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Introduction The Pinnacle Foundation is committed to uplifting LGBTIQ+ 
Australians with authenticity and care. We help young individuals 
move forward and rise up to achieve their very best. That’s why 
our new brand is so important. We convey our brand through our 
everyday interactions, as well as across all media and printed 
materials. And so, it’s imperative that the true essence of our 
new brand and what we represent is communicated in each and 
every one. This guide serves as a resource to bring together our 
brand elements and how to use them correctly.
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About Us No one should be held back because of their gender identity, 
sexual orientation or sexual characteristics. That’s why The 
Pinnacle Foundation exists.

5THE PINNACLE BRAND

We empower young LGBTIQ+ Australians  
to achieve their full potential, by providing educational 
and vocational support to individuals who have  
faced barriers to achieving their career goals,  
just because of who they are.

We believe the gift of education is one that  
impacts every aspect of a young person’s life  
and can sustainability enhance their future, and  
the contribution they make to our community. 

The program works by awarding scholarships to  
public higher education institutions in order to help 
recipients achieve qualifications. Scholars are also 
supported through their studies by mentors who  
share the same academic interests, gender identity, 
sexual orientation or sexual characteristics.

Our vision is for a more diverse and inclusive  
society with visible LGBTIQ+ role models. And with  
the help of donations, passionate contributions of  
over 115 volunteers and our dedicated staff, we  
know we can play a part in making that happen.



Manifesto Success and achievement should be in the hands of the 
individual. It should be based on merit. But without true equality, 
there is no merit. LGBTIQ+ groups need equity to be on a level 
playing field. That’s where we come in. The Pinnacle Foundation 
helps young people find their power, a power that has been 
taken away from them time and time again, and use it reach 
their very best. We help each and every scholar reclaim their 
rightful path and look to a brighter future.
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Tone of Voice EMPOWERING , POSITIVE , AUTHENTIC, INFORMATIVE
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The Pinnacle Foundation is about empowering individuals 
to be their very best, and this should ring true in the way we 
speak. Copy should be uplifting, inspiring and of course have 
a positive outlook. We’re always authentic, empathetic and 
human in our approach - transparency is key. Last but not 
least, we’re informative. Supporting education and a career-
focused future is what we do, and that means we always 
deliver the facts, straight-up.
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Welcome to the new brandmark 
– a nod to our vision, our scholars 
and our legacy. The brandmark 
encapsulates the idea of always 
moving forward, through the  
use of a forward slash as our 
graphic device.

Core Brandmark
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Our new brandmark is bespoke. 
The tops of the slash have been 
cropped, so please don’t recreate 
the brandmark in live type.

Brandmark Structure
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Brandmark Heirarchy FULL BRANDMARK

FOLD DOWN

SYMBOL

Our brandmark has three states 
to allow for both adaptability and 
flexibility. The full brandmark 
best visualises who we are and 
therefore, should act as the primary 
mark used in market. However, 
there may be situations where the 
size of our alternative brandmarks 
enhance legibility, understanding 
and overall communication. 
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SYMBOL

The symbol version of our 
brandmark can be used 
for small applications, 
such as on social media.

FOLD DOWN

For our key brand 
moments where the full 
brandmark may not be 
necessary, such as the 
website, the fold down can 
be used.

FULL BRANDMARK

The full brandmark is 
to be used for all other 
applications and our key 
communications.
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Our brandmark also comes with a 
tagline option that can be used in 
brand communications including 
above the line advertising, below 
the line and internally. This should 
be used as a priority solution when 
the LGBTIQ+ component of the 
brand might not be clear.

FULL BRANDMARK

COMMS TAG

Comms Tag
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Pride Symbol

For digital and social media 
applications where the LGBTIQ+ 
component of the brand might 
not be clear and the comms tag is 
not appropriate, we have a pride 
version of the symbol.

This version is to be used as a last 
resort to effectively communicate 
the brand purpose and intention. 
However, the preference is to solve 
the LGBTIQ+ communication in 
copy.

Do not apply the pride stripes to 
any other brandmark.

CORE VERSION

PRIDE VERSION
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Clearspace

It’s important to give our new 
brandmark the space to breathe 
and ensure legibility and impact 
from competing visual elements 
such as text and supporting 
graphics. The absolute minimum 
clearspace between our 
brandmark and other elements is 
the height of the capital ‘P’ squared.
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Minimum Size

Our new brand mark is bold and 
simplistic, and great at being seen 
at both large and small scales. The 
brandmark has been optimised to 
render best above 20mm high. If 
you require something under this 
size, please either use the fold 
down or symbol version.

20MM
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When using any of our brandmarks, please do not:

At the Pinnacle Foundation, we help young adults like 
Jayden, who have been held back because of their 
gender identity, sexual orientation or sexual charac-
teristics. Jayden was just 18 years old, when she was 
forced to leave an unaccepting home and face home-
lessness on and off for years.

STRETCH OR WARP THE BRANDMARK WRITE THE LOGO IN TYPE CHANGE THE TYPEFACES

FILL WITH GRADIENT FILL WITH AN IMAGE RESOLVE THE MARK IN DIFFERENT COLOURS USE COLOURS NOT IN OUR CORE PALETTE.

ENCROACH ON THE MINIMUM SPACE

THE
P/NNACLE
FOUNDATION

THE
P/NNACLE
FOUNDATION
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Colour Palette

The Pinnacle Foundation is all 
about celebrating and uplifting 
the LGBTIQ+ community. So the 
brand is bold and vibrant. We’ve 
developed a bright colour palette 
inspired by the pride flag. 

