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OUR IDENTITY
Communication is about more than just words and pictures – it’s 
about identity.

At the Wilderness Society, we know that effective 
communication is about making a connection with our audience 
– a connection that lets them share our ‘idea of wilderness’ and 
identify with our vision for Australia’s wild places.

The Wilderness Society is a one-of-a-kind organisation. We all 
have a stake in defending its image, safeguarding its legacy, and 
expressing its unique identity in the best way possible.

“The idea of wilderness 
needs no defence. It only 
needs more defenders.” 
  —  Edward Abbey. American Essayist and Author.

Campaigner Luke 
Chamberlain in the 

Victorian Central 
Highlands.  

Photo | Eli Greig

Cover: Magnificent 
Tasmanian wilderness.  
Photo | Rob Blakers
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OUR HISTORY
The Wilderness Society was formed in 1976 by a small group of 
volunteers committed to protecting the ‘wilderness’ values of south-
west Tasmania. Our involvement in the campaign against plans to 
dam Tasmania’s Franklin River soon saw our group – and our ‘idea of 
wilderness’ – gain a national profile.

As our first director, Kevin Kiernan, once said “there was a sort of 
gut feeling about what wilderness was. There was a sense of not being 
constrained, of being able to climb to the top of the nearest hill and 
look out across a landscape where you didn’t see damage.”

By 1980, under the directorship of Dr. Bob Brown, we extended our 
reach and began campaigning for the protection of wild places all over 
Australia. Bob was later elected to the Tasmanian Parliament and is 
best known for his role as leader of the Australian Greens. 

The Wilderness Society has been a key player in Australia’s most 
famous environmental campaigns, including old-growth forest 
protection in Tasmania, Wild Rivers legislation in Queensland, and 
opposition to Woodside’s proposed gas hub in the Kimberley region 
of Western Australia.

Today, with members and supporters numbering in the tens of 
thousands, our organisation is one of the biggest and best-known 
environmental NGOs in the country.

OUR PURPOSE AND VALUES
The Wilderness Society’s long-term vision is to protect, promote 
and restore wild places. Our conservation framework is called 
‘WildCountry’ – a science-based, long-term initiative to maintain 
and restore ecological connections, flows and processes across the 
entire Australian continent.

This involves protecting the best of what is left of Australia’s 
natural environment, restoring important wilderness areas, 
and promoting understanding about the connections that exist 
between species, climate, people and the landscape. 

The Wilderness Society is founded on peaceful direct action and 
the power of people to make change. We are committed to success 
when it comes to protecting Australia’s environment. 

We value our organisational independence and we believe in 
compassion when dealing with stakeholders and each other. 

Our organisation supports Indigenous people’s land and sea 
rights, and we’re committed to proper and detailed consultation 
with Traditional Owners before and during campaigns to protect 
wilderness. 

OUR HISTORY, PURPOSE AND VALUES

Former Wilderness Society 
Director, Bob Brown, at a 
protest action against the 
Franklin Dam.  
Photo | TWS archive
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OUR COMMUNICATION PRINCIPLES

WE ARE 
PASSIONATE
We communicate with energy, 
honesty and passion. 

We iconise wild places and strive to 
convey their revelatory, wondrous 
and awe-inspiring nature. 

We appeal to people’s emotions and 
inspire them to act. 

We really care.

WE ARE  
CREDIBLE
We’re proudly independent. We act on 
our principles and  put our ‘money where 
our mouth is’. People trust us.

We maintain a professional, consistent 
style and use British (as opposed to 
American) spelling. 

We use language that is respectful, 
culturally sensitive, and gender neutral. 

We produce all our communication 
materials in a sustainable, ethical 
manner.

WE ARE 
PURPOSEFUL
We choose action over complacency and 
we frame our work in a positive way.

We have clear science-based objectives 
and we’re focused on solutions. 

We’re responsive and strategic.

We ensure that all our communication 
is in line with the Wilderness Society’s 
overarching objectives.

