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We’ve been led to believe that comfort breeds 
security. That staying within the lines means 
progression. But we know comfortable is a 
vulnerable place to be; a static viewpoint. 
And the status quo is a false reality, where 
fear and worry is commonplace. A world of 
assumptions, projections, and speculation. 
Blind spots. It’s why we believe in forgetting the 
familiar and challenging complacent thinking; 
stepping into new spaces where cultures 
thrive on contribution and empowerment. 
Where people are understood and appreciated 
beyond face value. Ones where exploration 
of the edges brings change; revealing new 
growth far from the middle. We choose to 
embrace uncertainty; trusting our instincts 
to break new ground. Because it’s where 
the magic happens. Spaces where empathy 
and connection rewire human experiences; 
opening up possibility and restoring 
understanding through multi-sensory 
encounters. Environments that exceed deep 
learning, unlocking interpersonal dynamics that 
surpass the norm. Where people dare to be 
brave and on purpose. Spreading a contagious 
energy, for expansion and momentum to 
live. A fresh perception; we are your reality 
reimagined.
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We transform the 
way your people 
work, learn and 
communicate.
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About

Who
As behaviour change and workplace culture specialists, we believe that 
to connect is to relate to the spaces of another; emotionally, mentally, 
and physically.

A collective of change makers, we know a desire for the familiar shows 
complacent thinking. We believe in growing people and organisations 
into the best versions of themselves, changing the way they play the 
game.

What
Game changers think differently. Experiencing the world from a fresh 
perspective is the first step to behaviour change.

We humanise workplaces using interactive and immersive learning 
experiences and technologies to build empathy, inclusion and respect.
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About

Why
An improved ability to relate to one another promotes a sense of 
belonging, creating more connected cultures of high performance.

Organisations with a united culture that supports the vision thrive and 
experience longevity.

How
We examine blind spots in organisational culture, raising your 
awareness to address gaps and problem areas. Through education, 
interactive learning, support, and behaviour change, we engage 
your people to practice more sustainable and respectful workplace 
interactions.

We create greater 
substance to the 
relationships 
between your 
people.
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More than a logo, 
ours captures 
the essence of 
our brand and 
symbolises its 
meaning in theory, 
shape and form.
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Together is better.
Our name is always written in 
all caps as one word to instil 
the sense of connection our 
brand represents.
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Logo

Name 
Meaning

We’ve split our name here to show it’s origins. A basic human need, relationships take many forms 
within many spaces. The spaces we hold help people 
relate to one another on a deeper level, unlocking 
interpersonal dynamics that surpass the norm.

KIN
We use lived experience to help people strengthen their relationships 
with self and others. 

We pay respect to all indigenous cultures and their connectivity to 
people and land. Kinship is at heart of their social practice.

We acknowledge this by honouring cultural diversity in our brand 
philosophy and practices.

SPACE
We explore the emotional, mental and physical spaces of people 
through multi-sensory experiences, connecting them to behaviour 
change.
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Logo

From theory to 
application, our logo 
creation stems from a 
collective of meaningful 
characteristics.

Kin draws on the human-
centred concept of relationships, 
connection, and belonging in 
mind and body where empathy 
drives intuitive and instinctive 
communication. 

Drawing on Japanese theory, we 
recognise that every space has a 
certain quality that influences the 
relationships formed within it. Our 
logo is heavily influenced by this.

To us, spaces are always half-full 
regardless of human activity. In 
line with Japanese theory, a room 
is always filled. Representing this 
in our logo, we believe it’s all a 
matter of perception. 

Influenced by the Japanese 
writing style, our logo represents 
the application of horizontal and 
vertical execution in typography 
and icon components.

In practice, we draw on the senses 
of virtual touch and feel to uncover 
blind spots within organisations. 
This is represented by the dots 
within our logo.

Drawing inspiration from the joy of 
playing games and the interactivity 
of our immersive learning 
experiences, our logo evokes a 
sense of excitement and viewer 
engagement.
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Logo

With an appetite 
for exploration 
of outer spaces, 
our logo reminds 
us that being 
the best version 
of ourselves 
means striving to 
eclipse our own 
limitations.
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Logo

A thousand pictures to paint a word. 

The inspiration for the logo was influenced by 
a combination of shape, experiences, spaces, 
typography, and sensory applications. 

Considered in the execution was the representation 
of intrigue and discomfort, Japanese theory of space, 
Japanese style typographic elements and evoking the 
senses of touch and texture to represent blind spots.Sketch
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Logo

Concept
Using squares as the guide, circles sit within. A 
reflection of the Japanese theory of space and how 
we find comfort in the uncomfortable. Our logo instils 
feelings of intrigue and the unknown balanced with 
a sense of comfort and excitement to visually draw 

people in. The Japanese vertical writing style is 
considered. The use of the letters in our name are 
reflected in the stacked square shapes, which then 
form the circles.

