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22.0 BRAND OVERVIEW



32.1 VALUES 

VISION AND MISSION 

Thrive seeks to bring together a diversity of people  
with lived experience of mental illness and mental health 
issues, and mental health consumer organisations and 
groups, enabling them to work collaboratively towards 
achieving a shared vision leading to improved quality  
of life, social justice and inclusion.

The proposed vision and mission statements for the  
new organisation are:

Vision: Improving lives and inspiring hope together.

Mission: To improve lives, inspire hope and promote 
mental health and wellbeing through advocacy, cultural 
change, participation and leadership.

PRIMARY OBJECTS 

The primary objects of Thrive are to: 

(a) promote, influence and facilitate the rights of mental 
health consumers to enable improvements in mental 
health, wellbeing and quality of life of all people with lived 
experience of mental health issues;

(b) promote and facilitate community education and 
awareness of mental health issues, including targeted 
campaigns and initiatives, to improve the mental health 
and wellbeing of mental health consumers, and all 
Australians;

(c) provide national Mental Health Consumer leadership, 
increase the effectiveness and enhance the long term 
viability of mental health consumer charities, not-for-
profit and other organisations by promoting partnerships 
and a coordinated approach to improving social 
inclusion, realising potential and respect for people  
who live with mental health issues;

(d) promote the needs of all people at risk of mental 
illness through a systems approach to prevention, 
treatment/support, recovery and peer lead intervention; 
and

(e) provide national leadership on Mental Health 
Consumer matters.



42.2 PERSONALITY 

PERSONALITY

Thrive Mental Health, to be referred to as ‘Thrive’ is a 
bold, positive, energetic name with a direct link to health. 
As a verb it is active and instinctively optimistic.

The Thrive brand is optimistic, inspiring and empowered. 
The brand seeks to reflect a sense of active participation, 
and positive change through collective action. The 
organisation is owned and governed by people with lived 
experience, and therefore the brand does not focus on 
the word ‘consumer’. 

The Thrive personality has three key personality traits 
consistent with the organisation’s values. 

Positioning name, legally required to make  

the brand mark unique, and also to clearly  

position the organisation

Core name

BOLD

Confident

Bright

Inspiring

Simple

Courageous

Strength

Respect

Capability

Optimistic

Positive

Energetic

FAMILIAR

Safe

Attached

Belonging

Recognition

Support

COMMUNITY

Social inclusion

Active particiation

Action-orientated

Positive change 
through collective 
action

Constructive

Informed

Hope

Togetherness
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63.1 BRAND GUIDE AND BRAND

THRIVE BRAND GUIDE

This easy-to-use document enables the Thrive brand  
to be communicated effectively and consistently across a 
broad range of print materials and digital mediaThe brand 
guide is a source of guidance for creating communications 
that connect with the audience of the organisation.

The Thrive brand conveys the professionalism and 
diversity of the organisation, projecting a friendly, dynamic 
and credible image to staff, partners, stakeholders and 
clients, in the Australian and international communities.

The brand guide has been designed to be as flexible as 
possible, allowing for a degree of creative freedom within 
a structured framework.

DESIGN OVERVIEW

The Thrive brand comprises a range of design elements 
that can be combined in a variety ways.

These include

• Brand mark (logotype and positioning name)

• Colour palette

• Brand fonts

• Photography

The elements can be adapted to suit the required 
application. At a minimum, the brand mark, the colour 
palette and the appropriate typeface should be used.



74.0 MASTER BRAND



84.1 BRAND MARK CONCEPT AND ELEMENTS 

Positioning name

Core name (Logotype)

CONCEPT AND ELEMENTS

The Thrive brand mark is an important asset of 
the organisation. It is a symbol of the values of the 
organisation. 

The Thrive brand mark consists of the ‘Thrive’ logotype—
the core name; and the positioning name ‘National Lived 
Experience in Mental Health Allicance’.

The courage, energy and familiarity of the organisation 
are reflected in the simplicity and strength of the 
typographic design, and bold colour palette. The unique 
treatment of the ‘Thrive’ logotype, which includes the 
brush mark ‘v’, creates a dynamic upward movement and 
reflects the sense of diversity, active participation, hope 
and positive change. 

This is the standard brand mark that is to be used on 
internal and external communications. Whenever 
possible, the colour version should be used.



94.2 LANDSCAPE FORMAT

Colour – with and without tag

Greyscale – with and without tag

Reverse – with and without tag



104.3 EXCLUSION ZONE AND MINIMUM SIZE

EXCLUSION ZONE

The ‘exclusion zone’ is the clear area that surrounds the 
brand mark. Ensuring that no text or image encroaches 
into the clear area will retain the integrity of the brand 
mark. The minimum exclusion zone is equal to the 
height of the letter r in ‘Thrive’. 