Jack Thompson and 
John Butler at a protest 
action to save Victoria’s 

native forests.  
Photo | Eli Greig
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WE ARE  
ACCESSIBLE
We never hide behind hyperbole, ‘campaigner-
speak’, or confusing acronyms – our powers of 
persuasion lie in our ability to be honest and clear. 

We choose simple words over complicated 
language to ensure readability and 
comprehension. 

We use images to ‘reach out’ and tell our story.

We make sure what we say is logical and 
complete, but we believe that less is more – if we 
can sum it up using fewer words, we do. 

WE ARE  
UNITED
We’re champions of grassroots and 
community-based change, but we’re united as a 
single organisation with a national agenda.

We strive to maintain a strong and consistent 
visual identity across our whole organisation. 

We are quick to protect our organisational 
reputation and the integrity of our brand.

We speak with a single voice.

45,000
members
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OUR VISUAL IDENTITY

OUR LOGO
Our logo is steeped in history. The ‘green triangle’ is an internationally-
recognised symbol for the environment movement, while the silhouettes of 
native flora and fauna mark us as a distinctly Australian organisation.

Our logo is our most important visual asset. It’s our organisation’s signature and 
acts as a guarantee of credibility and integrity.

Print

Print

Digital 30 px

7 mm

7 mm

PMS 350c or c79 m0 y100 k75

Horizontal version

Stacked version

#006600
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Reproducing our logo
•	 Our logo is a Registered Trademark that is used under licence. It can only appear 

on publications or material produced by us.
•	 We’re careful to maintain the integrity of our logo – we never change or alter it. 
•	 We have two versions of our logo to choose from: the stacked version and the 

horizontal version. 
•	 We maintain our unified, national identity by avoiding ‘state-specific’ versions of 

our logo.
•	 We only reproduce our logo in black, white or PMS 350 (the Wilderness Society 

green).
•	 Wherever possible, we try to include our website address alongside our logo. (For 

legibility, we print our website address in ITC Franklin Gothic Demi or Arial Bold.)

Wilderness Society sub-brands
•	 Official sub-brands (like ‘Forever Wild’, ‘Wild Endurance’, etc.) are always passed 

through the proper approval processes.
•	 We  include the Wilderness Society logo to the right of any sub-brand logo with 

approximately half the triangle’s width space in between.

Suite15, Level 2
288 Brunswick St
Fitzroy, VIC, 3065

Suite15, Level 2
288 Brunswick St
Fitzroy, VIC, 3065Phone: 03 9038 0888

Fax: 03 9038 0800
Email: melbourne@wilderness.org.au

Phone: 03 9038 0888
Fax: 03 9038 0800
Email: melbourne@wilderness.org.au

The Wilderness Society Victoria

The Wilderness Society Victoria

www.wilderness.org.au

www.wilderness.org.au

www.wilderness.org.au
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OUR IMAGES
The old cliché is true – a picture really is worth a thousand words. At the 
Wilderness Society, we’ve been using images as a way to iconise wild places 
ever since Peter Dombrovskis’ Rock Island Bend was chosen as a symbol for the 
Franklin campaign. Decades on, big, beautiful wilderness images are still the 
cornerstone of our visual identity. 

Big is beautiful
•	 We know that images have the power to 

convey complex issues clearly and quickly, so 
we don’t address them as an afterthought. 

•	 If we have a strong image, we show it off and 
use it big – we’re not afraid to let an image 
take up a whole page of a document. 

•	 We think about writing text for the image, 
rather than the other way around.

The power  
of the caption
•	 After the headline, captions are the most-

read element of any communications piece, 
so we believe in investing some time in them.

•	 Many wonderful photographers donate their 
work to the Wilderness Society, so we always 
make sure they’re credited properly.

•	 We format our captions as shown in this 
document.

Finding the  
perfect image
•	 When it comes to sourcing images, we ‘shop 

local’ as a first port-of-call by asking our 
contacts and talking to people on the ground. 

•	 Our online Resource Library can be another  
useful hunting ground, especially for great 
landscape shots.

•	 We sometimes use stock photography, but we’re 
alert to anything that is too expensive, cheesy or 
American. 

