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These brand standards and guidelines have
been prepared to assist with how and where to
use the logo and how to apply brand elements
N the design of any print assets for Marsh
Tincknell Chartered Accountants.

‘he correct implementation of these guidelines
S essential for maintaining rand consistency
throughout all Marsh Tincknell's collateral.

How to use this document

The initial sections provide instructions on best practice use of the Marsh Tincknell logo. Later sections guide
with the implementation of the lbrand through design application. Any queries or assistance related in the
implementation of brand assets can e found on page 23 of this manual.

© 2018 Marsh Tincknell Pty Ltd. All rights reserved.
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The Brand

About

We love what we do and are
passionate about assisting both our
employees and our clients to feel the
same way about their careers and
businesses.

We are driven by the opportunity to
educate clients that their business is
a gateway to achieving their personal
goals and are committed to superior
client service and providing truly
tailored solutions to assist our clients
in every possible way.

We are enthusiastic about the work
we do and pro-actively work with the
individuals behind the business with
the highest standards of commercial
acumen, honesty and integrity.

Core Purpose

We are in the business of creating
peace of mind, with our core purpose
of achieving your financial success
and maximising freedom of choice.

Values

Courage - Being strong and taking
ownership

Respect - Sincere and honest
interaction

Excellence - Exceeding expectations
because we care

Fun - Living life with passion

Trust-We have your back and do
what we say



Section 1

The Marsh Tincknell
Logo



The Logo

Our logo is established and confident.
't provides a consistent foundation
which maintains brand recognition
and builds brand equity.

The uncluttered, simple and clean
visual approach brings attention to the
logo and maximises clarity of content.



Our logo is a very valuable asset. It is
the key building block of our identity,
the primary visual element that
identifies us and should appear on all
communications. We must treat it with
respect and use it in accordance with
the guidelines set out in this manual.

The Marsh Tincknell logo is made up
of 2 elements. The Word-mark and
the Logo Mark. The Word-mark should
never appear on it's own without the
logo mark, however in some instances
the Logo Mark may appear on its own
(for example as the Profile Icon on
social media platforms)

Primary Logo - Inline

marshtincknedll

Chartered Accountants

' LOGOMARK | WORD MARK

The Marsh Tincknell logo has been designed for Full Colour or 3 colour reproduction only. No other formats are available therefore it is

important to always place the logo over a white or light background (including photos) or use the Reversed Colour version over the Marsh

Tincknell blue. This logo can be used for all corporate applications and is preferred over the versions below, provided it suits the application

(i.e. spacial allowances).

Secondary Logo - Inline Stacked

marsh
tincknell

Chartered Accountants

This stacked version is best used where width space is limited or
when coupling with a partner logo that may be of a similar shape
so as not to unintentionally portray hierarchy.

Secondary Logo - Centred Stacked

marshtincknell

Chartered Accountants

The Centred logo is only to be used where it suits the application.
Please seek permission from the Brand Support team if using this
logo.



INn some instances the Marsh Tincknell
logo may need to be set over a dark blue
background (as shown on this page). For
this reason a white reverse version has
been established.

This option is not to be used over a red
or green background. Please consult the
Brand Support Team before using this
logo to ensure the logo is represented
correctly.

Tertiary Logo - Inline Reverse

marshtincknell

Chartered Accountants

Tertiary Logo - Inline Stacked Reverse

marsh

tincknell

Chartered Accountants

Tertiary Logo - Centred Stacked Reverse

X

marshtincknell

Chartered Accountants




Structure Clear Space Minimum Size

Jl] marshtincknell

Chartered Accountants

| x
Logo Inline: Minimum size

mt marshtincknell

Chartered Accountants |«

x marsh
tincknell

Chartered Accountants

5mm high

‘ Logo Inline Stacked: Minimum size =7.5mm high
X

marsh marsh
tincknell tincknell

Chartered Accountants  [x . —

4x

- marshtincknell

X Chartered Accountants

v

marshtincknell marshtincknell

Chartered Accountants |« Chartered Accountant

Logo Inline Stacked: Minimum size =10.5mm high

X

These are the three (3) logo formats and show how they have The logo must be reproduced with a clear area around it which To ensure that the Marsh Tincknell logo reproduces legibly it is

been structured. This indicates what ‘X'’ is equal to and how each is free from other graphic elements to ensure maximum impact important to follow the minimum size rules above. Each format

element of the logo works together harmoniously. and aid in the logo’s visibility and legibility. This clear space area is has it's own minimum size rule to ensure ‘Chartered Accountants’
equal to 1.5x; ‘X’ being the space between the MT logo mark and is always visible.

the Marsh Tincknell logotype.



