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Our Mission Statement

Together we can create
an Australia free from
alcohol harms
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SUPPLIED FILE:
FARE Logo-Colour.ai

fare

Foundation for Alcohol
e Research & Education

background colours and images.

Primary Logo

FARE STYLE GUIDE

PAGE 3



SUPPLIED FILE:
FARE Logo-Navy.ai

One Colour Logo

Sometimes the yellow full stop will be too hard to

read over certain backgrounds. If this is the case,

a plain navy blue version can be used.
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SUPPLIED FILE:
FARE Logo-Rev Colour.ai

fare

Primary Logo Foundation for Alcohol
Reversed Research & Education




SUPPLIED FILE:
FARE Logo-Rev.ai

2.4
One Colour Logo

Reversed

fare

Foundation for Alcohol
Research & Education



SUPPLIED FILE:
FARE Logo-Plain-Colour.ai

Logo without line

Sometimes we won't need to spell out

who we are, if so this is the logo fo use.
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SUPPLIED FILE: One colour

FARE Logo-Plain-Navy.ai
FARE Logo-Plain-Rev Colour.ai
FARE Logo-Plain-Rev.ai

fare

Reversed 2 colour Reversed

2.6
Logo without line
- other uses

fare | fare
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SUPPLIED FILE:
FARE Logo-Horizontal-Colour.ai

Foundation for
Alcohol Research

& Education

fare

Horizontal Logo

Understanding that some spaces might not
fit our vertical logo, this horizontal version

was created for those situations.
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SUPPLIED FILE: One colour

FARE Logo-Horizontal-Plain-Navy.ai
FARE Logo-Horizontal-Plain-Rev Colour.ai
FARE Logo-Horizontal-Plain-Rev.ai

Foundation for
Alcohol Research
& Education

fare

Reversed 2 colour Reversed

2.8
Horizontal Logo
- other uses

Foundation for Foundation for
Alcohol Research Alcohol Research
@® & Education @® & Education
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Minimum Ssize

The beauty of this logo is it’s legibility. It works

incredibly well at small sizes.

If you need use the tagline, the minimum size
is bigger than if you need the plain logo as

we want to make sure the text is legible.
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Research & Education
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fare

Foundation for Alcohol

Clear Zone )
Research & Education

The width of the full stop at the end of FARE

is the clear space around this logo.

This minimum space of the full stop should be
applied all the way around the logo at all times,
unless stated otherwise. This ensures that no
other graphic elements outside the brands own
encroach on its natural space, providing clear

visibility in all situations.
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The FARE colour palette is bold, bright and sophisticated, and has
many colour combinations to dial up the community engagement

or to ground the brand in a research based space.




MUSTARD YELLOW

SMOKEY PURPLE

POWDER

Golours Our colour palette consists of 8 colours. All colours play a role in bringing this
brand to life and the sizes of the circles above are a rough indication of the

ratio of colours used in collateral.
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3.2
Colour breakdown

Here are the colour breakdown and

values of our colours.

FARE STYLE GUIDE

NAVY BLUE
PMS 7463

CMYK 97 .80.45. 46

RGB 15.43.70
HEX #0f2b46

CORAL PINK

PMS 710

CMYK 0.80.55.0
RGB 241.91.97
HEX #f05a60

SMOKEY PURPLE
PMS 669

CMYK 85.91.33.23
RGB 65.48.97
HEX #403061

OLIVE GREEN

PMS 5835

CMYK 40.28.76.3
RGB 159.159.93
HEX #9f9e5d

MAUVE

PMS 7446

CMYK 43.53.0.0
RGB 158.181.127
HEX #977fba

MUSTARD YELLOW
PMS 142

CMYK 4.26.86.0
RGB 243.189.64
HEX #f3bd40

TEAL

PMS 564

CMYK 50.0.26.0
RGB 123.204.198
HE X #7accc6

POWDER

PMS 663

CMYK 0.0.5.5
RGB 242.241.230
HEX #f2f0e6
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Check out matches here:
https://tinyurl.com/3t4rpwhs

3:3
Accessibility

Legibility of text online is very important, so
all text needs to use the following accessibility
rules. This page shows the text / background
colour and the text size that can be used to

pass accessibility guidelines.

Only the colours that pass the test are

shown here.

FARE STYLE GUIDE

AA =large text
aa = small text

AA aa
AA aa

AA aa

AA aa
AA
AA

AA aa
AA

AA aa

AA aa
AA aa
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3.4
Combinations

It is important that any colour combinations
used are harmonious. Here are a range of
complementary colour combinations that you
can use. There are plenty of colours to choose
from, so it's essential that we exercise some
restraint and refrain from creating excessively
multi-coloured layouts. Note that our navy

blue is always featured.
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4.0 Typography



e downloaded from:
https://fonts.adobe.com/fonts/freight

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk L1
Mm Nn Oo Pp Qg Rr 5s Tt Uu Vv

Ww XX Yy 2z

Headline typeface Freight Pro Light Freight Pro Bold

o b o e e s s ABCDEFGHIJKLM ABCDEFGHIJKLM

kit NOPQRSTUVWXYZ NOPQRSTUVWXYZ
abcdefghijklm abcdefghijklm
Nopgrstuvwxyz nopqrstuvwxyz

1234567890 1234567890



Body copy typetace

Our body copy is Sofia Pro, which is a

lovely geometric font with rounded curves.

This font family is elegant, friendly and
contemporary and absolutely ideal for
use in small sizes.

Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk
LI Mm Nn Oo Pp Qg Rr Ss Tt Uu
Vv Ww Xx Yy Zz

Sofia Pro Light Sofia Pro Bold
ABCDEFGHIJKLM ABCDEFGHIJKLM
NOPQRSTUVWXYZ NOPQRSTUVWXYZ
abcdefghijklm abcdefghijkim
nopqrstuvwxyz hopqrstuvwxyz

1234567890 1234567890



5.0 Supporting Elements




5.1
The speech mark

This speech mark was born out of the idea
that our community has stories to share.
And we want to share those stories.

