
BRAND GUIDELINES



Core 
Brand Message



KEY BRAND MESSAGES 

Vision

Mission

Our vision is to ensure that one day every 
pregnant person around the world will experience 
only the highest standard, most respectful and 
empowering childbirth care possible. 

Our mission is to raise the quality of childbirth 
care globally, by putting accurate, evidence 
based research into the hands of families and 
communities, so they can make informed, 
empowered choices. 
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CREATING A RIPPLE OF 
CHANGE AROUND THE 
WORLD
Evidence Based Birth® exists to 
make a lasting positive impact on 
the lives of mothers and babies, 
globally. We will not stop until we 
change the world, by ensuring that 
every pregnant person receives the 
respectful, evidence based care 
they deserve. 

As well as speaking directly to the 
parents, we also train and educate 
thousands of midwives, nurses, 
physicians, childbirth educators 
and doulas. This creates a ripple 
of change around the world, where 
each health care practitioner we 
educate can go out and individually 
impact thousands of birthing 
families, widening our reach. 

Join our community of 
compassionate change makers and 
help us change the system from 
the inside out! 

DEMOCRATIZING 
INFORMATION
Around the world, pregnant 
people are desperate for accurate, 
evidence based information, 
that will allow them to make 
empowered decisions about 
their child’s birth. We believe 
it is their right to easily access 
this information. 

We take the research out of the 
medical journals, synthesizing 
it into easy to understand, 
approachable articles and 
publishing it on our globally 
accessible, free website platform. 
This way everyone can benefit from 
our information, no matter their 
education level, location or  
socio-economic status. 

We believe parents should be on 
an even playing field with doctors. 
We want them to be able to make 
educated decisions in partnership 
with their doctors, rather than just 
standing by while they have things 
“done” to them without choice or 
thorough understanding of the 
procedures. 

RAISING THE 
STANDARDS OF 
MATERNITY CARE
We want to live in a world where 
evidence based maternity care 
is the accepted practice, not the 
exception. Yet many don’t realise 
that the latest proven research 
can take 15-20 years to be put into 
practice in a clinical setting. 

It makes us dismayed to think that 
on a daily basis around the world, 
pregnant people are receiving 
outdated care during childbirth that 
increases their chances of harm, 
rather than respectful care that is 
based on the best evidence. 

During the single most vulnerable 
event in a pregnant person’s life, 
they are frequently coerced, bullied, 
taken advantage of, and sometimes 
even harmed by the people who are 
supposed to be caring for them and 
their baby. 

We seek to speed up the gap 
between new proven discoveries 
and their implementation into 
practice, by empowering pregnant 
people to take a stand when it 
comes to their birthing rights.

Beliefs
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Values

Personality

Promise

Essence

EXCELLENCE ENGAGEMENT ENVIRONMENT EMPOWERMENT

Pregnant people deserve the 
highest standard of care during 
pregnancy and childbirth. We 
seek to promote that level of 
care by providing excellent 
quality, non biased, evidence 
based information. 

We seek to engage 
communities and 
professionals in the power of  
face-to-face and virtual 
conversations, so that 
together we can share ideas 
for changing practice and 
support and encourage one 
another. 

People cannot learn if 
they do not feel safe! Our 
community is marked 
by respect, kindness, 
and a healthy dose of 
encouragement and 
positivity. 

We believe families have the 
right to making empowered, 
educated decisions when 
it comes to their child’s 
birth. We seek to take away 
confusion and bring them 
clarity, so they can make 
the right choices for their 
situation. 

Trustworthy, Accessibility, Empowering

Reassurance that you have access to accurate information 
that you can use to change practice. 

Evidence that Empowers! 

KEY BRAND MESSAGES 
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Brand
Identity System



BRAND IDENTITY OVERVIEW

LOGO SUB-MARKS COLOR PALETTE TYPOGRAPHY

Hansom Slab FY 
Amberly 

Andes Rounded  

PHOTOGRAPHY STYLE

GRAPHIC ELEMENTS 

Evidence that Empowers!
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Logo 
Design



Our Logo Variations

LOGO

Our logo comes in three variations: 
1.  The primary logo is the stacked logo with tag-line, which 

is to be used in most cases. 

