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BRITZ

The Britz brand knows the journey  
IS the destination... its not where we’re  
going but how we’re getting there.

We are honest and open, family orientated 
and full of experiences and memories.  
We are a warm and outgoing traveller,  
with an affinity for the land and a cheeky, 
intrepid nature. 

We understand that life is family, fun and 
friends. We’re ambitious in our search for  
the spirit of adventure. We create memories
and foster self belief. 

AN INTRODUCTION
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AN INTRODUCTION

GREAT BRANDS ALWAYS  
REMAIN CONSISTENT

Britz is more than a name. More than a  
company. Britz is a brand. A brand which 
occupies a space in the mind of customers, 
employees, the community – everybody it 
connects with.

Every single one of our actions determines 
the impact of our brand. By behaving in  
a way that is consistent with our values,
our brand projects a certain personality,  
just as each of us does.

It must be represented in every aspect of 
corporate behaviour – what we say, what 
we do, how we appear.

STAYING ON BRAND

These guidelines provide us with the  
information we need to achieve a consistent 
brand message. 

How we use our logo and brand elements 
including corporate typefaces and colour 
palettes is critical to maintaining and  
growing our brand. 

Following these guidelines carefully will 
not only help us communicate a consistent 
brand message - it will help bring our  
brand to life.
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2. BUILDING OUR BRAND
BRAND OVERVIEW
OUR BRAND VALUES

•  Brave (stretch the boundaries,  
experience the new)

•  Uncompromising integrity  
(we deliver on our promises)

•  Live every day 
(Quit existing, start living)

•  Involvement is enjoyment  
(Sweat on the brow, smile on the face)

• Generosity (fill that cup)
• Equality (all for one and one for all)
• Understanding (scratches don’t matter)
• Encourage (foster the spirit of freedom!) 

OUR BRAND PROMISE

Relax. We know our stuff! 

Through hard-earned experience and  
innovation, we have pioneered the family 
friendly self-drive experience. 

This allows our customers to connect with 
the land and those they love, in an enjoyable 
and comfortable way. They know they have 
the safety and backing of a great Australian 
brand behind them.  

WHO ARE WE TALKING TO?

Our customers are Mid-range travellers  
(30s – 50s) who make the most of their life,
and get a bang for their buck. 

As fun loving, outgoing souls they are  
naturally driven by adventure. They love to 
explore and experience real personal renewal 
through discovery. Family and friends are 
at the core of their happiness. To them a 
memory is wasted when not shared.

Britz customers have an affinity for the  
great outdoors and its rugged beauty. They 
feel a real connection between themselves 
and the land. They want the feeling of sand 
on their feet, and sea spray in their face. 

A Britz customer loves taking calculated 
risks, and revels in the discovery of the new 
and unknown. The self-drive experience 
awakens their free spirit. 

They love a laugh, respond to a friendly 
voice that is a little edgy and doesn’t take 
itself too seriously. Like their friends, they  
can laugh at themselves and will embrace  
anyone who is down-to-earth and has  
loads of character. 
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2. BUILDING OUR BRAND
BRAND PERSONALITY

BRAND PERSONALITY

Temperament:  CONSIDERED
Character:  CONFIDENT
Attraction:  ADVENTURE
Charm:  RUGGED
Presence:  EARTHY
Individuality:  LEGENDARY
Colour:  ORANGE
Sound:   FIRST DAWN
Texture:  SAND
Sense:   EXPERIENCED
Feel:   IN SEARCH OF…
Smell:   NATURE

WORDS WE WANT  
ASSOCIATED WITH OUR BRAND

Family   Rugged
Let’s go!  Can do!  
Memories  Discovery  
Beach hair  Earthy
Outgoing  Freedom
Mix tape  Spirit
Laid back  Laughs
Camp fire  Adventurous
Fun   No boundaries
Road trip  Living life

DEFINING OUR BRAND

Off the beaten track  20%
(I’m adventurous and I’m travelled,  
and now I’m ready to explore  
my own way)

Fun and adventure   40%
(I’m all about the great outdoors...  
I’ll take my family and meet my  
friends on the open road.

Lasting memories   40%
(I’m all about friends, family
and fun times)

BRAND ESSENCE

‘NO BOUNDARIES’
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2. BUILDING OUR BRAND
BRAND PERSONALITY

THE BRITZ PARTY

The style of gathering that best defines  
our brand is ‘AN AFTERNOON AT  
THE BEACH. FUN, FAMILY AND FRIENDS’ 

Good times – anywhere, anytime!
Unexpected, surprise, spontaneous,  
impromptu, impulsive.

Fun

Family

Friends
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3. OUR BRAND ELEMENTS
BRAND IDENTITY

SPIKE 

Spike is the most recognisable symbol  
in our brand and our most valuable asset.
He conveys the spirit and freedom  
associated with the Britz brand.