The gradient forms a really lovely colour
pattern that can be blown up large to form
interest on backgrounds, or it can simply

weave into photographs and backgrounds.

These are just some examples of how they
can be used. Further application use is

displayed in the collateral section.
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5.2
Circles

Circles are an obvious place to start for brand

extensions as there is one signing off our logo.

We can draw on the gradients that our
speech marks produce to create lovely colour
combinations on backgrounds that would

otherwise be quite plain.

How we use these will become clear in the
collateral section, but some handy rules have

been drawn up on the next page.
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5.3
Circle rules

There is a simple rule around these circles.
Create any size you like, but make sure the centre

point lines up with any corner of your artwork.

FARE STYLE GUIDE
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54
Duotone images

Sometimes, images are sourced externally and
are of poorer quality. Turning those images into
a duofone in our brand colours is a great way
to bring them back into line with our style.

How these duotones can be used is displayed

in the collateral section.

FARE STYLE GUIDE
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Illustration style

This illustration style is hand drawn and
free-forming. It provides a lovely contrast
between the sweeping graphics and bold

gradients of colour.

These are used when there isn't an image, i
but the subject matter is clear to have an
illustration. You will see these in play in the

collateral section.

FARE STYLE GUIDE
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Illustration style

This set is slightly more detailed, so they

pattern has been purposefully taken out.
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6.1 Photography

FARE STYLE GUIDE

Photography is real and human. Subjects are not looking at camera,
like we are sneaking a look info their everyday lives. It's using regular,

relatable people - ranging in ages and ethnic backgrounds.

Please note that this photography shown is indicative only. We have

not purchased the rights for any of these images.

Images found on stocksy.com and gettyimages.com
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7.0 Collate
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Lorem ipsum dolor sit amet,

consectetur elit sed adipiscing elit,
sed do eiusmod tempor incididunt
ut labore et dolore magna aliqua.

Annual Report

2021-2022

Annual Report

2021-2022

7.1
Lorem ipsum dolor sit amet, consectetur elit sed

Annual Reports adipiscing elit, sed do eiusmod tempor incididunt

ut labore et dolore magna aliqua.

Research & Education Research & Education
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Alcohol Retail
in Victoria

Alcohol Retail

in Victoria

Alcohol Retail
in Victoria

July 2021
July 2021

R Mus rerum quistiuntis pre nulloria sundae con pos estium,

e p O r Ove r S in nis doles ut et eatisinvel int la sanimil id utate porrum
quibus. Xeribus dollut qui imil ipiene elluptatur. Emporunt
voluptae molorupta quuntiorem fugia nobis magnihil.

Mus rerum quistiuntis pre nulloria sundae con pos estium,
in nis doles ut et eatisinvel int la sanimil id utate porrum
quibus. Xeribus dollut qui imil ipiene elluptatur. Emporunt
voluptae molorupta quuntiorem fugia nobis magnihil.

fare fare fare

Foundation for Alcohol Egl;:;it}ilos‘: Eflod‘;‘/g;i?;]ol Foundation for Alcohol
Research & Education Research & Education
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Now more than ever,
need to be focusing o
health and wellbeing
families and commu

- . at Now more than ever, we need
7‘ 3 Ty to be focusing on the health
: . and wellbeing of our families

Community I . 5 1 and communities.
based covers

Foundation for Alcohol
Research & Education
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74
Instagram

FARE STYLE GUIDE

FARE ALSTRALIA

@ fare.australia

Pasts

| definitely drank
more. | went from five
drinks a week to four
drinks a night. This
was due mainly to an
increase in workload
due to COVID-19.

Your
volice

{'_;:I Vight the COVID-19 Information Centra.

cav [

Liked by etehsparkling and others

fare.australia Lockdown and pandemecs made 2020
ghrasaful For marmy.

mn a B8 5 @

For most of Australia,
there are no measures in place
ensuring alcohol companies
verify people’s age when they
buy-alcoholic products.
online.

It was only when
my daughter set the
table and included
‘mummy’s gin glass’
that | realised that

was the last drink
| needed.

Your
voice

Together,
we did it!

Children exposed to alcohol
advertising are more likely to
start drinking earlier in
life and more heavily.

Every alcoholie drink
increases the risk of
developing cancer in the
mouth, throat, breast,
liver and bowel.

| definitely drank
more. | went from five
drinks a week to four
drinks a night. This
was due mainly to an
increase in workload
due to COVID-19.

Your
voice

The alcohol industry shouldn’t

be using a global health crisis

as an opportunity to sell more
alcohol at the detriment of

community health.
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7-5
Strategic Plan

FARE STYLE GUIDE

rategic
Plan

2021 - 2023

fare

Foundation for Alcohol
Research & Educati

Strategic objectives
and outcomes

Strategic Objectives

Outcomes

Evidence-informed policy

We shape, drive and support the development

of evidence informed policy and programs that
contribute fo an Australia free from alcohol harms:

Decision-makers implement policies and programs

that put the health and wellbeing of Australians first.

People-powered advocacy

We engage in advocacy that elevates the voices
of people with lived-experience and values
aligned organisations.

People’s voices are heard by decision-makers in
government. Companies that sell alcohol products
are accountable for the harms their products cause.

Health promotion programs

We develop and deliver programs fo engage
Australians in a conversation about alcohol
harms and the health and wellbeing benefits
of reducing drinking.

Australians engage with honest and accurate
information fo prevent and minimise alcohol harms
in their lives and their communifies.

Who we are
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