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While ageism can be experienced by people at 
any age, this campaign is targeted at ageism 
experienced by older people. In this respect, the 
ageism we are targeting comes from negative 
attitudes and beliefs about growing older and 
what it means to be an older person. 

The EveryAGE Counts campaign seeks to shift 
the dominant, pervasive negative attitudes 
and beliefs about ageing and older people 
and establish a new conversation where all 
Australians – now and into the future – can 
participate and flourish at every age.

The EveryAGE Counts campaign is evidence 
based and driven by a coalition of prominent 
organisations, peak bodies, businesses and 
individuals. It aims to build a strong grass-

roots social movement over time to maintain 
momentum and achieve sustained outcomes. 

Why ageism?

Like much of the rest of the world, Australians 
are living longer than ever before and differently 
to previous generations of older people. They are 
redefining growing older and challenging many 
myths, assumptions and stereotypes. This is a 
great achievement and a cause for celebration. 

But our society has been slow to respond to 
these changes. Cultural norms, societal attitudes 
and expectations, and government and business 
policies, for example, are simply not keeping 
up. We are continually bumping up against 
outdated policies, ideas and ways of thinking.

The problem is these outdated negative social 
norms about ageing and older people are 
driving many negative social impacts and 
behaviours: inadequate or inaccessible services 
and products; government inattention; negative 
public discourse and hurtful and unrealistic 
stereotypes in popular culture and media 
portrayals. In turn, they can have profound 
impacts and consequences for us as individuals: 
on our physical health, our ability to find and 
retain employment, personal confidence and 
control over life decisions and overall quality of 
life. In short, ageism can prevent people from 
participating as full and equal citizens in society. 

Introduction

EveryAGE Counts is a campaign established in 2017-2018 and launched in  
October 2018 with an ambitious mission is to tackle ageism, defined as 
‘stereotyping, discrimination and mistreatment of people based solely upon age’.
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The brand will be used across an unlimited 
range of settings and vehicles and will be used 
alongside the brands of other agencies and 
organisations that become partners.

The symbolism of the EveryAGE Counts logo 
reflects several related aspects of the campaign 
objectives, key messages and identity and can 
be interpreted in a number of useful ways,  
for example:

•   It represents the unity and solidarity  
between people across every stage of life.

•   It represents the consistency of each of  
us as individuals, right across our whole  
life course (at every age) 

•   It represents intergenerational relationships – 
between older and younger and all in between

•   It represents time – a continuing,  
never-ending process of change and  
evolution for all humanity

•    It can represent relationships within specific 
settings such as families, clubs or workplaces

The use of green in the colour palette is intended 
to impart the concepts of growth, renewal 
and change - which are at the heart of the 
campaign’s ambition. In addition, the concept 
of ‘evergreen’ aligns with the message that we 
remain the same person, with the same rights 
and responsibilities, from birth to death, equally 
across the life course, regardless of our age.

The EveryAGE Counts  
brand
The EveryAGE Counts brand aims to represent and promote all aspects  
of the advocacy campaign in a powerful and immediately recognisable way.
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About this  
document

The following pages contain guidelines and 
examples of how the EveryAGE Counts (EAC) 
logo should be applied and used in design  
and layout across multiple applications by 
agencies working with the campaign as well  
as sponsors, partners and others approved  
to use the brand.

NB:  All logo placements require 
approval before publication.

Where there are any doubts and 
questions about use, please contact 
the campaign administrators.
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There are three versions of the  
EveryAGE Counts brandmark

•  EAC Primary 
•  EAC Secondary 
•  Pebble

Each brandmark may be used depending 
on application. The brandmarks are  
available in both mono and RGB.

EveryAGE Counts  
text brandmark

The name of the brand EveryAGE Counts  
must always be written as:

•   EveryAGE Counts

•   EveryAGE – one word, no spaces –   
with a capital ‘E’, lower case ‘very’,  
capital AGE

•   Then as a separate word –  ‘Counts’ must  
have a capital ‘C’ and lower case ‘ounts’

Our brandmark

EAC Primary EAC Secondary Pebble
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The Primary logo is for universal use and the 
preferred logo to be used on white backgrounds, 
grey backgrounds or over light areas of imagery.

A secondary version of the logo is shown on the 
following page.

The background where you are placing the  
logo should determine which version of  
the logo you use.

The minimum size at which the Primary  
logo is used is determined by the uppercase  
‘E’ in ‘Every’. This should not be less than 2 mm 
in height. See minimum size and clear space 
section for more details.

Available formats

•  CMYK and mono for printed collateral 
•   RGB for digital items  

(web, video, PowerPoint, Word etc)

Primary logo

EAC Primary – CMYK version EAC Primary – mono version
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The Secondary and Pebble logo are designed 
to be used in situations where the Primary logo 
may not be suitable due to design constraints.

These logos used the deep green primary colour 
as a background for enhanced visual clarity.

For example, the Secondary logo may be used if 
a space is small and the Primary logo would get 
lost/wouldn’t fit. 

The Pebble logo should only be used in  
specific circumstances e.g. exhibition displays, 
signage etc.

