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Intoduction  - 

BRAND GUIDELINES

The aim of this style guide is to maintain our Te Mātāwai brand’s 
integrity, so please ensure you familiarise yourself with all aspects 
of this guide. 

Depending on the size and orientation of the Te Mātāwai logo, 
sizing can be adjusted but do not make it too small as the logo 
must be readable. 

Clear space is also very important as it will help the logo stand out 
with maximum clarity. Ensure there is clear space around the logo 
and do not place it closer than 4mm to the edge of a page. These 
brand specifications will guide you with the appropriate use of the 
brand.
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Narrative  - 

1. The Whare: represents Te Whare o Te Reo Mauri Ora or the 
combined efforts of the Crown and iwi Māori (Te Mātāwai) to 
revitalise and restore te reo Māori as a nurturing first language in 
homes and communities.

2. The Stylised Manaia: has three Manaia or guardians of the 
Māori language which each represent iwi, hapū and whānau along 
with the past, present and future of the language. Each of the 
Manaia have large waha to emphasise the importance and prestige 
of the language.

3. The Name – Te Mātāwai: signifies the unity or coming together 
of both iwi and Māori in the reclamation of their taonga – te reo 
Māori. It unites the whare (whenua based elements) with the 
water based Manaia elements. The word Te Mātāwai can simply be 
translated as the head waters.



Logo Zone
The exclusion zone is created by using the ‘o’ space shown around the logo. Please 
make sure that no graphic or text elements enter this space.
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Clear space



Don’t stretch or condense the logo, 
always scale proportionally.

Dont place boarder around the logo Dont place the logo on angle Don’t place logo over clashing colours - 
use another logo colour.

Incorrect use of logo

Black on White
Secondary option when branding with 
white background - use when other 
branding is matching

Full Colour on White
When branding with any white 

White on Black
Secondary option when branding with 
black or clashing background colours to 
brand colour pallete

White on Colour
When branding with any colouring 
background this look takes main 
precendent

BRAND GUIDELINES
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Correct use of logo



Graphics
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Te Mātāwai koru graphic narrative

Throughout the creation process of the koru graphics, we wanted to 
ensure our main logo was incorporated. These koru patterns are pictured 
from page 9-11.

We worked with Ariki Creative (who designed our main tohu) and chose 
the Manaia as the main focus. The three Manaia represent Te Mātāwai as 
kaitiaki of te reo for iwi, hapū and whānau, while also depicting the past, 
present, and future. The mouths are enlarged as te reo is to be spoken 
and shared, showing their proficiency at speaking.

The idea behind the name and designs was to create the flow of a 
Manaia trailing through a body of water and replicating that into the 
perspective of incoming and outgoing tides (past, present, and future).

This created the main design patterning, and it is also a way to represent 
a two-way conversation - Te Mātāwai to external and external to Te 
Mātāwai.

The main kowhaiwhai design used within these (like the one to the right) 
are puhoro which represents agility,responsiveness, and also ngā piki me 
ngā heke or the ups and downs.

Breaking these two effects of water (incoming and outgoing) we have 
linked them to two main functionalities we believe Te Mātāwai works by. 

Outgoing (present): The ideation behind the outgoing tide is to 
represent the process of work that Te Mātāwai does on behalf of 
our Māori communities and all the aspects that surround this, such 
as sourcing pūtea, assets, information, and the growth of hapori 
throughout Aotearoa. This also embodies the kōrero from Te Mātāwai to 
stakeholders.

Incoming (future): The incoming tide depicted in these designs 
represents the incoming factors that Te Mātāwai has with stakeholders, 
such as return on investment from kaitono, policies, and the final result 
of growth from hapori. This also embodies the kōrero from stakeholders 
to Te Mātāwai.
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Colour 
Palette

Follow this guide for accurate breakdowns of the corporate colours across all 
applications. Please use the CMYK mix for all printed media and the RGB for 
anything viewed on screen.

Please note between devices and screens there will be subtle variations in colour 
depending on how your device is calibrated.

Always refer to accurate print guides when proofing colours with a printer and use 
this information as a guide.

We recommend the blue and fuchsia colour for headings and black text. You may 
use the purple sparingly if another colour is required.

