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Glossary
Term

Brand

A brand is an identifying symbol, mark, logo, name, word, and / or 
sentence that companies use to distinguish their product from oth-

called a trademark

Brand Essence

Brand Architecture The organising structure of the relationship of brands in a portfolio in 

Brand Image associations held in the

Brand Promise
A brand promise is a statement made by an organisation to its 
customers stating what customers can expect from their product 

Brand Personality

Brand Elements

Corporate Identity Manual Comprehensive guidelines and instructions on the correct use of the 

Colour Palette A colour palette is a range of colors

CMYK Cyan, magenta, yellow and black ink used in four-colour process 

Co-branding The use of two or more brand names in support of a new product, 

Logo

-

Monolothic Brand

Pantone

Abbreviations 
Abbreviation

CEO

CIM Corporate Identity Manual

DSI Department of Science and Innovation 

GCIS Government Communication and Information Systems

MARCOMS Marketing and Communications Business Unit

TIA Technology Innovation Agency

Secondary Colour -

Target Audience

Tagline/positioning statement A tagline is a short, memorable description that succinctly and 

Typography

5

9.P_MAN_CorporateIdentity_V2.0_20210901



Our Vision
To be a leading technology innovation agency that stimulates and 
supports technological innovation to improve the quality of life for 
all South Africans.

Our Mission
To facilitate the translation of South Africa’s knowledge resource 
into sustainable socio-economic opportunities

Our Mandate

The mandate of TIA is derived from the provisions of the Technology 
Innovation Act (Act 26 of 2008), which establishes TIA to promote the 
development and exploitation, in the public interest, of discoveries, 
inventions, innovations and improvements.

The object of TIA is to support the State in stimulating and intensifying 
technological innovation in order to improve economic growth and 
the quality of life of all South Africans by developing and exploiting 
technological innovations.

Our Values

Teamwork

Professionalism

Integrity

Excellence

Transparency

Innovation

Together we can do more. Fostering teamwork 
creates a TIA work culture that values 

collaboration and co-operation.

We apply the most appropriate skills, 
competencies, experience and knowledge of 

best practices cohesively in conducting our 
work.

We strive to do what we said we would, when we 
said we would do it.

We foster a culture where we continually nurture and 
implement new ideas from our staff and stakeholders 

that enhance how we do things and deliver 
services.

We will be accountable to all stakeholders to 
deliver exceptionally high standards of work and 

performance.

We engage in inclusive open communication, and 
hold each other accountable for our performance 

and conduct.

6
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Purpose of a brand manual

Reference guide

The TIA Corporate Identity Manual serves as a reference encompassing 
every aspect of the brand, from the various creative elements of the TIA 
brand, to the positioning and TIA brand experience. The TIA Corporate 
Identity Manual has been created to provide all stakeholders - employees 
and partners - a clear set of guidelines for designing, writing, producing 
and organising any aspect related to the brand.

Consistent brand

A core component of a brand’s identity, is consistency. A strong brand 

A brand identity encompasses look and feel, imagery, messaging, 
positive association with the name, character, services and products 

quality of the brand.

Protection of brand

A brand’s identity, personality and image are vital to the essence and 
integrity of a brand. A Corporate Identity Manual aims to ensure that 

consistent messaging and correct implementation and maintenance of 
the brand image and identity. It also protects the brand from incorrect 
and inconsistent use which will detract from the integrity and quality of 
the brand.

Empowering, not restrictive
A Corporate Identity Manual provides a frame of reference for brand 
application. It is prescriptive but allows for freedom of design using the 
principles and guidelines.

7
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Brand history
The Technology Innovation Agency (TIA) is an initiative of the Department 
of Science & Innovation (DSI) that came into existence through the 
promulgation of the Technology Innovation Agency Act No. 26 of 2008.

At the time seven Department of Science and Innovation (DSI) entities 
were merged that were previously responsible for supporting and 
promoting innovation in South Africa. These entities were: 

• Innovation Fund 
• Tshumisano Trust 
• Cape Biotech Trust
• PlantBio Trust
• EcoBio Lifelab
• BioPAD Trust 
• Advanced Manufacturing Technology Strategy (AMTS)

TIA was established with the objective of stimulating and intensifying 
technological innovation in order to improve economic growth and 
the quality of life of all South Africans by developing and exploiting 
technological innovations. TIA’s core business objective is to support 
the development and commercialisation of competitive technology-
based services and products. TIA primarily uses South Africa’s science 
and technology base to develop new industries, create sustainable jobs 
and help diversify the economy. It invests in various technology sectors, 
including Advanced Manufacturing, Agriculture, Indigenous Knowledge 
Systems, Industrial Biotechnology, Health, Natural Resources, Energy 
and ICT.