2.  The primary logo without the tag-line can be used in 
select cases. 

3.  For smaller formats, for example social media images, 
the monogram can be used. 

3. Monogram1. Primary Logo 2. Primary Logo No Tag-line

Evidence that Empowers!
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Minimum Clear Space Demonstration Measurement = Height of the bird

Minimum Clear Space Demonstration

OUR LOGO

Minimum Clear Space 
+ Size

We want the logo to stand out! By 
setting a minimum amount of ‘clear 
space’ around the logo, this protects it 
from being too close to other elements 
and allows the logo to stand out clearly 
and distinctly in any environment. 
Where possible, utilise more than the required 
amount of clear space. Minimum clear space 
proportions should only be used when absolutely 
necessary in small formats / detailed layouts. 

The amount of clear space required is 
proportionate to the size of the logo. This is based 
on the height of the bird. 

Minimum sizes for the logo in both 
print and screen applications have 
been established to ensure legibility 
at the smallest allowable sizes. 
Where possible, set the logo to more than the 
minimum size. Minimum size proportions should 
only be used when absolutely necessary in 
small formats. 

Minimum Logo Sizes Demonstration 

Minimum Print Width: 19mm
Minimum Web Width: 100px

Evidence that Empowers!

Evidence that Empowers!

Evidence that Empowers!
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Our Logo Don’ts! 

It is so important that our logo is 
used consistently, to ensure we look 
professional. Here are some common issues 
to avoid. 

OUR LOGO

Don’t remove any 
elements. 

This creates an 
inconsistent, 
unprofessional look. 

Don’t change the 
proportions of the 
individual logo 
elements. 

Each element was 
intentionally set at the 
right sizes to ensure 
balance and emphasis 
on the right details. 

Do not change the 
logo’s color 

This will cause 
the brand to lose 
consistency and 
memorability. 

Example of 
correct logo use. 

Don’t use the logo on 
a background which 
makes it unreadable. 

Make sure there is 
enough contrast 
between foreground 
and background. 

Don’t disproportionally 
scale the logo. 

Always scale the 
logo proportionally, 
otherwise it will 
stretch, warp 
and distort. 

Don’t make the logo 
so small that it cannot 
be read. 

This will make the 
logo lose impact and 
readability. 

Evidence that Empowers!

Don’t not crop the logo. 

Make sure that the logo 
is fully visible from left 
to right, top to bottom, 
to ensure the logo is 
being consistently 
applied.

Don’t rotate the logo 

This will distort the 
look. 

Don’t apply filters or 
effects to the logo, 
such glows or heavy 
drop shadows. 

This distorts and  
over-complicates the 
logo and looks dated. 

Evidence that Empowers!

Evidence that Empowers!

Evidence that Empowers!

Evidence that Empowers!

Evidence that Empowers!
Evidence that Empowers!
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OUR LOGO

. EPS
(Vector File) 

Editable File for  
Graphic Designers & 

printers

. PNG
( Raster File) 

Best for Basic Use  
by Non-Designers 

Which file formats 
to use when

EPS (VECTOR) FILES can be reproduced at any 
size without compromising quality. This means 
that the file can go as big as a billboard or as 
small as a business card, without any risk of it 
becoming fuzzy / pixelated. 

Editability of an EPS file is only possible through 
professional design programs such as Adobe 
Illustrator®. Even if you don’t have the programs 
and therefore probably won’t be touching it, 
definitely keep it on file for a professional such 
as a designer or printer who may need it in 
the future. 

PNG (RASTER) FILES are ideal for day-to-day 
use for the non-designer. Their idea for the Web 
and on-screen applications, as well as programs 
such as Microsoft Word® and Microsoft 
PowerPoint®. 

PNG files have transparent backgrounds 
unlike formats like JPEG, which makes them 
really flexible to use day-to-day. PNG formats 
also create the crispest look when uploaded 
to Facebook. 