Spacing (h/v) - 1 / 10

Sizing - 1 / 2
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Logo

Design
Our ‘icon’ version of circles denotes a sense of 
comfort.

The dots represent sensory points of focus including 
touch and texture to stimulate the other senses. This 
aligns with our interactive learning experiences.

13KINSPACEBrand Guidelines



Logo

Design
Our ‘wordmark’ version is square in nature, 
representing discomfort of the unfamiliar. It is only to 
be used in creative outputs.

On first impression, the unexpected typographic 
style encourages the reader to use their intuition to 
make out the meaning of the design and characters 
until they become familiar with it. This is intentionally 
reflective of our learner experiences.
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Logo

Design
Our ‘text’ version can be used in isolation and on the 
same document as the icon. To use the Text and Icon 
versions in unison, refer to the Stacked version.

This version must not be used with the Wordmark.
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Logo

Design
Our ‘stacked’ version represents the sense of comfort 
when coming together with us. It serves to assure the 
viewer that they can grow through the uncomfortable 
with trust.

This version must not be combined with the 
Wordmark.
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Logo

File 
Formats

CMYK
eps
* all colour variations
clear space
no clear space
jpg
* all colour variations
clear space
no clear space

RGB
eps
* all colour variations
* positive and negative (mono)
clear space
no clear space
png
* all colour variations
* positive and negative (mono)
clear space
no clear space

SPOT
eps
* all colour variations
clear space
no clear space

(print only)
eps
high res vector
scalable at any size
transparent background
jpg
compressed image
can only downsize
white background

(screen only)
eps
high res vector
scalable at any size
transparent background

png
compressed image
can only downsize
transparent background

(pantone)
eps
high res vector
scalable at any size
transparent background

Supplied logo files; where and how to use them.
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Logo

Minimum 
Size

To ensure our logo always looks its best,
we have defined the minimum sizes it
can display at.

Both the icon and wordmark can appear in different 
locations on the same page. When it comes to our 
logo, always use the master artwork and avoid using 
any undersized logo.

7mm / 26px

4mm / 15px

16mm / 60px

16mm / 60px
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Logo

Clear 
Space

Clear space is where no graphic
element can encroach. All external
graphic elements must remain outside
of this area to ensure the greatest
legibility of our logo.

The x-width represents the minimum
height and width clear space. Always reproduce our 
logo at a size that is clear and legible (depending on 
screen/print resolution).

x

x

x

x

19KINSPACEBrand Guidelines



Our visual identity 
draws the audience 
in, highlighting 
our message 
through sensory 
experiences.
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Fonts

Typeface

Font Styles

Regular

Basic Character Set

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv 
Ww Xx Yy Zz

Numeral Sets

0 1 2 3 4 5 6 7 8 9

Punctuation and Symbols

@ % ® © ¥ £ $ # ¶ ^ & *
~ ∞ … « ≤ ≥ x ÷ = + < >
- – _ / “ ” , . : ; ! ? • ( ) [ ] { }

Suisse 
Int’l

Headings and body. This is a neo-grotesque sans-serif typeface with a 
relatively plain appearance and helps to perpetuate 
our modernist approach. It’s aesthetic is more playful, 
even ironic sometimes, but also a hard-working sans 
serif.
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Fonts

Typeface

Font Styles

Bold

Basic Character Set

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj 
Kk Ll Mm Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx Yy Zz

Numeral Sets

0 1 2 3 4 5 6 7 8 9

Punctuation and Symbols

@ % ® © ¥ £ $ # ¶ ^ & *
~ ∞ … « ≤ ≥ x ÷ = + < >
- – _ / “ ” , . : ; ! ? • ( ) [ ] { }

Suisse 
Works

Pull quotes and catchy titles. Suisse Works stands squarely in the tradition of 
classic reading faces. It’s more sophisticated than the 
transitional serif typefaces of former times, though, 
with smoother, consistent details and balanced 
proportions across all styles.
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Colour

SupportingPrimary

Comfort 
Palette

We break down traditional thinking, so our palette is 
a metaphor of this belief: it’s not all black and white. 
Our palette is primarily black and white (with first 
preference white on black). We prefer to apply black 
on white for the special content and to mix things 

up. We also use the backing of supporting primary 
colours that are easy on the eyes. Occassionally, 
our brand requires colour and we prefer supportive, 
comforting colours as our backing.

PANTONE 427 C
CMYK 14 8 4 0 
RGB 208 211 212
HEX D0D3D4

PANTONE 2735 C
CMYK 99 99 0 5 
RGB 46 0 139
HEX 2E008B

PANTONE 430 C
CMYK 50 34 27 11 
RGB 124 135 142
HEX 7C878E

PANTONE 7682 C
CMYK 62 38 0 0
RGB 103 135 183
HEX 6787B7

Black

White
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Colour

Highlight Outlines

Softer Highlights

Discomfort 
Palette

Sometimes we aim for impact. This is where we get 
creative. We preferably use highlights as outlines, 
not filled blocks of colour. They are used to pin point 
exactly what their title suggests, highlighted content. 
Our preference is to use them on a black background 

where possible. They can also be used on a white 
background if necessary. The highlights come with 
lighter paired colours: Softer Highlights. These 
are used to support the Highlight Outlines and are 
applied to content for subtlety and added depth.

