on 

products for sale by a commercial 

company without formal written 

approval of the Official Secretary; 

• Place the logo on inappropriate 

backgrounds; 

• Alter the proportions or relationship of 

the Crown, Shield, or Wordmark; and 

• Reduce the areas of isolation around the 

logo.
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Brand Font 

Logo Font  

Candida Std Suite. Complementary, primarily 
italicised and used for the wordmark under 
the Government House Logo (Crown and 
Shield) 

Candida Std 
Candida Std Italic 
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 

Brand Font  

Geotica Three Suite. For Royalty, default font 
used for display and headings on Government 
House signage and external publication 
headings.  

Geotica Three 
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 

Palatino Linotype Suite. Complements Geotica 
Three, used as alternative heading or body of 
external publications where Geotica Three is 
used for headings. 

Palatino Linotype 

Palatino Linotype Bold 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

0123456789 

Secondary Font  

Calibri Suite. Legible, used within body of 
document when clarity is required. E.g. all 
external letters, emails, and documents. 

Calibri 
Calibri Bold 
Calibri Italic 
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 

Special Font  

Monotype Corsiva. Regal, used as sole font 
within documents that present a royal 
appearance. Post nominals must be clearly 
legible E.g. TE’s visitors log, book inserts 

Monotype Corsiva 
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789 
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Typography 

Recommended uses for Geotica Three, Palatino Linotype, and Calibri 

Always use these fonts to maintain consistency 

Do not add any additional fonts as this will dilute the intent 

 

Display 
Headings 

Subheading 
Introduction 

Body text 

Quote 

Caption/Instruction 
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Paper Stock 

Readily available, normal standard commodity lines, unlikely to discontinue in near future. 

 

Marketing Collateral  
 

 

External publications, booklets, and pamphlets. 
 

Novatech Satin 
100-350GSM 
*when printing apply aqueous coating 
 

Event Stationery 
 

 

Invitations, invitation envelopes, RSVP cards, 
menu cards, place cards, toast cards, 
investiture programme, reserved seat cards, 
and coat check tags. 
 
 

Advance Laser 
70-350 GSM 

Official Stationery 
 

 

Letterhead, SD envelopes, compliment cards, 
and business cards. 
 

Mataura Falls Brilliant White 
90 or 297 GSM 
*No watermark 
 

Governor-General Stationery 
 

 

Letterhead, SD envelopes, and compliment 
cards. 
 
 
 
Congratulation Cards and Congratulation Card 
Inserts  
 
*Minimal stock to be ordered as particular to 
incumbent Governor-General. Stationery logo 
may be embossed or printed. 
 

Mataura Falls Brilliant White or Mataura 
Falls Natural  
90 or 297 GSM 
*No watermark 

 
Advance Laser 
70-350 GSM 
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Applications 

Enclosed here are specific applications and illustrative examples of: 

 

Event stationery: 

Invitations (TE’s, HE. Hx, Blank) 

RSVP Cards 

Menu Cards 

Place Cards 

Toast Cards 

Investiture Programmes 

Reserved Seat Cards 

Coat Check Tags 

Official stationery:  

Letterheads A4 & A5 

Envelopes DL & C6 

Compliment Slips 

Business Cards 

Governor General’s personal stationery: 

Letterheads (A4 & A5) 

Envelopes (DL & C6) 

Compliment Slips 

Business Cards 

Congratulation Cards (Card & Insert) 

Marketing Collateral: 

Secondary Graphics 

Imagery 

Advertising / Posters 

Signage 

Graphics 

Email & Signature Block
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Event Stationery Continued 

 

Event stationery: 

Menu Cards 

Place Cards  
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Official Stationery 

 

Official stationery:  

Letterheads A4 & A5 

Envelopes DL & C6 

Compliment Slips 

Business Cards 
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Governor-General’s Personal Stationery 

To be decided by incumbent Governor-General with consideration of Brand Guidelines. Ensure small 

stocks are ordered to avoid surplus. 

Governor General’s personal stationery: 

Letterheads A4 & A5 

Envelopes DL & C6 

Compliment Slips 

Business Cards 

Congratulation Cards (Card & Insert) 
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Imagery 

Imagery should express the rich history and 

culture of Government House, paying respects 

to our British and New Zealand heritage.   

When using standalone images of Government 

House and its grounds, images should be of 

high quality, well illuminated, and concentrate 

on the beauty and detail of the building and its 

traditions. 

Images featuring Government House staff or 

guests should illustrate real people in a relaxed 

and welcoming quality and portray an 

authentic feel. Images should reflect the 

diversity of staff and guests reflective of our 

New Zealand community. 

Imagery may be used in full colour or half tone. 

 

 

 

 

 

 

 

  

Rele
as

ed
 un

de
r th

e O
ffic

ial
 In

for
mati

on
 Act 

19
82



22 | P a g e  
May 2016 

Advertising / Posters 
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Signage 

Internal Signage 

 

    

 

External Signage 
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Graphics 

 

 

Government House Floor Vents 
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Website 

The Government House website is administered by the Government House Public Affairs team. The 

website and all its content, except where stated, are owned by Government House and subject to 

copyright. Refer to ‘Copyright’ for more information. 

 

Rele
as

ed
 un

de
r th

e O
ffic

ial
 In

for
mati

on
 Act 

19
82



26 | P a g e  
May 2016 

Email & Signature Block 
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Copyright 

Government House holds the copyright and other proprietary rights on all images, logos and 

websites contained in these guidelines. 

You are not permitted to copy and sell or exploit any of this material for commercial purposes. 

Images can be used for personal and non-commercial purposes free of charge without Government 

House permission, as long as the source and copyright status of the material is acknowledged, the 

material is reproduced accurately and it is not used in a derogatory or misleading way. 

The use of the Government House logo and photography requires prior written permission. 

 

Approval & Queries Contact Information 

For approvals or any queries about the Government House Brand Guidelines and its application, 

contact Public Affairs at GHinfo@govthouse.govt.nz. 
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