“Raster” files are the opposite to vector, in 
that they cannot be reproduced at any size. 
If it is stretched beyond its saved size, it will 
become pixelated. |   Evidence Based Birth Brand Guidelines   Page 12



Color 
Palette



Color Meaning Color drives the emotional tone 
and character of all our visual 
communications. 

Our brand has a combination of a  
Navy Blue, Turquoise and Peach 

Navy Blue 
The navy brings a sense of trust and security 
that lets readers and members know that EBB is 
an authority on birth research. 

Turquoise 
Turquoise radiates the peace, calm and 
tranquillity of blue and the balance and growth 
of green with the uplifting energy of yellow.

Peach 
The peach color feels soft and gentle. It brings 
in a pop of warmth and optimism needed to 
balance out the cooler colors in the brand. 

OUR COLORS

Navy Turquoise Peach
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Color 
Usage

THE PINK-PURPLE GRADIENT  
The pink-purple gradient Is the primary color, used in 
the logo, text, graphics and so on. It is only achievable 
in RGB format — too florescent for CMYK. 

PURPLE  
The purple can be used on top of our lighter colors for 
contrast. It would not be used in the logo, but rather 
supporting elements like primarily the Mandala or 
text. 

GOLD LEAF  
The gold leaf is used in little pops as an accent. It can 
be used in the logo, graphics or text. 

WHITE WASH 
The white wash texture is used as a background 
element primarily, for a soft look. 

OUR COLORS

Our color 
values

RGB COLORS  
RGB colors (red, green, and blue) refers to a system 
for representing the colors to be used on a computer 
display. If you are setting up a file for on screen 
viewing, such as a social media post, webinar sliders 
or eBook, you will want to use RGB colors. 

HEXADECIMAL (HEX) COLORS  
Hexadecimal numbers are used on web pages 
to set colors. If you are creating a website i.e. in 
Wordpress, landing page i.e. Instapages, Leadpages or 
e-newsletter i.e. Mailchimp, you will need to enter in 
the hex color in the appropriate area.

CMYK  
CMYK colors (also known as process color, four color), 
refers to the four inks used in some color printing i.e. 
Digital Printing: cyan, magenta, yellow, and key (black). 
CMYK has a smaller color range than RGB, HEX or PMS, 
so some bright colors are not achievable. In CMYK 
printing, you cannot guarantee exact color consistency, 
unlike PMS. Colors can vary slightly printer to printer. 

PMS 
PMS colors stands for Pantone Matching System. It is 
the most accurate and consistent way to print color, no 
matter which printer you use. But it tends to be more 
expensive to print, and with longer turn around times. 

RGB
R: 251, G: 200, B: 180

RGB
R: 57, G: 82, B: 153

CMYK
C:0, M:25, Y:25, K:0

CMYK
C:89 M:77, Y:7, K:1 

HEX
#FBC8B4

HEX
#395299

PMS
489 U / 489 C 

PMS
Reflex blue U / 7455 C 

WEB 
COLORS

WEB 
COLORS

PRINT 
COLORS

PRINT 
COLORS

PEACH

NAVY

RGB
R: 105, G: 210, B: 210

CMYK
C:52, M:0, Y:22, K:0 

HEX
#69D2D2

PMS
318 U / 325 C 

WEB 
COLORS

PRINT 
COLORSTURQUOISE
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OUR COLORS — LOGO VARIATIONS

Our color 
logo variations

Primary 
Color ways 

Secondary
Color ways 

PRIMARY VS SECONDARY COLOR WAYS  
The primary color ways are to be used in most cases. The only 
time the secondary color ways would be used include for one 
color applications, such as newspaper articles, embroidery etc. 

The full color logo should only be used in the navy with peach line 
combination. When reversed, text can be white on various brand 
color backgrounds. Note: on peach and turquoise backgrounds 
the line must change to white for contrast. 