MINIMUM SIZE

There are size restrictions on how small the brand can 
be reproduced. Minimum size specifications ensure that 
the brand mark remains clearly legible in all applications 
and methods of reproduction.

The minimum height of the brand mark with tag is 15 
mm. The minimum height of the brand mark without tag 
is 10 mm.

15 mm
5 mm



114.4 PLEASE DON’TS

BRAND MARK INCORRECT USE

The following are examples of how the brand mark 
may not be used. To ensure that the brand mark is used 
consistently, always use the supplied master files.

Please don’t

• distort the brand mark in any way
• crop the brand mark
• reconfigure parts of the brand mark
• change individual parts of the brand mark
• rotate the brand mark
• adjust the typeface weight of the brand mark
• recolour parts of the brand mark
• resize individual parts of the brand mark
•  add extra graphics to the brand mark, such as borders  

or replace parts of the brand mark
•  redraw the brand mark or replace the logotype  

with another typeface

stretch or squeeze

reconfigure

change typeface weight

recreate

skew

adjust spacing

recolour

replace

crop

rotate

resize parts

change typeface



125.0 COLOUR



135.1 COLOUR SPECIFICATIONS

COLOUR PALETTE

Successful branding requires consistent application and 
easy recognition. Colour is one of the strongest visual 
reminders. When an audience sees the same colours 
over and over, in conjunction with a particular identity, 
they begin to associate those colours with the brand. 
Utilising the primary colour palette is a must. 

Pantone 266 U

C80 M90 Y0 K0
R90 G63 B153

100% 80% 60% 40%

Pantone 432 U

C20 M5 Y0 K75
R77 G88 B98

100% 80% 60% 40% 20%

Pantone 428 U

C2 M0 Y0 K20
R207 G212 B216

100% 80% 60% 40% 20%

Pantone 382 U

C30 M0 Y100 K0
R193 G216 B47

100% 80% 60% 40% 20%

Pantone 3155 U

C100 M0 Y25 K40
R0 G120 B138

100% 80% 60% 40% 20%

Pantone 3125 U

C80 M0 Y20 K0
R0 G181 B204

100% 80% 60% 40% 20%

Pantone 2747 U

C100 M85 Y0 K15
R19 G16 B141

100% 80% 60% 40% 20%

Pantone 2728 U

C95 M70 Y0 K0
R0 G92 B171

100% 80% 60% 40% 20%

20%



146.0 TYPOGRAPHY



156.1 EXTERNAL COMMUNICATION

AaBbCc0123
Museo Sans 100 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 100 Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 300 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 300 Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 500 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 500 Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 700 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Museo Sans 700 Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

MUSEO SANS

The primary font, Museo Sans, is to be used on 
all external communication material. Museo Sans 
offers a range of typographic expressions and is 
timeless and professional. Its wide range of weights 
allow it to adapt to various heading levels.



166.2 INTERNAL COMMUNICATION

AaBbCc0123
Arial Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Arial Regular Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Arial Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

Arial Bold Italic 
ABCDEFGHIJKLMNOPRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*(){}|?><

ARIAL

The secondary font, Arial, may be used on all 
internal communication material, when Museo 
Sans is unavailable.



177.0 APPLICATION



187.1 LETTERHEAD 

SPECIFICATIONS

Size: 210 x 297 mm
Colour: CMYK

Note: Artwork is shown at 50%

Dear Anna, 

Uria sed quaspie ntiusam, expe nonsequo core laut anda qui resciistia doluptat et quiae nectae quodi sit, as et ratiur, 
sectum, ame ni nonemqui cus explictat unt quas proremquis sit ut atempor maxime consectoria et repuda conectas andit 
que alignis rernam imendit quia volest, verovit atempos moluptatur?

Cid eossim reperumque in prae aut perrum volum, to videlitis antiorupient ullorep erchillor mint quam audit liquam, con 
nonsequae maximolo quam, officia tatiuntur as sequost eum repercilist quo quati ut doloribus in consequis essimos sum 
non cullabore quo temporias que et quat iliquid eribus dolor rehentias volendis consend istibus, ipist et pedissectia dolo 
et estiberunt etum facepe voloria cuptae reiur alicien disquam et dia dolupta dolupta tempor magniat iure quo corro mi, 
voluptus dolorro ea eum eseri quam lition nonsedi scipicid quibere henitatius nonsecu ptasperum si natur sam nusam, 
tem. Nus, tem quam incientus, corecepe modia vendellam esent aliciet volupit officidundis ipsae volende pra quia quae 
planihi litatur?