Spike can be used as an individual  
element to represent our brand (vehicle  
livery), but is most commonly used as  
part of our brand identity.

For our brand to maintain and build  
integrity, Spike must be reproduced  
consistently at all times. 

We have provided some ‘Best-case’  
examples showing how to use Spike  
correctly in Britz communications. 
These can be found in the Brand  
Applications section of this manual.
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3. OUR BRAND ELEMENTS
BRAND IDENTITY

MASTER LOGO: LOCK UP 

Our master logo is a combination of our  
mascot Spike and our unique logotype.  
They have been designed to work together. 
The Britz logotype never appears on its  
own with the exception of vehicle livery  
applications.

The Britz master logo must always appear 
in the proportions shown and no attempt 
should be made to re-create or distort the 
logo in any way. It is essential that the logo  
is always reproduced from the master  
versions supplied.

MASTER LOGO: TAGLINE

A Britz master logo including a tag line  
has been developed for use across brand 
communications when required.

4WD VERSION: LOCK UP

A 4WD master logo featuring the Britz  
logotype in black has been developed for 
use across all 4WD brand communications. 

4WD VERSION:  LOGO AND TAGLINE

A 4WD master logo featuring the Britz  
logotype in black has been developed for 
use across 4WD brand communications. 

A version of our 4WD master logo  
including a tag line has been developed  
for use across brand communications
when required.

We have provided some ‘Best-case’ examples  
showing how to use our logo correctly in  
Britz communications. These can be found in  
the Brand Applications section of this manual.
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HORIZONTAL MASTER LOGO: 
LOCK UP

In some circumstances there may be a need
to use our optional Horizontal Master logo.

The Britz master logo must always appear 
in the proportions shown and no attempt 
should be made to re-create or distort the 
logo in any way. It is essential that the logo  
is always reproduced from the master  
versions supplied.

HORIZONTAL MASTER LOGO:  
TAGLINE

A Britz master logo including a tag line  
has been developed for use across brand 
communications when required.

HORIZONTAL GREYSCALE LOGO:  
LOCK UP

A greyscale version of the master logo 
has been developed for use across all brand 
communications where the colour version
cannot be used due to colour restrictions. 

HORIZONTAL GREYSCALE LOGO:  
TAGLINE

A greyscale version of the master logo 
with tagline has been developed for use 
across all brand communications where  
the colour version cannot be used due to 
colour restrictions. 

We have provided some ‘Best-case’  
examples showing how to use our logo  
correctly in Britz communications. 
These can be found in the Brand  
Applications section of this manual.

3. OUR BRAND ELEMENTS
BRAND IDENTITY
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3. OUR BRAND ELEMENTS
LOGO: APPROVED VERSIONS

USING OUR MASTER LOGO

The Britz Master logo has been designed  
to work on white backgrounds. Care must 
be taken to ensure the correct version of the 
logo is used when it is applied to Britz  
Brand communications

CMYK

Our Master logo where possible should 
always be reproduced in CMYK format.
Never alter the colour of the individual  
elements within the logo. 

Use the 4WD version for 4WD applications.

RGB

An RGB version of our Master logo has been 
created for use in electronic presentations  
and online. Never alter the colour of the 
individual elements within the logo. 

GREYSCALE

Where we cannot print in CMYK, a greyscale 
version of the Britz Master logo has been 
created.

1 COLOUR

For instances where the Britz Master logo
is required in its most basic form, we only 
use the logotype and positioning statement.

The Britz master logo always appears
within the paper device (shown below)  
unless being used at a size below 50mm.
It never appears on any other background.

The 4WD Master logo always never 
appears on the paper device.
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3. OUR BRAND ELEMENTS

MINIMUM SIZE

MASTER LOGO

Minimum size specifications are
provided to ensure the Britz Master logo  
is reproduced effectively at a small size.
Minimum size specifications are to be
observed in all applications.

The Britz Master logo can vary in size, 
but cannot be reduced to less than 
25 mm in width.

MASTER LOGO: TAG

The Britz Master logo with Tagline can  
vary in size, but cannot be reduced to less 
than 30 mm in width.

CLEAR SPACE

MASTER LOGO

When using the Britz master logo, it is  
important that you follow the clear space 
requirements shown here. This ensures  
that our logo maintains its independence 
and is not encroached upon by any other 
graphic elements. ‘X’ shown opposite is the 
minimum amount of clear space permitted.

MASTER LOGO: TAG

When using the Britz master logo, it is  
important that you follow the clear space 
requirements shown here. 

CO-BRANDING

The most common time that this will occur  
is when the Britz brand appears alongside
the thl family of brands. When all brands 
appear after the the thl brand mark, Britz is 
our second brand after maui, followed by 
backpacker and Explore More.