5. White / One Color Reversed3. Mono 4. Mono Reverse

1. Full Color 2. Navy Background 6. Peach Background 6. Turquoise Background 
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Ensure that the correct color-way of navy text with peach line is used on 
a white / light background. Do not change the text color to another brand 
color, because these other colors lack contrast to white, and give off a 
different vibe.

Do not change the color of the underline on blue. Keep it peach for consistency.

Make sure you use the white line or navy text for a peach background. Do not use the 
peach line or white text on a peach background. 

Make sure you use the white line and navy text for a turquoise background. Do not use 
the peach line or white text on a peach background. 

OUR COLORS — LOGO DON’TS
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Not enough contrast Not enough contrast

Not enough contrast Not enough contrastGood contrast Good contrast 

Good contrastGood contrast 

OUR COLORS — LOGO CONTRAST 

Our color 
logo contrast

WHAT IS CONTRAST? 
Contrast is one of the core design principles and 
is paramount to professionalism and readability, 
both with logo placement and design generally. 
Color contrast results when there is a noticeable 
difference between foreground and background or 
colors side by side. The more contrast, the more 
impact the foreground element will make. For 
example, white on black or black on white is the 
highest form of contrast. 

LOGO PLACEMENT CONTRAST  
When placing the logo on a background, particularly 
a photo, it can be tricky to ensure proper contrast. 
When in doubt, place a colored box or circle under 
the logo to ensure proper contrast, or find the 
appropriate “white space” area. 
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Typography
System



Our Typefaces 

OUR TYPOGRAPHY

Amberly  

Andes Rounded  

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz 1 2 3 4 5 6 78 9  ! @ # $ *

A B C D E FG H I J K L M N O P Q R S T U V W X Y Z
abcdefghijklmnopqrstuvwxyz 1 2 3 4 5 6 7 8 9

Hansom FY Slab 

A B C D E F G H I J K L M N O P Q R ST U V W X Y Z
abcdefghijklmnopqrstuvwxyz 1 2 3 4 5 6 7 8 9

AMBERLY 

Amberly is friendly, playful font family 
consisting of a casual, connecting 
script. It is sure to grab attention and 
evoke positivity and delight.

         Download Below: 

myfonts.com/fonts/deartype/amberly/

HANSOM FY SLAB

Modern, Friendly and Professional, 
Hansom FY Slab is a slab serif font 
with has friendly shapes and rounded 
terminals.

         Download Below: 

myfonts.com/fonts/fontyou/ 
hansom-slab-fy/

ANDES ROUNDED 

Andes Rounded is a clean and simple 
sans serif font style, with a friendly, 
approachable feel to it. 

          Download Below: 

myfonts.com/fonts/latinotype/
andes-rounded/
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Typesetting Hierarchy is the term used for organising type 
according to it’s importance. It allows the reader 
to easily find what they’re looking for and navigate 
the content, without having to read every single 
word on the page. 

A hierarchy can be established through large 
font sizes, color, underlines, bolding or italics to 
emphasise key areas. It is important that the 
headline is at the top of the hierarchy, followed by 
the subheadings, followed by the body copy last. 

There is flexibility with which typefaces to use 
for Headings and Subheadings, but body copy at 
smaller sizes should always use Andes Rounded to 
ensure readability. Andes Rounded regular weight 
should be used. Ensure you give a bit more than the 
‘auto leading for body copy to open the text up a bit 
more and make it easier to read. For example in this 
text area here, the type is set in 11pt / 14pt. 

Typesetting should be centre aligned in most cases 
but can be left aligned where appropriate, for 
example very long blocks of copy. 

OUR TYPOGRAPHY

Heading
Subheading
Body copy  Body copy Body copy Body 

copy Body copy Body copy Body copy Body 

copy Body copy Body copy Body copy Body

Amberly 

Amberly 

Hansom FY SLab

Andes Rounded 

Andes Rounded 

Andes Rounded 

Hansom Slab FY Amberly Andes Rounded
Heading 

Subheading 

Body Copy 

Heading 

Subheading 

Body Copy 

Heading 

Subheading 

Body Copy 
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OUR TYPOGRAPHY

Heading 
Typography 

Font pairing can be used for a more creative look. This 
could be a combination of all three fonts. Amberly is 
usually used in small doses, to highlight a key word or 
two for impact. 