Non peribus, cus ad ut odioration remporempor sam, sequatium volorest aut faccus doluptiore vererae il es audaerovid 
quid ulpariberiam ut fuga. Uptat autem natis elicil esequibus dernam quo volessum, occumque nempers pedionsentus 
aut faccab is nihit a cum duciducidit voluptas expliquis deliquamus, im sime cus elessim quatus dit quis mo ilia volupta 
ipsandandi con con rem exceseriate dem inuscia turiore et laute re, omnimet molo volorio. Me antem. Nos ut a nobitatur? 
Itae dollis que omnihil iquate ventur, quo magnimi, quas eaquid quate lab ipsa cum alibus mint, quam qui ut officipiet 
quae repe dunt.

Quaeptatio. Pudis si culparum ium voloritatum harum aut harcit offictur, anihil est mi, ium quiscia quassitatis am ut laccae 
vellecatium aute ent vid minciet, sundae experchicat omnienditios in estrum coratur, ommodit iuntio bearit ilignihilla 
accaturibus apid quibusam volenia cusae. Et offic te eum arumqui autam adis minumquae dis dit voluptat volupitatquo 
inis maximus doluptatis aut et rerspis natquia ssequam nit, sitam expelende excestiberem ratibus dollaborum quam ium 
ipsum nat.

Yours sincerely

Anna Smith
Chief Executive Officer

Anna Carlile 
Viola Design 
60L Green Building 
Level 3, 60 Leicester Street 
Carlton VIC 3053  
 

17 March 2015

Level 1, 2 King Street  
Deakin ACT 2600

Telephone 02 6260 0102 
Fax 02 6260 0202 
Email info@thrivemh.org.au

www.thrivemh.org.au

ABN 1234567890

15 mm

Fold 99 mm

20 mm

20 mm

20 mm

Arial Regular
Size: 9 pt Leading: 11 pt
Colour: C100 M0 Y0 K0

Museo Sans 300
Size: 9 pt Leading: 11 pt
Colour: C25 M0 Y5 K75

Museo Sans 500
Size: 9 pt Leading: 11 pt
Colour: C40 M0 Y100 K0



197.2 WITH COMPLIMENTS

SPECIFICATIONS

Size: 210 x 99 mm
Colour: CMYK

10 mm

15 mm

10 mm

Museo Sans 300 
Size: 9 pt Leading: 11 pt
Colour: C20 M0 Y0 K85

Museo Sans 500
Size: 9 pt Leading: 11 pt
Colour: C40 M0 Y100 K0

Level 1, 2 King Street  
Deakin ACT 2600

Telephone 02 6260 0102 
Fax 02 6260 0202 
Email info@thrivemh.org.au

www.thrivemh.org.au
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ANNA SMITH
CHIEF EXECUTIVE OFFICER

ANNA SMITH
CHIEF EXECUTIVE OFFICER

7.3 BUSINESS CARD

SPECIFICATIONS

Size: 90 x 50 mm
Colour: CMYK

Level 1, 2 King Street  
Deakin ACT 2600

Telephone 02 6260 0102  
Fax 02 6260 0202  
Email anna.smith@thrivemh.org.au

www.thrivemh.org.au

ANNA SMITH
CHIEF EXECUTIVE OFFICER

5 mm

15 mm

5 mm

5 mm

5 mm

5 mm

Museo Sans 300
Size: 9 pt Leading: 11 pt
Colour: C0 M0 Y0 K0

Museo Sans 500
Size: 9 pt Leading: 11 pt
Colour: C0 M0 Y0 K0

Museo Sans 500
Size: 9 pt Leading: 11 pt
Colour: C0 M0 Y0 K0



217.4 PROMOTIONAL MATERIAL



227.5 DIGITAL

ConsumersAbout INMH Get involved News and media

Stay connected  
Subscribe to our newsletter
Follow us

About INMH
Our impact 
Our story
Our staff
Our board

Consumers
Get help
Our services
Resources
Community

Get involved 
Careers
Volunteer
Events

News and media
News
Media releases
Case studies
Newsletter

Terms and policies 
Privacy policy
Terms and 
conditions
Disclaimer

search



237.5 DIGITAL

ConsumersAbout INMH Get involved News and media

livedexperience.org.au

livedexperience.org.au

Stay connected  
Subscribe to our newsletter
Follow us

About INMH
Our impact 
Our story
Our staff
Our board

Consumers
Get help
Our services
Resources
Community

Get involved 
Careers
Volunteer
Events

News and media
News
Media releases
Case studies
Newsletter

Terms and policies 
Privacy policy
Terms and conditions
Disclaimer

search



248.0 BRAND LANGUAGE



258.1 IMAGE LIBRARY