TIA helps technology progress by taking innovation further from any 
stage of an idea / project / initiative. Core services include funding, 
support services & expertise to take technology innovation initiatives 
further. 8

The TIA brand story
TIA is a development funding institution that assists progress in South 

to develop ideas, projects and innovations from their infancy through 
to realising its full potential. TIA is the connection that drives innovation 
from the current state to where it could be in the future.

TIA supports high risk technology based projects by providing funding 

TIA has retained its logo since inception to ensure brand consistency. 
The function of the tagline is to emphasise the brand promise to 
stakeholders and to further clarify the strategic intent.

9.P_MAN_CorporateIdentity_V2.0_20210901



TIA brand purpose wheel

the expected brand behaviour and the strategic intent of the company 
as a technology development funding institution. The essence of the 
brand is to enable technology innovation progress. This is achieved 
through the technology innovation ecosystem design, partnerships and 
passionate experts.

The ultimate objective is to improve lives in South Africa in an impactful 
way. TIA strives to be the leading authority in technology innovation. This is 
achieved by providing practical solutions to take technology innovations 
further, thought-leadership and expertise. TIA also facilitates networking 
with relevant stakeholders so partners can evolve their initiatives into 
productive businesses that bring about change. TIA’s promise is to take 
technology innovation further by unleashing the country’s technology 
innovation potential to further drive the economy.

To create a successful brand it is important to ensure that a company’s 
strategic intent (core services) is clearly communicated. A tagline or 
slogan is often used for this purpose, as it is a powerful, dramatic or 
memorable phrase which reinforces the message.

“Innovating Tomorrow Together”

The tagline provides a compelling motivation to encourage stakeholders 
to engage with TIA. The motivation to realise the full potential of 
technology for the future is what lies at the centre of this message. This 
tagline supports the clear understanding of the purpose of the business 
- enabling of innovation for a better future. 

TIA supports innovators of technology through funding, consultation, 
training etc. for successful “go to market” of inventions. The tagline 
therefore states TIA’s core purpose of not owning innovation but making 
it possible, i.e. enabling change. Partners of TIA will have the opportunity 
to take their projects / initiatives to the next level and contribute to real 
change. Partners can achieve more through TIA’s ecosystem of funding, 
support services, expertise & passion for technology innovation.

9
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TIA brand personality wheel
The TIA brand personality wheel addresses four main needs or 
requirements of stakeholders:

• Progress,
• Sense of belonging,
• Independence
• Progressive accomplishment.

The communication style is therefore collaborative and authoritative.

10

Brand strategy

Who are we talking to?
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Connecting the company vision, mission & brand purpose Brand Communication Priorities – By delivering on key brand proof 
pillars we will be able to really take technology innovation further in a 
tangible way.

TIA is a brand that embodies a passion for progress and thought-
leadership and an enabling partner that cares about South Africa’s 
economic development.

11
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Developing the brand communication architecture and using the brand 
purpose key to go to market.

The TIA Brand

12
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Brand Elements

13
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The TIA logo is striking, balanced, distinctive and commands attention. 
It incorporates the symbol or logo element, the name and a tagline.

The TIA logo consists of the following elements

• The logo element (mountain symbol)
• The company name (“technology innovation” and “AGENCY”)
• The tagline - “Innovating Tomorrow Together”.

The logo element - The symbol or logo element, with its white space, 
forms the centre point of the design. This element consists of the “wing, 
sun and mountain”. 

The “mountain” in the logo grows in a step-wise direction, symbolising 
growth and innovation. These steps also symbolise the multiple phases 
that are required to bridge the gap between the research phase and the 
commercial sector.

forms an arrow that represents several parties working towards a single 
goal. 

The “rising sun” represents TIA’s prominence within the sector. 
The monolith can stand on it’s own if necessary and still be recognisable.

The “white space” surrounding the logo represents the space TIA 
creates to enable innovation. 

The secondary design rationale includes the “t”, “i” and “A” within the 
symbol. The “t” on the left is followed by the “i”, which is accentuated 
by the orange dot. Both the “t” and “i” are used in lower case design 
to communicate the more grassroots level of innovation. The “A” is 
designed in upper caps to accentuate the primary role of TIA, i.e. being 
an agency / facilitator / enabler.