LOGO: CORRECT USAGE
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3. OUR BRAND ELEMENTS

The Britz Master logo is the public face  
of our brand and our most valuable asset.
To maintain our brands integrity, the logo 
must be reproduced consistently at all times.

NEVER...

It is vital that we maintain consistency across 
all There are certain ways that our Logo  
should never be reproduced.

Below are examples of how the Britz Master 
logo should never be used. 

LOGO: INCORRECT USAGE

Alter the proportions of our logo Use imagery behind our logo

Alter the colour of our logotype Place our logo on a coloured background

Flip or alter the relationships of our logo Change or replace our logotype
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3. OUR BRAND ELEMENTS

COLOUR PALETTE 

Our brand colour palette comes from  
the Australian outback. We use earthy  
tones and hues to represent our brand.  
Our colours are real, natural and inspiring.

BRITZ ORANGE
PANTONE 158C
C0  M61 Y97  K0
R245   G128  B37

PRIMARY BLACK
PROCESS BLACK
C0  M0  Y0  K100
R35   G31  B32

WHITE
C0  M0  Y0  K100
R0   G0  B0

Britz Orange, black and white are our  
primary colours and they are complimented 
by a secondary colour palette of softer
green, blue and ochre yellow.

SAGE GREEN
PANTONE 5767C
C15  M0  Y68  K39
R148   G155  B80

OCEAN BLUE
PANTONE 645C
C55  M24  Y0  K9
R103   G153  B200

OCHRE YELLOW
PANTONE 130C
C0  M30  Y100  K0
R253   G185  B19

COLOUR PALETTE
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3. OUR BRAND ELEMENTS

PRIMARY TYPEFACES

HEADLINES: IMPACTED

CALL TO ACTION: FRUITIGER BLACK

HEADLINES: FRUITIGER BOLD

BODY COPY: FRUITIGER ROMAN

BODY COPY: FRUITIGER LIGHT

TYPOGRAPHY

ABCDEFGHIJKLNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 !@$%^&*

ABCDEFGHIJKLNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 !@$%^&*

ABCDEFGHIJKLNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 !@$%^&*

ABCDEFGHIJKLNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 !@$%^&*

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 67 8 9 0  ! @ $ % ^ & *
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3. OUR BRAND ELEMENTS

SECONDARY TYPEFACE

THROW MY HANDS UP IN THE AIR

TYPOGRAPHY

ABCDEFGH IJKLMNOPQRSTUVWXYZ
abcdefghi jk lmnopqrstuvwxyz
1234567890 !@$%^&*

WARNING:
FREEDOM NEXT 4000KMS

Nothing beats a campervan holiday and with our flexible 
everyday rates it’s such an affordable way to travel. 
With our large range of campervans sleeping up to six people, 
Britz gives you the freedom and flexibility totravel around 
Australia your own way.

To book simply call 1800 705 172 or visit:
www.britz.com.au

Go your own way AND SAVE!

*Conditions apply.

3 DAY HIRE

ONLY $249*
SPECIAL FOR

JOIN OUR ONLINE COMMUNITY

SUB HEADS: IMPACTED

BODY COPY: FRUITIGER ROMAN

SIGN OFF: FRUITIGER ROMAN AND BOLD

CALL TO ACTION: IMPACTED

HEADLINES: IMPACTED
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3. OUR BRAND ELEMENTS

EXPERIENCES. MEMORIES. PEOPLE.

Our images capture the essence of
the Britz experience... adventure, freedom, 
fun, family and wide open spaces.

They capture real people in real situations.
We know that while our vehicles are an  
integral part of the Britz brand, delivering
experiences and lasting memories is what 
we’re all about.  

PHOTOGRAPHY

freedom

adventure

experience

family

memories

fun
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3. OUR BRAND ELEMENTS

TEXTURED BACKGROUNDS

To help communicate the earthy, textured 
and experienced nature of the Britz brand,
as series of backgrounds has been created  
to use across print and online brand  
collateral. 

We have provided some ‘Best-case’ examples  
showing how to use these backgrounds  
correctly in Britz communications. These can 
be found in the Brand Applications section 
of this manual.

BRAND TOOLS

HORIZONTAL BACKGROUNDS:

DARK

DARK LIGHT

LIGHT

VERTICAL BACKGROUNDS:
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3. OUR BRAND ELEMENTS

STICKY NOTES

To give our brand communications an  
authentic and familiar feel, we have created 
a series of graphic devices to help deliver our 
message in a down-to-earth, engaging and
believable manner.

Sticky notes are real. They remind us of the 
small things we keep with us long after a
great holiday experience has gone.

BITS AND PIECES

A series of paper pieces which have been 
ripped and torn can be used to convey
quotes, special offers or used as softer  
backgrounds.