BRAND GUIDELINES
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R000 G016 B103
#001067

Dark Blue Purple Fuschia

Secondary 
Colours

R089 G045 B180
#592db4
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R171 G032 B112
#ab2070

R255  G106  B073
#ff6a49

R000 G176 B172
#00b0ac

R026 G074 B255
#1a4aff

Blue

Main 
Colours

Orange

TealBright Fuschia

R229 G000 B119
#e50077

Dark Purple

R045 G000 B085
#2d00556



Gradients
When used consistently within your brand, gradients can help grow brand recognition better than single-color use. Gradients can add a sense of depth and/or movement to your 
design. Gradients display a sense of fun and high energy.

For Te Mātāwai, these are incorporated into the brand and design to help enhance the underlying foundations of Te Mātāwai. The main gradient (Fuchsia to Dark Blue) is a 
foundational gradient that represents the dawn rising of Te Reo Māori.

These gradients are to be used to help enhance further messaging that Te Mātāwai produces.

Gradients can also be used within typography/text when on a white/black background or to give more branding if need be.

BRAND GUIDELINES
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FUSCHIA
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DARK BLUE PURPLE ORANGE

BLUE DARK BLUE TEAL

TEALUsing the colour pallete and colour tones listed on page 12 these 5 gradients 
can be created. You should not use gradients outside of the examples shown. For 
example, you should not have a gradient that goes from teal to orange.

FUSCHIA



The Te Mātāwai gradient represents the dawn rising of te reo Māori and has been designed to align with the colours that are associated with the rising dawn.

Gradients have been further developed to link each team to their contribution to the vision of revitalising te reo Māori.

Each team within the tari has been given gradients that are to be used for internal communications - this ranges from PowerPoint presentations to a documentation template. 
Please use the templates that are provided in Te Puna and Te Matatiki (the Te Mātāwai intranet).

Use of Gradients 

BRAND GUIDELINES

16



BRAND GUIDELINES

17

BLUE DARK BLUE

TEAL DARK BLUE

PURPLE FUSCHIA

ORANGE FUSCHIA DARK BLUE FUSCHIA



Typography
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Ubuntu is the typeface we have selected as the corporate typeface for headings, and for all body text. These are to be used across all media and stationery to maintain consistency. 
These examples show a cross section of the weights to be used.

When using text for any documentation it is advised to use the Calibri font family.



Header
Subtitle/intro

Body

Ubuntu - Bold

Minimum size: 21 pt.
Spacing: 1,5 x size

Ubuntu - Medium

Minimum size: 13 pt.
Spacing: 14 pt.

Ubuntu - Regular
Minimum size: 8 pt.
Spacing: 14 pt.
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Photography
Always place the logo mindfully on any imagery. Alternate between the colour
version, based on the imagery used and how dark or light the image is. If neither
the colour or reverse white version of the logo are working on an image, please
place it away from the image and have it on a white background. Make sure all
text within the logo is readable and at least 4mm away from all edges.

BRAND GUIDELINES
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Incorrect use of logo placement

Correct use of logo placement
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John Doe | function name

john@example.com
Streetname 123
1234 XX  Placename

E. info@example.com
T. 012 345 678 910

Collateral22

Kia Ūkaipō anō te reo Māori

Business cards



Ria Tomoana
Te Ātiawa, Ngāti Kahungunu, Ngāti 
Pāhauwera
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Letter Head

Dear Jane Doe,

Dus, quatem fugia nihil magnimporio test, offictation comnimpos adit ullabo. 
Nequo temporum a sinto quiae quo eatem audae voloritae consectur aspelen 
estiam, vellabo. Nequis audiamusam eicillit, consequi.

Omni utatque vid ex ex et eturectem et repellorum id quia nit rehende sero 
doluptas eos dis conem et, odis non et aut quam ipis aut estis dolent estrum 
quatum doloriamus es magnimpe elibusda quo tem de ne nullit, quaturepe eum 
fuga. Et molum laccum aborent.

Best Regards,

John Doe

To: Jane Doe

Subject: new logo
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Email sign off



For the outsourcing of publication of Te Mātāwai documents please refer to
the latest publications - He Whānau reo Māori Lit Review & Annual Report 2022 – 
2023.
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Publications
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Brochure 
Template base  to be used when considering printing of brochure.  
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Presentations
Always use the Powerpoint templates available. These include various page types 
and different templates for each team.

For any presentations that are needed for big public hui please get sign off from 
communications team at least 4 days prior to presenting.

Please find templates within Te Puna (Communications - Brand & Logos - Templates 
- Presentations (Powerpoints).
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Socials
A variety of tile templates have been set up in Canva. This page shows some 
examples.

These are purely a base to start from for creating social media posts.
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