The “A” comprises various layers, representing the various components 
required to build on ideas resulting in innovation.

The Company Name   - The primary placement of the company name 
“Technology Innovation Agency” is directly below the symbol or monolith 
logo element. TIA makes use of three typefaces in the make up of the 
logo. However, the typefaces used in wording have become part of the 
artwork and may not be altered in any way. Letter spacing may not be 
condensed or expanded.

• “technology innovation”
            BANDY is used ONLY for the words “technology innovation” in   
            the logo. This typeface is available in Regular.

• “AGENCY” 
            The typeface for “AGENCY” is Gilroy Extra-Bold

• “Innovating Tomorrow Together”
            The tagline is written in Gilroy Regular.

14

Logo
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Colour variations in the logo - The full colour logo is always the 
preferred version. There may however be instances where it is not 
appropriate to use the full colour logo. In such instances, a single colour 
logo variation can be used in blue, black, white and grey. The logo is never used in orange 

as a single colour. It is only used as 
an accent colour to support design 
elements. Although orange is an 
energetic colour, using it in the logo 
as a single colour is overpowering 
and detracts from the corporate 
appeal.

When the TIA logo is used in 
a single colour ensure that the 
entire logo is produced in a solid 
colour i.e. do not use tints when 
converting the colours of the 
corporate symbol. For applications 
where the TIA Logo is etched, 
embossed, sandblasted or spot 
varnished, the colour of the entire 
logo must be the same as the 
substrate or material used (colour 
on colour).

15
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Secondary logo  - In some cases, the proportions of the logo may 

often occurs in the case of non-stationery items (i.e. promotional gifts, 
banners, etc). In these cases, the monolith element is placed on the left, 
followed by the company name on the right of the design so that its 
current “square” format becomes more horizontal. 

The words “technology innovation” and “AGENCY” will be applied in the 
same format as the original design. In cases where the tagline is also 
used, this will run right across the width of both the monolith element 
and company wording. The left position is in line with the wing and the 
right side will align with the “n” in “Innovation”. 

It has to be noted that the logo has been designed in various formats 
and cannot be re-drawn. The positioning of the respective elements is 

Head: Marketing & Communications must be obtained.

The TIA Logo has been adapted to accomodate and distinguish the the 
various sub categories or technology stations. To identify the respective 
sub categories, the logo is extended with a grey tag to include the 

or discipline.

Typeface for sub-category is Gilroy Semi-Bold, Uppercase lettering. 
Typography guidelines apply for the logo for all station names. The name 
is positioned and aligned on the right.

16
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To ensure the TIA Logo always stands out clearly, it should always be 
framed within an area of unobstructed space. This “safety zone” refers 
to the area around the logo in which no other component may intrude. 
In the TIA Logo, this area should be the size of the “wing” of the asset 
and is the minimum clear space required. This space refers to the white 
space above, below and on either side of the logo. The logo is available 
in all formats with a clear background to prevent cropping / reducing the 
white space.

The placement of the TIA logo is standard across all assets except 
where expressly stated in this document. The spacing from the edges 

edge of the logo and is situated at the top of the monolith. The bottom-
most edge is found at the bottom of the letter ‘E’. The left-most edge is 
at the left edge of the bar of the ‘t’ and the right-most edge is taken as 
the outer edge of the right hand stem of the letter ‘n’.

The TIA logo is fully scalable. It allows it to be applied in a multitude of 

the integrity of the logo monolith and the legibility of the logotype, the 
minimum size of the logo is 20mm. The minimum size is measured 
horizontally from the left- and rightmost edges of the “technology 
innovation” line. This minimum width is 20mm.

logo in this case is 32mm.

17

Logo size variation
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Incorrect usage of logo 

The correct and consistent use of the logo is an essential part of building 
a brand. Each element has been carefully designed and positioned in

No other Pantone or CMYK colour may be substituted for the 

Do not reverse the colour scheme of the logo supplied
Do not convert colours to screens or tints
Do not add gradients or multiple tones to the logo
The full colour logo must be used on a white background

•
•

•
•
•
•

Ensure that when using the logo with the tagline, it is always legible, can 

Gilroy Regular.