•	 Ideally, we commission professional 
photographers to take shots for us. Some are 
willing to donate their time and art for the 
cause, or give us a generous discount – but we 
never expect this or take it for granted. (The 
Communications Team can make photographer 
recommendations).

•	 We always ensure we have permission to 
reproduce other people’s work, and we double-
check facts to ensure our sources are reliable.

A word of caution
•	 We’re wary of reproducing images taken 

from the web as they’re generally not the 
right quality for print (images require a 
resolution of 300dpi at the size of printing). 

•	 Using any images (from the web or 
otherwise) without explicit permission can 
constitute a breach of copyright, so we always 
ensure that we have ‘usage rights’ from 
the photographer (particularly for wildlife 
photography). If unsure, we find another 
image.

•	 Using images of Indigenous people can 
be a sensitive issue. We only use images of 
Indigenous people in cases where we have a 
signed model release. When in doubt, we opt 
to use images that depict Indigenous culture 
generally, rather than an identifiable person.

•	 We avoid using pictures of dead animals, 
as many people find them distasteful and 
distressing. When we do use dead animal 
images it is to illustrate a specific threat (ie. 
fish caught in a trawling net). 

Australia’s stunning Top End.  
Photo | Glenn Walker
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OUR COLOURS 
The wilderness is a colourful place, and we use our 
Wilderness Society colour palette to complement the 
hues of the magnificent Australian bush, not compete 
with them.

The colour green is central to the global environment 
movement. As such our primary colours are:

For print: 
PMS 350 and PMS 371.

For web: 
#006600

Bright, luscious photographs of beautiful wild places 
are often more than enough to make a piece of 
communication material engaging. So, when it comes 
to colour in design, we believe that less is more. Our 
secondary colour palette (below) is used sparingly.

OUR TYPE 
Using consistent fonts across all our communication material  
gives us credibility and strengthens our visual identity. 
We have a responsibility to ensure that our messages are accessible, so  
our core fonts have been chosen for optimal legibility. Using serif fonts  
for body text and sans serif fonts for headlines has been shown to  
increase reader comprehension.

Headings
For professionally-designed documents:  

ITC Franklin Gothic Demi Condensed 
Frutiger 47 Light Condensed 
Frutiger Condensed 
Frutiger Bold Condensed 
Frutiger Black Condensed 
 
For documents produced in-house:  

Arial Bold
 

Body text
For professionally-designed documents:  

Minion Pro Regular
Minion Pro Italic 

Minion Pro Bold
Minion Pro Bold Italic

For documents produced in-house: 

Georgia Regular 
Georgia Italic
Georgia Bold
Georgia Bold Italic 
 

Type tips and tricks
•	 For body copy, we use a 9-12 point font size. 
•	 We use variable heading sizes, depending on the 

document format and design.
•	 Capitalisation works for short headings, but is very hard 

to read in longer blocks.
•	 We use italics for scientific names, names of publications 

and acts (ie Wild Rivers Act 2005).
•	 When using reversed-out text (white text on a dark 

background or image) we ensure enough contrast to allow 
the text to ‘punch out’ and be read easily.

OUR PRODUCTION PRINCIPLES
We believe in leading by example when it comes to sustainable printing 
and production, and we strive to source all services and materials from 
socially and environmentally responsible suppliers. With our strong 
history of forest protection, our supporters expect us to be particularly 
vigilant when it comes to paper selection.

Choosing the right paper
We only use paper made from 100% post-consumer recycled waste. 
Paper stocks with a percentage of recycled material but some virgin 
content are not acceptable.

The following paper stocks are some of our favourites: 

For professional printing:
For offset printing (coated): ReArt
For offset printing (uncoated): Cyclus; Impact; Ecostar
For digital printing: Envirocare

For in-house printing:
Evolve; Vision – Pure White; Fuji – Recycled Pure+; Officemax –  
100% Recycled

PMS 
484c

PMS 
158c

PMS 
130c

PMS 
320c

PMS 
3005c

REFLEX
BLUE C
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Printing 
We ensure that our print suppliers use waterless printing methods and vegetable-based inks.
We ask our printers not to use UV varnishes or cello glaze as these are both extremely toxic 
(aqueous varnish is a good substitute). We avoid metallic and fluorescent inks.