Colour can also be used for contrast and visual impact, 
for example alternating between white, turquoise and 
peach on a navy background. 

The medical term for big baby is macrosomia, 

which literally means “big body.”

The evidence on advanced

Maternal Age
Read now >
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Graphic
Elements



Diagonal Line 
Texture  

The diagonal line textures add a bit of detail to an 
otherwise flat color. The diagonal lines are a tint of 
the original color. The breakdowns are as follows: 

Peach background with 70% peach lines

Turquoise background with 80% turquoise lines

Navy background with 80% navy lines. 

Care should be taken to ensure the lines are the 
correct proprotions. If they are scaled down too 
far, you won’t even be able to see them. If they 
are scaled up too much, there will be large gaps in 
between each line. Somewhere in the middle, where 
the lines appear closer together is best. 

The texture can be put on an angle,next to a photo 
in layouts, to ensure that there is clean space for a 
headline to sit on top of. 

Correct Line Size Scaled down — Too thin — can’t see the lines 

Line texture on an angle 

Scaled up — Too thick / too large gaps in between

OUR GRAPHICS 
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Floral Details There are two floral details to the brand. These 
are best used in small doses so the brand does not 
appear “fluffy”. The floral graphics can be used with 
a slight transparency for a more subtle look. 

OUR GRAPHICS 

Correct flower usage — just one Incorrect flower usage — mutliple 
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Tagline The tagline “Evidence that Empowers!” can be used 
in an expanded, more graphic approach, to sit on its 
own and be used as a kind of badge. 

OUR GRAPHICS 
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Rounded 
Rectangle 
Boxes 

The rounded rectangle boxes can be used 
to highlight a header or key information, for 
example in a hand out. 

The rounded curve of the box is 4mm. 

Care should be taken to ensure there is an 
appropriate amount of space between the text 
and box, so it doesn’t feel uncomfortably banged 
up together. 

OUR GRAPHICS 

 OR“Guess Date” “Due Month” 

Instead of sharing your “due date” with friends and family, consider sharing a

When is my Baby due?
Correct usage allowing space around the text Incorrect usage — edges of box is bang up against 

the text, making an uncomfortable look Correct curve to the box 
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Photography
Style



Our Photography 
Style 

The core focus of our photography should be on 
conveying the brand’s core attributes. 

“Empowering” should come through in happy 
mothers with their babies, showing a strong 
bond. Lots of natural light and warm colours. 

“Accesible” should come through in the fact that 
there are many diverse groups of people shown in 
the photography. This will illustrate that Evidence 
Based Birth® is a website for everyone and that 
everyone is welcome. 

“Trustworthy” will come through when we focus 
on more natural photos, that don’t look too much 
like a really cheesy stock photo. Having real 
women and men, who look genuine and in the 
moment will build that trust with the viewer. 

OUR PHOTOGRAPHY
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Brand in
Use



OUR BRAND IN USE SOCIAL MEDIA POSTS

Read now >

Read now >

DID YOU KNOW?

DID YOU KNOW?

The insider’s guide to getting the 
birth (not delivery) that you want.

Learn More > Learn More >

NEW ARTICLENEW ARTICLE

Consistent footer element used for memorability and a professional look. 
Alternating between the three different coloured backgrounds will give the 
social media feed some variation and interest. 
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Thank you for helping make the Evidence 
Based Birth® brand stronger, more impactful 
and sharing our belief in the importance of 
design, attention to detail and quality. 

By following these guidelines, you can help 
ensure that our communications express 
our point of differentiation and clearly and 
consistently tell our brand story. 

If you ever have additional questions about our 
visual identity and its application in design, 
don’t hesitate to contact: 

Rebecca Dekker  
Evidence Based Birth® 
E: rebecca@evidencebasedbirth.com
--
Emma Brownson, 
Soul Stirring Branding
E: emma@soulstirringbranding.com.au

SUPPORT
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