When using the Marsh Tincknell logo the
following examples are forbidden at all
times.

marsntincknell

Chartered Accountants

m marshtincknell

marshtincknell

Chartered Accountants

marshtincknell ml:

Chartered Accountants

marnrs

mars

s

htincknell

Chartered-Accountants

htincknell

Chartered Accountants

crAccountants




Section 2

Marsh Tincknell
Brand Elements



When it comes to communicating the
Marsh Tincknell brand, it is essential

to only use our brand colours. These
colours serve as a foundational palette
that work across all branded materials.
Made up of red, blue and green,

these primary colours will anchor and
balance colour expressions when used
with supplementary palettes.

These supplementary colours have
been selected to complement the
primary palette to help bring the brand
to life. The supplementary colours
should not be used all at the same
time, or on their own without the
primary colours.

Primary Colours

Dark Imperial Blue
RO G57BT18

C100 M72 YO K38
#003976

Go Green

RO G171B103
C91M0Y83 KO
#00ab67

Bright Red
R237 G27 B46
CO M100 Y91 KO
#edlc2e

Supplementary Colours

Deep Taupe
R122 G108 B93
C61M61Y71 KO
#7a6¢5d

Gunmetal

R45 G48 B71

C48 M40 YO K80
#2d3047

Celadon Green
R33 G131 B128
C87 M37 Y53 KO
#218380

Harvest Gold
R232 G144 B5
C7 M50 Y100 KO
#e89005

Steel Grey

R126 G130 B135
C58 M47 Y43 KO
#7e8287

Light Cyan

R214 G255 B246
CI3MOY6 KO
#d6fff6

Charcoal

R47 G69 B8O
C45 M15 Y10 K78
#2f4550

Pale Gold
R220 G196 B142
Cl4 M20 Y50 KO
#dcc48e

Dark Raspberry
R143 G45 B86
C54 M100 Y60 KO
#8f2d56

Blue Sky
R91G192 B235
C57M5Y0O KO
#5bcOeb



Marsh Tincknell's typography helps
to set a contemyporary and clear tone
for branded commmunications and is
flexible in a wide range of situations.

Specific weights of Montserrat are used
for different types of content, such as
headlines, body copy and subheadings.

A kerning value between -25 and -50
is observed - especially for headings
and bolder versions of the font to add
density.

The most commonly used versions have
been shown here, but there are 18 styles
available providing ultimate flexibility for
any project. To download the Montserrat
font family, simply visit fontsgoogle.
com/specimen/Montserrat.

Montserrat Light
ABCDEFCHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
12345678901@H#%0N&H () _+<>?

Montserrat Regular
ABCDEFGHIJIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890/@#%0n&*()_+<>?

Montserrat Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890!@H%n&*()_+<>?

MONTSERRAT

Montserrat Light Italic
ABCDEFGHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwixyz
12345678901@#%0n& () +<>?

Montserrat Extra Light
ABCDEFCHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890I@#%0/&F() +<>?

Montserrat Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890/@#%0n&*()_+<>?



Typographic hierarchy presents
lettering so that the most important
words are displayed with the most
impact so readers can scan text for key
information. By employing a consistent
type hierarchy, the commmunications
readability and brand recognition is
enhanced.

The examples provided give some
guidance on type hierarchy. In general,
it is expected that a balanced contrast
between headlines, subheadings and
body copy is maintained.

Hierarchy

B
SENTENCE CASE

NO FULL STOPS

ONLY SINGLE
SENTENCES

.
SENTENCE CASE

ONLY SINGLE
SENTENCES

R —
SENTENCE CASE

The nationally
awarded Business
Adyvisory Firm of
theyear

HEADLINES: MONTSERRAT BOLD

We create peace of mind,
financial success, and
freedom of choice.

SUBHEADINGS: MONTSERRAT LIGHT

Eribusti sinctur sit, untenes tiisciendam rat.
Haria soluptatias rest, ullab ilianih illabo.
Nequoss imaximi, officiaeprat autem alibus.
Olorepro qui corem voluptatur. Cate duci
jiunturio officiis et doloris adlis sitatem fugiam
faccus, od eum hita sus.