The following principles must be adhered to when using the TIA logo:

Placement of the logo elements - The following principles must be 
adhered to:

acceptable as approved
Always consider size, reproduction techniques, placement and 
aesthetic quality 
The logo should always be presented in its complete form
The proportion and spacing of the elements, ie the size or 
position of the corporate symbol in relation to the typography, 
may not be altered
The letter spacing may not be condensed or expanded.
Do not skew or italicise the symbol or the company name
Do not rotate the individual elements
Do not link or add other elements to the logo
Do not place borders around the logo
Do not overlap the typography and the corporate symbol

the reduced visibility
Do not place the logo on busy or distracting backgrounds
Do not place objects or shapes behind the logo
Do not add a drop shadow to the logo
The TIA Logo may not be cropped in any way

•

•

•
•

•
•
•
•
•
•
•

•
•
•
•
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White  - is the colour of peace and prosperity. It exhibits simplicity, 
precision, cleanliness, fairness, innovation and positivity and can be 
used at designer’s discretion, within brand guidelines.

19

Colour palette 

The TIA corporate colours constitute a fundamental characteristic of 

CMYK and RGB Breakdowns. The full colour logo is always the preferred 

or RGB breakdown. The TIA logo uses four colours: blue, grey, white 
and orange.

Blue  - is a colour of relaxation. It is cool and represents comfort and 
calmness. The blue in the logo communicates creativity, wisdom, trust, 

friendship and patience.

Grey  - is somewhere between black and white - it is neutral and cool. 

and the more corporate, subtle blue. It exhibits authority, corporate 
mentality, humility, practicality, respect and stability.

Orange  - is a vibrant and energetic colour representing growth and 
support. It commands attention without being overpowering. Orange is 
often associated with strength, wisdom and dignity, and is representative 
of TIA’s service and dedication. The colour also refers to our continuance 
with DSI.

Primary colours

9.P_MAN_CorporateIdentity_V2.0_20210901



Secondary colours

20

Typography

TIA has its own unique tone that should be used throughout all 

Light, GILROY – Extra-Bold and Arial. 

 
brochures, advertising, banners etc

The typeface used for all headings in communication and promotional 
material is GILROY – Extra-Bold font.

Arial is used for all internal communication and online mediums.

Tertiary colours

     manual;

     typeface – Arial) for printed material.

C    100 
M    82.45
Y     22.78
K     7.71

R    25
G    69
B    127

PANTONE: 
P105-16C

C    35.32 
M    28.97
Y     28.58
K     0

R    170
G    169
B    170

PANTONE: 
P179-6C

C     0.49 
M    59.94
Y     100
K     0

R    244
G    130
B    32

PANTONE: 
P27-8C

C     0 
M    30
Y     60
K     0

R    252
G    187
B    118

PANTONE: 
P20-4C

C     14.13 
M    11.59
Y     11.43
K     0

R    216
G    215
B    214

PANTONE: 
P179-3C

C     40.98 
M    30.44
Y     0
K     0

R    150
G    164
B    211

PANTONE: 
P104-11C

C     80 
M    10
Y     45
K     0

R    0
G    167
B    157

PANTONE: 
P127-14C

C     0 
M    90
Y     85
K     0

R    239
G    65
B    54

PANTONE: 
P45-8C

Pr
im

ar
y

Se
co

nd
ar

y
Te

rt
ia

ry
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Photography creates impact and facilitates the message to stakeholders. 
It is therefore important to ensure that all photography communicates 
the message in the same way. This reduces confusion about who TIA is. 
Consistent application also supports the ease of recognition throughout 
all the sub-categories and ties in all the categories to TIA.

The purpose of using photography is to visually communicate the 
essence of the respective services. All photography for corporate 
communication is to be used in the same format. Wherever possible, 
original photography is preferable.

In certain instances, when no other options are available, stock 
photography can be used.

Photographic style guide

Please use the guidelines outlined for photographic application and 
style. The placement of photographic elements is part of the design and 
should be applied in all advertising to ensure consistency (visually and 
messaging style).

the page. The left edge of the photographic elements centres with the 
centre point of the logo at the bottom of the design area, as well as the 
left of the body copy. 

9.P_MAN_CorporateIdentity_V2.0_20210901
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Co-branding

22
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Co-branding 

A major part of the TIA’s business entails collaborating with partners 
and other organisations. It should be noted that, due to the nature 
of agreements with various stakeholders or partners, co-branding is 
required. It is critical that the brand identity of the various organisations 
be taken into consideration, particularly when using the logos and 
visual identities. If the TIA is the main partner, the logo should always 
be positioned on the right. All partner logos will appear on the left-hand 
side of the TIA logo.