Textiles
When producing t-shirts, hats, banners and other textile products we avoid PVC and try to source 
local materials from socially and environmentally responsible suppliers. (Companies like  
www.certton.com.au supply excellent sweatshop-free organic t-shirts with bulk discounts.)

Quantities and transportation
It’s always cheaper and less resource-intensive to order in bulk. To reduce harmful CO2 emissions 
and cut down on transport costs we ensure that items are produced as close as possible to where 
they need to be delivered. 

Showing off
We think it’s important to show people that we’re committed to doing the right thing. We ensure 
that all our printed material contains the line ‘printed on 100% post-consumer recycled paper’ and, 
where possible, we include the recycled logo (pictured on the opposite page). 

printed on 100% 
recycled post-consumer 
waste paper
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TALKING ABOUT OTHERS
At the Wilderness Society, we often work with others to achieve our goals,  
but our independence should never be seen to be compromised. When talking  
about other organisations (including governments) we always express the nature  
of our allegiance in a careful and accurate way.

Governments and politicians
We use a lower-case ‘g’ when referring to governments in general,  
but when referring to a specific government, we use a capital ‘G’.

Example:
Representatives from many levels of government will be 
attending the meeting.
The Gillard Government has been supportive of the 
campaign.

We capitalise the names of government departments if referring to them using 
their full title, but a capital letter is not required for a shortened name.

Example:
The Environmental Protection Authority is yet to approve 
the project… the authority has indicated it will hold off 
on approval.

As an independent not-for-profit organisation, we’re aware that we must 
always be seen to be endorsing environmental outcomes as opposed to specific 
politicians or political parties. 

Other organisations
When talking about another organisation, we always spell out their name 
correctly and in full in the first instance, and include their acronym – if they have 
one – in brackets. The acronym alone is sufficient after that point.

Example:
The Australian Conservation Foundation (ACF) has been 
a valuable partner in the Tasmanian forest negotiations… 
We plan to continue working with ACF in the future.

TALKING ABOUT  
PLANTS AND ANIMALS
Talking about plants and animals is a great way to help audiences connect with our 
message, and encourage them to support our campaigns.

When talking about plants or animals in general, we use lower-case, but when talking about 
a specific species, we use capital letters. 

Example: 
The chirping of birds can be heard throughout the forest. 
Fewer than 1,000 Leadbeater’s Possums remain in the area.

We try to avoid scientific names when addressing a general audience. If we must use 
scientific names, we capitalise just the first word.

Example: 
The forest was populated with Eucalyptus regnans.

We avoid hyphens in animal names.

Example: 
The region is home to many Spotted Tailed Quolls.

When talking about forests, we hyphenate ‘clear-felled’, ‘old-growth’, ‘land-clearing’ and 
‘plantation-based’, but spell rainforest as one word.

When talking about threatened animals and plants, we use ‘threatened’ as a generic term, 
while ‘endangered’, ‘rare’ and ‘vulnerable’ have specific meanings, and are only used in their 
correct context.

When talking about plants and animals, we try to ‘value-add’ and provide extra context (eg. 
‘the smallest marsupial on the Australian mainland’).

OUR WRITTEN 
IDENTITY
TALKING ABOUT OURSELVES
The organisational structure of the Wilderness Society is 
complicated to say the least. We comprise of a number of 
separately incorporated organisations within each state, plus two 
‘national’ bodies (The Wilderness Society Inc. and the Wilderness 
Society Australia) but in most cases we like to forget all this and 
present a ‘united front’ to our external audience.

•	 For legal reasons, we’re required to state somewhere on each 
piece of communications material which specific organisation 
has produced it. But in general text we simply refer to 
ourselves as ‘the Wilderness Society’.

•	 We never use the acronym ‘TWS’ for an external audience.
•	 We never manipulate our logo to include the name of a state.
•	 We use a lower-case ‘t’ for ‘the Wilderness Society’ unless it 

appears at the beginning of a sentence.
•	 Where appropriate, we sometimes replace ‘the Wilderness 

Society’ with ‘we’ or ‘us’.
•	 We capitalise every word in the names of our official 

Wilderness Society campaigns. We try to speak about 
campaigns in a consistent way (ie. ‘Kimberley Campaign’ 
rather than ‘Gas Hub Campaign’).

