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Kia ora, welcome to the brand guidelines for  
Te Pūkenga.

This document is a tool to help you successfully 
maintain a consistent and professional visual 
identity for Te Pūkenga. It describes the correct 
design practices necessary for preserving 
the integrity of the brand and avoiding visual 
inconsistencies across brand applications.
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Logo
A responsive logo suite was created to ensure legibility and balance 
across a range of uses. The kerning and overall text size was increased, 
allowance for flexibility with minimum sizes was added, and detailed 
guides around spacing and alignment were created.

 
Typography and fonts
Written text can be difficult to read not only for those with visual 
impairments but also neurodivergent people. We aim to have all body 
copy at a larger font size wherever possible, we never fully capitalise 
words, and sentence case is preferred over title case for headers.

Canela Deck typeface is only used in large headers. When it is small it can 
be difficult to distinguish the letterforms and read the words. Open Sans 
light fonts are to be used minimally as the contrast between the letters 
and the background is not strong enough to be legible.

 
Colours
We have tweaked some of our colour hues and added some additional 
colours to our primary palette to enhance our contrast in colour 
combinations. We are only using our secondary palette to compliment the 
primary palette. In the current stage of our brand journey we aim to only 
use the primary palette in all that we produce.

Colour combinations must pass ‘level AA’ specifications in the Web 
Content Accessibility Guidelines (WCAG) 2.0 so testing with a colour 
contrastor is important to ensure that everyone can enjoy the design 
work. We limit the combination of light colours (white, light green, yellow) 
and dark colours (dark green, purple, black) with each other as their 
contrast is too low. Instead use a dark and a light colour together.

Images and video
Frame images accord ngly for a variety of landscape, portrait and square 
dimensions. A person s head is tapu (sacred) and cannot be cropped or 
covered in images

Videos must have captions. Platforms like YouTube have an 
auto generated caption feature, but this must still be checked to ensure 
what is displayed is being heard. Visually, captions must have 
a high contrast so they are legible against detailed backgrounds.

 
Alt-text and formats
We aim to use alt-text to explain what is happening in our visual 
components so that those who are unable to view all the detail can 
understand what is being communicated. This is important not only 
for photos but also diagrams and logos. Alt-text should be consistent, 
short when embedded on webpages or PDF documents, and long on 
social media.

Where possible, create a web-friendly format of a document instead 
of uploading PDFs, as they are easier for screenreaders to read. PDFs, 
presentations and documents should have paragraph or text styles set 
up so that screen readers can understand the hierarchy and order of the 
content within the file.

Te Pūkenga is committed to removing 
barriers, improving accessibility, and building 
connectivity for all, especially our traditionally 
underserved learners. 

Accessibility 
for design
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4   /    Typography

Primary font

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

Aā

Aā
Aā Canela Deck — Medium

Canela Deck — Bold

Canela Deck — Regular

Typography plays an essential role in our 
identity system. We use three typefaces  
across our brand:
•	 Canela Deck
•	 Open Sans
•	 Calibri (body).

Canela Deck 
Canela Deck is a flared serif typeface inspired 
by stonecarving. It is our headline typeface 
and should be used for all text above 24pt. 

Please note Canela Deck must be licensed 
through Commercial Type. This is a paid 
license. This is font is mainly used for  
designed work.
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4   /    Typography

Primary font

Open Sans 
Open Sans is used for body copy and any 
text below 24pt typeface. It is freely available 
through Google fonts.

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

Aā

Aā
Aā Open Sans — Semi bold

Open Sans — Bold

Open Sans — Regular

23   Te Pūkenga brand guidelines

RELE
ASED U

NDER THE 

OFFIC
IAL I

NFORMATIO
N ACT 19

82



ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!@#$%^&*()_+Aā

Aā Calibri — Regular (body)

Calibri — Bold (body)

4   /    Typography

Web and 
digital fonts

Calibri (body) 
Calibri (body) is our secondary font and 
it should be used when Open Sans is not 
available. It is available as a Microsoft 
system font.

This font should only be used online (website 
or other digital platforms), where Open Sans 
is not supported, or when we can only use 
default or web-safe fonts. Regular, bold, italic, 
and bold italic fonts may be used. 

Application examples: 
•	 Microsoft documents
•	 PowerPoint presentations 
•	 Google documents 
•	 web pages 
•	 online forms 
•	 HTML emails 
•	 email signatures. 
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4   /    Typography

Dual main 
headings

He akoranga whaihua
Learn with purpose

As an official language of Aotearoa  
New Zealand, we celebrate and seek  
to make natural the use of te reo Māori  
through all Te Pūkenga communications.

Te reo Māori always precedes English. 

Te reo Māori is to be in bold and English is 
to be in regular font size and colour to be 
the same.

Please see our Te Pūkenga bilingual best 
practice guide for more information.

He akoranga whaihua | Learn with purpose

H1 main heading — option 1

H1 main heading — option 2
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Colour
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5    /    Colour

If we only ever used one colour, it would 
be our dark green. This is the foundation 
from which all our other colours spring, 
the consistent thread throughout all 
brand communications.

Primary 
palette

Dark Green 
 
RGB	 24, 49, 33 
CMYK	 85, 60, 85, 60 
HEX	 #183121 
PMS	 PANTONE 350 U

Medium Green 
 
RGB	 33, 110, 49 
CMYK	 70, 0, 90, 50 
HEX	 #216E31

Light Green 
 
RGB	 59, 173, 95 
CMYK	 75, 5, 85, 0 
HEX	 #3BAD5F

Black 
 

RGB	 35, 31, 32 
CMYK	 0, 0, 0, 100 
HEX	 #231F20

Grey 
 

RGB	 95, 96, 98 
CMYK	 0, 0, 0, 77 
HEX	 #5F6062

Stone 
 

RGB	 216, 214, 215 
CMYK	 14, 12,11, 0 
HEX	 #D8D6D7

Sand 
 

RGB	 225, 233, 192 
CMYK	 0, 8, 27, 0 
HEX	 #FFE9C0

Off white 
 

RGB	 251, 252, 244 
CMYK	 1, 0, 4, 0 
HEX	 #FBFCF4
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Muka linework
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Brandkit asset bank
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Ngā mihi 
Thank you

Te Pūkenga identity guidelines 
Last updated 13 March 2023 

Please note that many of the photographic 
images used in these guidelines are not owned  
or licensed by Te Pūkenga, and are intended  
only to illustrate the brand mechanics. Under  
no circumstance should you use any photo  
or example in the guide for any kind of public  
facing communications.

Always ensure that you have the approval of 
the appropriate copy ight owners before using 
a photographic image when communicating on 
behalf of Te Pūkenga.

If you’re missing brand elements, having trouble 
with anything in this guide, or just have a question, 
please contact our Marketing team at:  
marketing@tepūkenga.ac.nz
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