Co-branding with the DSI
The TIA is an entity of the DSI, as it is funded by the department. The TIA 
is required to recognise the relationship with the DSI through cobranding. 
It should be noted that, in some instances, the TIA works in partnership 
with the private sector and other government departments. Therefore, it 
should also be noted that, due to the nature of agreements with various 
stakeholders or partners, it is not always possible to co-brand with the 
DSI. In terms of hierarchy, the DSI logo should always appear on the 
left, with the TIA logo on the right within the white strip allocated for this 

logo should be on the right-hand side, or below the logo of the main 
sponsor. All logos should be equal in size.
The TIA logo may not take precedence over the DSI logo.

The TIA will co-brand with the DSI in certain cases, such as:

All communication products (Brochures, Posters, PowerPoint 
Presentations);
Publications (Magazines, Newsletters, Reports, Annual Report);
Branding (Banners);.
Media statements and messages;
Signage (outdoor signage where required).

•

•
•
•
•

Generic co-branding

23
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Co-branding with other departments

This branding structure is used if more than two government departments 
are involved in a project or sponsoring a single project. As all departments 
are communicating on behalf of the national government, they may use 
the national coat of arms and their departmental names, in alphabetical 
order, on the right-hand side of the national coat of arms. Government 
Communication and Information System (GCIS) guidelines apply.

24

Collaboration projects - In some instances, the TIA collaborates with 
stakeholders; therefore it should be noted that, due to the nature of 
agreements with various stakeholders or partners, co-branding is 
required. The TIA logo should always be positioned on the right. All 
partner logos will appear on the left-hand side of the TIA logo. The 
partnership agreement should indicate where and how the sponsor’s 
corporate identity will be used in relation to that of the TIA.

Multiple partners - When the state is one of the co-sponsors, the 
national coat of arms should always be on the left-hand side of the 
other co-sponsors’ logos, in a white strip at the top or bottom of the 
design. The national coat of arms and the co-sponsors’ logos should 
be the same size.

Endorsements  - Given the potential risk of tarnishing the TIA brand and 
trademarks, as well as its general image and reputation, endorsements 
should be approved by both the legal department and the relevant 
executive member or delegated authority. The TIA will only endorse 
initiatives or products that will enhance or are in line with its objectives.
In instances where there is a business case, strategic reasoning for 
brand endorsement, or in order to maximise the leveraging opportunity, 
the brand management team will evaluate and approve accordingly, on 
a case-by-case basis.
In such instances, the words ‘Supported by’ should be used in 
conjunction with the TIA logo.

9.P_MAN_CorporateIdentity_V2.0_20210901
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Co-branding in relation to special 
events

In instances where a special event logo is used in conjunction with the 
TIA logo, the height of the event logo will be consistent with the height 
of the TIA logo. The event logo will be placed/positioned to the left of 
the TIA logo.

9.P_MAN_CorporateIdentity_V2.0_20210901
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Applications

26
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Applications

Stationery 
Stationery items such as letterheads, envelopes and business cards 
work together to create a consistently recognisable corporate brand 
image. The guidelines include the placement of the logo as well as 

used.

Letterheads 
A standard letterhead is 210mm x 297mm.

Logo placement - The TIA logo should always appear in the top right 
corner of the letterhead, allowing for the clear space zone as per the 
guidelines.

Company Contact details are aligned right and are positioned at the 
bottom of the page, in a “footer”. The position of the footer is aligned on 
the right margin with the central point in the Mountain” of the logo. The 
left typing margin is equal to the right hand margin.

The information is laid-out across the bottom in the following order, in 
Arial, 8pt on 9pt Leading. Colour: Grey. Headlings are in Bold. Colour: 
Blue

• Line 1: Company Name or Technology Station, physical address  
            and postal address.

• Line 7: Web address ).

The same guidelines are applicable for print and electronic versions of 
the letterhead.

27
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Only the TIA logo is positioned in the top right corner of the letterhead, 
following the logo placement guidelines. No company details are 

The DSI brand inclusion is always present on the bottom of the page 
after the company contact details. For print applications, the logo always 
appears on the left of the asset. 

Continuation sheet

The TIA logo is positioned in the top right corner of the letterhead, 
Company details are included at the bottom of the page as per the 
letterhead guidelines. No Director details are necessary for compliment 
slips.