•	 We use ‘newspaper’ headings (only the first word plus any 
proper nouns are capitalised).
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TALKING ABOUT PLACES
Wild places are our core business. It’s our job (using words and 
pictures) to iconise the Australian landscape so that people – even 
people who may never have been to a particular spot – can experience 
an emotional connection to it. 

We only capitalise the names of official places

Example:
We need to protect James Price Point.
The forests of south-west Tasmania are under 
threat.

… and places that we have dubbed with an ‘official name’ as part of a 
campaign. 

Example:
The Great Western Woodlands are a national 
treasure.

Wherever possible, we spell out state names in full.

Example: 
The Government of New South Wales will meet on 
Thursday.

We use lower-case for points of the compass, unless they are part of an 
official place name. We hyphenate split direction.

Example: 
The situation is worse in north-west Australia.
The Kimberley boasts Western Australia’s most 
spectacular coastline.

If an Indigenous place name is known, we use it alongside the non-
indigenous name.

Example: 
They travelled to Gulaga (Mount Dromedary)... 
James Price Point (Walmadan) will be spoilt forever if 
the gas hub project is approved. 

When referring to the planet, ‘Earth’ we use a capital letter, but we use lower-
case when talking about the world, the planet, or the globe.

When talking about protected areas, we use capital letters for ‘World 
Heritage Area’ and ‘Heritage Listing/Listed’, ‘National Parks’, and ‘Marine 
Sanctuaries’.

When talking about our amazing wild places, we try to ‘value-add’ and 
provide extra context (eg. ‘much-loved tourist destination’). 

Bird migration, Cape York, Queensland.  
Photo | Kerry Trapnell
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TALKING ABOUT  
INDIGENOUS CULTURE
The Traditional Owners of Australia’s wilderness deserve our respect. That’s why we strive to use the most 
sensitive and appropriate language when talking about Indigenous people and Indigenous culture.

•	 We use the most precise and inclusive collective reference for Indigenous Australians – ‘Aboriginal 
and Torres Strait Islander peoples’. This is also the term used by the Australian Human Rights 
Commission.

•	 ‘Indigenous’ is a short generic reference covering all Aboriginal and Torres Strait Islander peoples. We 
spell it with a capital ‘I’.

•	 We use a capital ‘A’ when referring to ‘Aboriginal’ communities or people, as we would when referring 
to ‘Australian’ people.

•	 We use a capital ‘T’ and ‘O’ when referring to ‘Traditional Owners’.

When commencing formal public meetings or any official event, we formally acknowledge the Traditional 
Owners using a statement like:

The Wilderness Society respectfully acknowledges the [insert name of local 
Indigenous group] as the Traditional Owners of this land.

In situations where Traditional Ownership is unknown or controversial, we use a statement like:

The Wilderness Society respectfully acknowledges the Traditional Owners of 
this land..
 
When talking about Indigenous Culture we ensure that all content is signed off by the Wilderness Society’s 
Indigenous Conservation team, Anthony (anthony.esposito@wilderness.org.au) and/or Janina  
(janina.jones@wilderness.org.au).

Indigenous handcrafts in 
Cape York, Queensland.  
Photo | Kerry Trapnell
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IDENTITY CRISIS?

WHEN IN DOUBT, ASK A MEMBER OF OUR FRIENDLY COMMUNICATIONS TEAM:

comms@wilderness.org.au 
(03) 9038 0807

Or refer to: 

The Wilderness Society organisational 
style sheet  
<hyperlink>

So, you’re getting something printed?  
<hyperlink>

The Wilderness Society Resource Library
<hyperlink>

The Wilderness Society Indigenous 
messaging guidelines 
<hyperlink>

The ABC Radio National Style Guide  
http://style.radionational.net.au/glossary 

The Australian National Dictionary  
http://203.166.81.53/and/