BODY: MONTSERRAT LIGHT

Kerning & Tracking
orerume . Maximise your )
wrontszee  freedom of choice
TRACKING & achieve financial
success
HEADLINES
— > Business Growth
"50 KERNING Advisory Services
11.25 FONT SIZE &
TRACKING SUBHEADINGS

e
-50 KERNING

1125 FONT SIZE &
TRACKING

Eribusti sinctur sit, untenes tiisciendam rat.
Haria soluptatias rest, ullab ilianih illabo.
Nequoss imaximi, officiaeprat autem alibus.
Olorepro qui corem voluptatur. Cate duci
iunturio officiis et doloris adis sitatem fugiam
faccus, od eum hita sus.

BODY



Our brand is about helping businesses
achieve financial success and this should
be reflected in photography choices. A
mixture of people and technology based
imagery helps create a professional and
approachable brand look and feel.

Photos containing people should be of
professionals and capture in the moment
interactions. Imagery should feel modern
and professional, and the focus should

e on providing solutions and achieving
desired financial outcomes.

Black and white photography works
well either in solitary or in combination
with full colour imagery as it provides a
simple backdrop and allows true detall
and emotion to shine through. Using
black and white photography also helps
redirect attention to key content and
messages.

“eopnml yits




To add interest to the Marsh Tincknell
brand, a series of simple graphic circles
have been created that subtly reference
the overlapping shape that make up
the Marsh Tincknell logo mark. These
circles can be used in any portion of the
shape that best suits the placement
and can also be used in combination
(e.9. white outline over shaded circles).

There are 4 variations of this graphic
device shown here which can then
be extended and evolved further
depending on the design intent.




We have outlined some basic scenarios
using the graphic treatments. These
examples are not hard and fast rules, but
instead show how the graphic treatments
can be applied to help enhance a design
in different ways without adding in any
other non-brand elements.

Category Namé
Main headline text

shown her¢

Main headline

Sub headline text
shown here



Section 3
Marsh Tincknell Design
Application



marsh Marsh Tinknell Pty Ltd
- Level 1454 Logan Road
tincknell Mount Gravatt Central QId 4122

PO Box 6243
Upper Mount Gravatt Qld 4122

P 0734228000
F 0734228080
E info@mtaccountantscomau

‘www.marshtincknell.com.au
September 18, 2018

Mr. Anthony Buczynski
Greenhat Services

47 Baxter Street

Fortitude Valley, QLD 4006

Dear Anthony

Rate rat velibusdae de earchiciisi sin pliqui omnihit emporro most, ut adi simi,
vit magnihit adi sapit fugiandae nes nimusam ea vid quiam et dolectem et et as
repratemaqui ommo dolendi delitint.

Axime maximus et audi nis num rehene plitectatis utem ella es essiniet debist praecul
parunt repratu rerate lacium que eumqui iduci volo eum est aut offic tes sum quiatem
facereium reped que corem facerrores endae plignatur sima videbit et voloren
dioritibus eum dernatempos nonsernam aut laceria quate porpore prerovit ipsa
aliquatiame vent ped excepedi rest, alibusam assimus, €os reium adi sitia dicimus.
eos evelesti aruntet usandae nate nonsecto blabore pratene volessita int voloratate
quibusant vendam ne et re etum.

Nempore pratem quatiis voleces voluptat apercium dem quaecernam quam,
antionsequi dolorum volorerios iunt di nesedit atenieturio dolore, eum dit aut volore

volorep ernamet evel mossequam alitates.

Sincerely,

%

Achieve

Peter Marsh
Marsh Tincknell Chartered Accountants

your
egislation. Marsh Tincknell Pty < ACN crarenco accoTants-

marsh Note Date
tincknell
Chartered

Achi i i to your

P0734228000 F 0734228080 E om.au

marsh
tincknell

Chartered Accountants

Tom Wilson
Marketing, Sales &
Business Development

Level,1454 Logan Road
Mount Gravatt Central Qld 4122

PO Box 6243
Upper Mount Gravatt QId 4122

P 0734228000
F 0734228080
E tomw@mtaccountantscom.au

Achieve financial

success to

maximise your




Achieve financial
success to

maximise your
freedom of choice.

s

Level o
Mou alQa 422
PO

v

marshtincknell

Chartered Accountants

v

marshtincknell

Chartered Accountants



Templated flyers have been created
to use and also help guide the design
of future publications (e.g. brochures,
posters, advertising).

Map your journey to Business and Personal Success

Business Growth Advisory Services

Core Values Develepmen

Do you find it hard to differentiate yourself from your competitors?

Are you frustrated by a lack of aligned behaviour within your
team? Would you like to get the very best from your team without
getting the big stick out? Would you like to have a business where
everyone (including you) loves coming to work?

Core Values are your answer.