Available formats

•  CMYK and mono for printed collateral 
•   RGB for digital items  

(web, video, PowerPoint, Word etc)

EAC Secondary – CMYK version EAC Pebble – CMYK version

Secondary and 
Pebble logo
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Clear space

In order to preserve the integrity and visual 
impact of our brandmark, it should always 
be positioned with an area of clear space 
surrounding it. The required clear space (x) can 
be calculated at any given size by using the 
width of the ‘E’ as illustrated here.

Minimum size

To avoid any reproduction issues and to ensure 
legibility, both versions of the brandmark 
should not be used below the minimum sizes 
specified here. Where quality of reproduction is 
a concern (e.g. in newsprint) it is recommended 
the brandmark is reproduced above the sizes 
outlined here.

The minimum size at which the Primary  
logo is used is determined by the uppercase  
 ‘E’ in ‘Every’. This should not be less than  
2 mm in height.

Minimum size 
and clear space

x x

x x

xx

Clear space

Pebble flourish

2 mm

2 mm 15 mm

Minimum size
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x

When the Primary logo is used on its own  
it is always positioned as shown, adhering to 
clear space rules.

Positioning 
rules

x

x

x

x

x

Logo at the bottom Logo at the top

x

x

x

x
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These examples show incorrect  
logo usage.

Colour scheme

Do not use  
other colours.

Drop shadow

Do not use  
drop shadows.

Logo elements

Logo elements should  
never be repositioned.

Mixing logo styles

Logo styles should  
never be mixed.

Tints, shades and 
transparency

Do not use tints, shades 
or transparency when 
reproducing the logo.

Scaling

The logo should 
never be stretched 
disproportionately.

Angles

The logo should 
always be positioned 
horizontally.

Cropping

The logo should  
never be cropped.

Incorrect usage



EveryAGE Counts Brandmark Version 1.0 : September 2018 11

Description

Here is a full breakdown of all the  
EveryAGE Counts colour specifications.

For print

Use CMYK breakdown or Pantone.

For digital and screen

Use RGB breakdown or # reference.

Our colours

Deep Green

C:90 M:35 Y:100 K:25

R:011 G:105 B:054

#0B6936

Pantone 349 C

Vibrant Green

C:55 M:5 Y:100 K:0

R:133 G:187 B:065

#85BB41

Pantone 376 C

Primary colours

Vibrant Cyan

C:70 M:0 Y:20 K:0

R:045 G:190 B:205

#2DBECD

Pantone 631

Deep Blue

C:100 M:60 Y:0 K:0

R:015 G:105 B:175

#OF69AF

Pantone 300

Deep Purple

C:85 M:100 Y:0 K:0

R:080 G:050 B:145

#503291

Pantone 2597

Vibrant Yellow

C:0 M:20 Y:100 K:0

R:255 G:200 B:050

#FFC832

Pantone 7406

Secondary colours
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Primary headline typeface

The primary headline typeface for the  
EveryAGE Counts brand is Bitter. It should 
be used for all headlines and to highlight 
information for titles, pull quotes or any  
other form of typographic expression that 
requires emphasis.

Use the secondary typeface Montserrat  
for body copy and the other weights.

Download

Bitter is available as a free download  
from Google fonts: 
https://fonts.google.com/specimen/Bitter

Bitter Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Bitter Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Bitter Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Our typography
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Secondary typeface

The secondary typeface for the EveryAGE  
Counts brand is Montserrat. It should be  
used for all for body copy and the  
other weights.

Download

Montserrat is available as a free download  
from Google fonts: 
https://fonts.google.com/specimen/
Montserrat

Montserrat Light

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Montserrat Regular

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Montserrat Bold

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Our typography

Montserrat Light Italic

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Montserrat Italic

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Montserrat Bold Italic

ABCDEFGHIJKLMNO 
PQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
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Alternative typefaces

Calibri can be substituted for Bitter and 
Montserrat for use in applications such as 
Microsoft Word or PowerPoint.

Download

To purchase and download Calibri  
please contact MyFonts at 
https://www.myfonts.com/fonts/ascender/
calibri/

Calibri Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Calibri Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Calibri Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Our typography
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x

x

Alternative typefaces

When the Primary logo used in partnership  
with logos from other organisations the clear 
space (X) should be used.

The partner logo(s) should be scaled so that  
they have equal visual weight.

The partner logo may be positioned first  
with the Primary logo positioned as the 
Secondary logo.

A 30% black 1 pt keyline is used to separate  
the Primary and partner logo.

Co-branding

x

x

x

x
Centrally aligned

Divider rule

1 pt rule, 30% black

Divider rule

1 pt rule, 30% black

Equal height
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Sign up to be part of  
our upcoming campaign 
to tackle ageism

EveryAGE 
Counts

www.everyagecounts.org.au

www.everyagecounts.org.au

Sign up to support the EveryAGE 
Counts campaign to tackle ageism

Almost a third of 
Australians have 
experienced age-
related discrimination 
while employed or 
looking for work

Images for style reference only. 

These images are not rights released for  
use by the EveryAGE Counts brand.

NB:  All logo placements require 
approval before publication.

Where there are any doubts and 
questions about use, please contact 
the campaign administrators.

Sample 
application

www.everyagecounts.org.au

Sign up to support the EveryAGE 
Counts campaign to tackle ageism

Almost a third of 
Australians have 
experienced age-
related discrimination 
while employed or 
looking for work