Compliment Slips

28
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The fax cover sheet is identically formatted as per the letterhead.

The fax cover sheet is only available in black.

Fax Cover Sheet

29

Memorandum

The memorandum is identically formatted as per the letterhead.

The fax cover sheet is only available in black.
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The TIA logo should always appear in the top right corner of the business 
card, allowing for the white space as per guidelines.

Business cards are printed on one side only, in full colour, using Pantone 
colours.

Business cards include the following details:

Business Cards

Name & surname (printed in Gilroy Semi-Bold)
Designation

fax
Physical and Postal address
Formatted in Helvetic Neue light, printed in grey.
The exception to the logo placement is for Technology stations, 
where the complete logo is placed left on the card. The monolithic 
will therefore appear to be placed on the left of the card.

•
•
•
•

•
•
•

The TIA logo appears at the bottom right hand corner of the envelope. 

Neue Light. Depending on the information required, it must be laid out 
in the following order: 

Envelopes

by the DSI Brand 
•

30

Magno Matt is used 
in various grammages 
which are appropriate for 

Business cards: Magno 
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PowerPoint Templates may be refreshed and re-designed from time to 
time, but usage and positioning of the logos may not be altered.

PowerPoint Templates

31

Access card
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Digital and online

The design should be clean and easy to navigate. The logo is 
positioned in the top left hand corner next to the primary navigation 
bar. The secondary navigation bar is positioned on the left hand side 
of the screen. The guidelines for typography, photography and spacing 
should be adhered to at all times. Colours used should be within the CI 
guidelines.
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Website Intraweb
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E-mail signature

The full colour TIA logo should always appear in the top of the signature, 
followed by the employees details. Details are set in Helvetica Neue 
Light 10pt in the following order:

Name & surname (set in Bold)
Designation

Fax line
Website address
No religious and/or motivational messages may be added.
No generic Outlook templates.

•
•
•
•
•
•
•
•

Digital banners
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Social media

Facebook

Twitter

Instagram

LinkedIn
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Billboards have to grab attention and should therefore have visual 
impact. The headline (copy) should be impactful and convey the core 
message. 

Advertising

Billboards

The overall look and feel of all TIA advertising should be consistent for 

communicate a contemporary innovative brand with its products and 
services featured.

The logo is positioned in the bottom right hand corner of the 
page.
Full colour logo on a white backgorund
The clear space zone around the logo has to be maintained.

all A4 sized portrait advertisements.
The tagline, when used, should always be legible.
Imagery is powerful and hence care should be taken to ensure 
that the photography portrays the essence of the message.
Typography, spacing and colours should always be used within 
the CI guidelines and adhered to at all times.

•

•
•
•

•
•

•
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Print advertising 
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Publications

The overall look and feel of all TIA advertising should be consistent 

communicate a contemporary innovative brand with its products and 
services future. The guidelines for typography, colour and spacing 
should be adhered to at all times.
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Brochures

Size: A4 
Inches: 8-1/4 x 11-3/4
Millimeters: 210 x 297

Size: Letter (Tri-fold) 
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Annual Reports

Annual Reports and long copy brochures will follow the same style 
guidelines.

For more copy intensive pages, two columns should be used.

Multiple sets of visuals per page may be used.
The guidelines for alignment, typography, colour and spacing 
should be adhered to at all times. 
White, blue or grey backgrounds can be used in accordance to 
the guidelines provided.

•
•

•
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Posters

The design of a poster should be clean and represent the concept 
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Marketing collateral

The design should be clean and represent the central message of the 

banner and the design can be displayed on a primary blue, grey, dark 
grey or white background.

Pull up banners
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Promotional merchandise

To maximize the impact of the TIA brand across all touch points, all 
the corporate branding guidelines have to be adhered to. When used 
on promotional material, the TIA logo may be printed on primary blue, 
primary orange or black. 
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Fleet

43
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Signage

The following guidelines apply on signage at TIA premises

Signage bases should be white or aluminium
When multiple coloured signage is required, use white or 
alumimium and grey
The logo should be centred in the top portion of the sign for 
maximum visability
The full colour logo should be used wherever possible
Directional information is written in Helvetica Neue Light
Directional information is written in blue
The guidelines for typography, colour and spacing always apply

•
•

•

•
•
•
•
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Outdoor signage

Building signage
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Reception signage
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