Why we developed
this Service

Core values are the essence of a company's
identity: they support the vision and shape
the culture of an orgarisation. Core Values
cannot be plagiarised and made to fitan

Process Snapshot

jees hold to be

tant

Benefits of Core Values Development

Business

Team

[ that
business to achieve its vision

Builda believes
fundamental toyour success

- Givesyou access to an expert sounding board,

They need to be devel
from within to be authentic to your company
and employees

Experience has shown that the most effective
Way to develop Core Values s by having a
neutral facilitator lead the process, We've
developed an effective service that allows
you to create Core Values for your business
providing a great foundation and guide for
the way your team interact with clients and
each other

and theimpact of
them prior to making any decisions within the
s

+ Improved business performance by identifying
ways to overcome challenging issues

- Keeps your Business Plan as a living document
toensure you are working towards your goals
Core Values contribute to the overall success of
the organisation

3 f choice.

within your Team

Core Values guide expected behaviours - how!
your Team interact with each other and clients.

- Clearly communicate whatis important toyou,

employees, and the company.

Alignment amongst the Directors in terms
of prioritising what projects are important (f
applicable)

marshtincknell.com.au

marshtincknell

Chartered Accountants

Vidigenducid que voluptatia
commolo recati odigend

Facts SetOne

Determine the values that will drive
your business to achieve its vision

Gain a framework for effective
communication

Gives you access to an expert
sounding board, so you can discuss
yourideas and the impact of them
prior to making any decisions within
the business

Improved business performance
by identifying ways to overcome
challenging issues

Keepsyour Business Plan asa
fiving document o ensure you are
‘working towards your goals

Core Values contribute to the overall
success of the organisation

Facts Set Two

Build a foundation for the culture
you believe is fundamental to your
success

Increase alignment within your Team

Core Values guide expected
behaviours - howyour Team interact
with each other and clients

Clearly communicate what is
important to you, employees, and
the company

Alignment amongst the Directors.

interms of prioriising what projects
are important (f applicable)

Achieve

marshgincknell f

artered Accountants

Introductory paragraphAd maximod icimaio

beatem ad ex ellandi pitio. Volut latque il est,

cone volenimporem serenitas am con nient pliasi
doloribustio conet dellabo. Mo tecupta tecesciendit
fugitiis comnienim fuga. Nempori onseque sitatur,

te conecus ciaspit ut explab ipit esseque nonseque
doluptius nobit, sed quo quae es aspernatibus
assuntiam id eumque quamus de occulparum fuga.
Ut magnis atem fuga. Itate volestium ea pellabo ribus.

aut fugiam dolupta tibus, quostia
cus ne remposs tatas enecerro offictur re nat hari voluptati ad experiorum si qui
vellorerum et ut aut hilit landlusa peditibus mod quia ium as maximus erestrum es nus
eteius

Tem.

Tusaere hentota quatis sum vellam, solo ma voles qui nus duciis alciles ped molorum
lat ommolor untiostios nos di cus, am eium, audic totatib usapel es ulpa et, sunt et
num volore fe s net et exerern vellut volenias arum aut eos et, con et, necae nos num
qui dolorep ellaut ea solorrum venirmi, quis et qui tes it porem illique dent faccuptur,
que sum, sum arbusante volut paria volorepuda que niicitatio quiat venihic iuntis
restrum inctiuribus con nectat andae id ut millesenihit ipsam, sum, seque sustiatus Quid
quam lictio et utatem que quas con pre ditassitint odigento berit id et quiberspitat eaa
ditia ne nobis aborepratia cones consed millaborio tota sam, seque nus.

Bt N ; N

tiist, veranum, omnimus.

Tor repu imin rera doluptat d quosam liqui
voluptaturn iurn labo, Otate id mos quo quam quiam, quae velent volecto doluptacuia
idl ute porectur, coriberum id molupie nihilo riatus vercils iminctotatem nos doluptatat
volores ecatemnped massit eum de et molum qui odii testi dellorestis ad magniate modi
cum volor it volest, sim aut premauam iureicte occuptustium et laut quasse laboria

d llaborunti am, ut ut im facerum ex estionecum quuntem
odipide strupta quuntius quatur, odit posam imin nulpa ipsande llabore nobis voloreic
te prerit quist ex es sunt

your f choice. marshtincknell.com.au




Section 4

Brand Support

Marsh Tincknell Brand Standards Ver10 October 2018



If you have any questions relating to the
contents of this manual or the Marsh
Tincknell logo and design files please
contact our Brand Support Team.

Thank you.

P Q7 3422 8000
E tomw@mtaccountantscom.au