Each colour has a corresponding 
shade to be used with our 
typography treatment.

ORANGE
PMS 156c

R245 G92 B26
C0 M81 Y100 K0

#f55c1a

YELLOW
PMS 130c

R244 G169 B000
C3 M37 Y100 K0

#f4a900

GREEN
PMS 3385 C

R62 G198 B163
C65 M0 Y48 K0

#3ec6a3

BLUE
PMS 2727c

R18 G128 B252
C100 M28 Y0 K0

#1280fc

PURPLE
PMS 2725c

R112 G88 B200
C66 M78 Y1 K0

#7058c8

DEEP ORANGE
PMS 2347c

R217 G18 B000
C9 M100 Y100 K2

#d91200

DEEP YELLOW
PMS 158c

R221 G117 B37
C10 M65 Y100 K1

#dd7525

DEEP GREEN
PMS 2402c

R000 G157 B131
C82 M15 Y60 K1

#009d83

DEEP BLUE
PMS 7686c

R38 G84 B140
C93 M72 Y20 K5

#26548c

DEEP PURPLE
PMS 7672c

R79 G56 B133
C85 M94 Y13 K2

#4f3885



20BRAND ELEMENTS

Typography

From the brandmark to the visual 
identity, our new brand is guided 
by the use of two brand fonts. 
Raisonne and Raleway used in 
combination express who we are 
and the community we support.

CORE BRAND / ACCENT

Raleway
abcdefghijkln 
opqrstuvwxyz

ABCDEFGHIJKLN 
OPQRSTUVWXYZ

1234567890

Raisonne
abcdefghijkln 
opqrstuvwxyz

ABCDEFGHIJKLN 
OPQRSTUVWXYZ

1234567890

PRIMARY 
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DONATE

© 2020 The Pinnacle Foundation. All Rights Reserved. ACN 127 662 604 Registered as a charitable institution in NSW

If you’re part of the LGBTIQ+ community 
and have been held back because of who 
you are, apply for a scholarship today. 

Your donation will support LGBTIQ+ 
youth, who have faced harsh adversities, 
succeed in the future.

Apply to reclaim 
your path.

Help LGBTIQ+ 
youth thrive.

DONATEAPPLY NOW

DONATEAPPLY

HEADLINES RAISONNE

BODY RALEWAY

HEADLINES RAISONNE

CTA RALEWAY
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Typography Treatment

Our new typography treatment 
stems from the idea of always 
moving forward without barriers. 
This treatment is to be used for 
key headlines.
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Typography Treatment

The type box should be angled at 
-23.1°, reflecting the angle of the 
forward slash on our brandmark.

RECLAIM
YOUR

PATH
-23.1°-23.1°
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Imagery

Our brand imagery features our 
scholarship awardees in a canvas 
of colour. Using the full range of our 
colour palette, this photography 
focuses on the human qualities, 
expressions and spirit,
and should evoke warm and 
optimistic outtake. Brand imagery 
should be used for all outward
facing communications from the 
brand at an above the line level.

When this photography is not 
available, imagery should come 
from the brand image bank.

Background colours to be adjusted  
to align with brand colours
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Image Treatment

Our forward dash device 
can also be used as a bold 
addition to the photography, 
further communicating the 
brand proposition of always 
moving forward.

Imagery TBD
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Communications

For our brand communications, 
we hero the story of one of our 
scholarship awardees in our core 
brand typography style. This can 
be done with a series of words or 
short sentences that represent their 
journey, both before and after the 
scholarship. We can also talk to 
their future, or what’s yet to come.

Imagery TBD
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2021 
Scholarship

applications 
now open.

BRAND FOCUSED NEWS / UPDATE

Imagery TBD
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ROCK POSTERS

Imagery TBD
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2021 
Scholarship

applications 
now open.

2021 
Scholarship
applications 
close May 5

2021 
Scholarship
applications 
this Friday.

SOCIAL

Imagery TBD
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DONATEAPPLY

DONATE

If you’re part of the LGBTQIA+ community 
and have been held back because of who 
you are, apply for a scholarship today. 

Your donation will support LGBTQIA+ 
youth, who have faced harsh adversities, 
succeed in the future.

Apply to reclaim 
your path.

LEARN MORE

Help LGBTQI+ 
youth thrive.

DONATE

WEBSITE HOME

Imagery TBD
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DONATE

© 2020 The Pinnacle Foundation. All Rights Reserved. ACN 127 662 604 Registered as a charitable institution in NSW

If you’re part of the LGBTIQ+ community 
and have been held back because of who 
you are, apply for a scholarship today. 

Your donation will support LGBTIQ+ 
youth, who have faced harsh adversities, 
succeed in the future.

Apply to reclaim 
your path.

Help LGBTIQ+ 
youth thrive.

DONATEAPPLY NOW

DONATEAPPLY

FULL WEBSITE

Imagery TBD
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DOCUMENT COVERS
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TOTE BAG T-SHIRT
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Imagery TBD

IMAGE BANK
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Imagery TBD

IMAGE BANK



Other Available Imagery
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Imagery TBD

IMAGE BANK
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Assistance

40OTHER INFORMATION

If you require any further information about the new brand 
guidelines, please contact [Name], [Position] at The Pinnacle 
Foundation on [Number].

Client to provide Pinnacle Foundation marketing contact details.
Name:
Position:
Email:

Info needed