Paper clips add an element of familiarity
and can be used to hold individual elements 
in place.

FRAMED IMAGES

Framed images are used when more  
than one images is required in a brand  
communication. They are to be used  
specifically for smaller images which  
overlap larger images. 

BLACK OR WHITE?

When communicating non 4WD messages, 
the white border should be used. The black 
border is to be used exclusively for 4WD
brand collateral only.

We have provided some ‘Best-case’ examples 
showing how to use these backgrounds  
correctly in Britz communications. These can 
be found in the Brand Applications section 
of this manual.

BRAND TOOLS
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3. OUR BRAND ELEMENTS

WRITING FOR BRITZ

The language we use in written  
communication plays an vital role  
in building the Britz brand. 

Clear and consistent communication  
influences the way our customers engage 
with the Britz brand. It promotes trust  
and invites our clients to begin a relationship 
with us.

AUTHENTIC

Our written communication should  
express our brand personality and values. 
We don’t merely just provide vehicles...  
we deliver experiences and our messages 
should be believable, honest, down-to-earth 
and most of all fun! 

We ‘get’ why they love the land, and why 
they choose an adventure-based holiday 
experience. 

HONEST

Trust is at the heart of the family unit,  
and being a family-orientated brand,  
our writing must be ‘hand on heart’ honest. 
To build trust with our customers, we must 
write in a succinct and transparent manner.

No compromises!

Honesty builds trust and reassures our  
customers that we know what we’re  
talking about, dealing with us is stress  
free and represents value for money.

EXPERIENCED

We exude a wealth of experience which
underpins everything we do. We’ve learnt 
from experience and we’re all happy to  
pass on tips that will make their experiences 
more memorable.
 
Our customers choose Britz with the  
knowledge they are travelling with the  
largest and most experienced camper van 
rental company in Australasia. 

TONE OF VOICE
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3. OUR BRAND ELEMENTS

STAND OUT FROM THE CROWD

Strong and simple... our vehicles represent 
our brand. They are highly visible and  
instantly recognisable.

They act as brand ambassadors and may  
be the first touch point through which  
many of our current and future customers 
experience our brand.

VEHICLE LIVERY

Master logotype

Spike

orange striping

Britz master logo
(inc Spike)



3. OUR BRAND ELEMENTS

CORE BRAND ELEMENTS:

VANS AND CAMPERS

Our core brand elements combine to  
create a strong, distinctive and engaging  
set of brand communications collateral.

When creating your Britz communication, 
you’ll need to make sure that you apply 
the Britz core brand elements as they were 
intended. 

BRAND APPLICATIONS

headline

call to action

sign off

copy

sub-head

product

Master logo

hero image
(no border)

supporting image
(white border)
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3. OUR BRAND ELEMENTS

CORE BRAND ELEMENTS:

4WD

Our core brand elements combine to  
create a strong, distinctive and engaging  
set of brand communications collateral.

To help distinguish our 4WD brand 
collateral, we have developed a black  
border for images, black headline font  
and the 4WD Master logo.

When creating your Britz communication, 
you’ll need to make sure that you apply 
the Britz core brand elements as they were 
intended. 

BRAND APPLICATIONS

Black headline

call to action

product range

copy

sub-head

hero product

4WD black identity

hero image
(black border)
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3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

VERTICAL ADVERTISEMENT 
CAMPERVANS
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3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

VERTICAL ADVERTISEMENT
CAMPERVANS
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3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

HORIZONTAL ADVERTISEMENTS:  
CAMPERVANS
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3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

HORIZONTAL ADVERTISEMENTS:  
CAMPER VANS
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3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

VERTICAL ADVERTISEMENTS 
4WD
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BRAND APPLICATIONS
3. OUR BRAND ELEMENTS

BEST PRACTICE EXAMPLES

HORIZONTAL ADVERTISEMENTS 
4WD



BRITZ.
DRIVEN BY ADVENTURE© THL GROUP 2011

PAGE 30

3. OUR BRAND ELEMENTS
BRAND APPLICATIONS

BEST PRACTICE EXAMPLES

ONLINE



© THL GROUP 2011
BRITZ.

DRIVEN BY ADVENTURE

PAGE 31

HELP IS A CLICK AWAY

If you would like further information on 
the Britz brand, our products and services or 
would simply like a hand putting your Britz 
communication collateral together, we’re 
here to help.

Sharron Clark 
Brand Manager

DDI: +61 3 8398 8836
FAX: +61 3 9687 4522
sharron.clark@thlonline.com 

Central West Business Park,
Building 2, 9 Ashley Street, 
Braybrook VIC 3019 

PO Box 4194, 
Footscray West DC, VIC 3012

WE’RE HERE TO HELP
4. FURTHER INFORMATION