PANTONE 805 C
CMYK 0 58 41 0 
RGB 255 114 118
HEX FF7276

PANTONE 9280 C
CMYK NA 
RGB 245 226 226
HEX F5E2E2

PANTONE 137 C
CMYK 0 36 100 0 
RGB 255 164 0
HEX FFA400

PANTONE 9060 C
CMYK NA 
RGB 241 240 216
HEX F1F0D8

PANTONE 2366 C
CMYK 67 58 0 0 
RGB 106 109 205
HEX 6A6DCD

PANTONE 9340 C
CMYK NA 
RGB 231 220 234
HEX E7DCEA

PANTONE 910 C
CMYK NA 
RGB 253 243 138
HEX FDF38A

PANTONE 333 C
CMYK 54 0 34 0 
RGB 60 219 192
HEX 3CDBC0

PANTONE 9520 C
CMYK NA 
RGB 215 239 231
HEX D7EFE7

PANTONE 907 C
CMYK NA
RGB 244 105 219
HEX F469DB

PANTONE 9320 C
CMYK NA
RGB 242 222 233
HEX F2DEE9
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Colour

Logo
Our logos are able to appear in any of our branded 
pastel colours when on a white or black background.

When our logo is placed on a coloured background, 
the logo must always remain white or black and 
should not appear in another colour: our branded 
colours or other.

Incorrect Incorrect

Correct Correct

Correct

Correct
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Art Direction

Imagery
When it comes to our imagery, we prefer to let our 
minds do the thinking. We want our imagery to spark 
wonder and intrigue. To evoke a sense of movement, 
emotion, inspiration, and imagination. Our imagery 
is engaging and instils the feeling of immersion. 

Exploring our colour palette with neon and electric 
effect helps to illuminate visual spaces. Imaginative 
and real at the same time, parallel worlds are explored 
in continuous loops of connection. We also explore 
imagery containing circular and square shapes.
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Circle 
Graphic

We explore the edges to uncover blind spots, 
revealing new growth far from the middle. Use these 
graphic illustrations across collateral and apply crops 
where deemed suitable and align with our message.

We have these white versions that apply focus 
on the text that sits within, much like what you’ve 
seen throughout this document already. Utilise the 
Highlight Outline colours for these.
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Circle 
Graphic

Big or small, our blind spots can be a source of 
disconnect. They continue to blur our clarity until we 
bring them into focus. Use these graphic illustrations 
when applying to problem areas. Blind spots.

Our preference is to use these effects on a grey 
background so our colours pop off the page.
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Circle 
Graphic

With a large range of colours, highlights and options 
to choose from, the circle graphics can be adjusted in 
many ways.

The Photoshop file allows for all areas to be adjusted 
in colour and glow, so get creative! Over the page are 
some examples.

Art Direction

– Background vignette (corners)

– Circle edge

– Circle centre – Shadow glow

– Circle highlight

– Background
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Circle 
Graphic

Belonging is a 
feeling, not a 
formality.

Art Direction

In reference to our black and white palette, we also 
like to use bold black versions of these graphics for 
unique callout pages and content.
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Neon
Rings

Like our learning experiences, we love to be 
interactive when it comes to this set of graphics. 
Mainly applied for when the wheels are in motion 
(animation), they can sometimes be used when at a 
stand still (static imagery).

Digital is the only lane for this graphic (not print) and 
must be displayed on a black background at all times.
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Neon
Rings

Art Direction

Our circle animation graphics bring to life the moving 
parts of the whole to represent the integrated 
relationship between all elements. At the centre and 
completion of each sequence is the sum of all parts.

Driving behaviour change for improved performance, 
we address the emotional, mental, and physical 
elements of engaging empathy.
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Art Direction

Neon
Rings

Our Interactive Learning Experiences engage a 
combination of emotion, perception, imagination, 
memory, and cognition, resulting in deeper learning.

The below animation graphic represents the activities 
that will challenge people to think instinctively through 
a series of pre-planned stages including observation, 
immersion, interaction, and feedback to reimagine 
realities.
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They say a picture paints a 
thousand words.
Like a window to the soul, microexpressions are the high 
frequency signals of communication. Body language and 
posture helps us to perceive what is meant not said.

The following illustrations represent the emotional spaces of 
problem areas we address within organisations. We will be 
exploring more emotions as they arise into the future.

Art Direction 35KINSPACEBrand Guidelines



Art Direction

Bias 
Bias in the workplace can undermine diversity, 
recruiting and retention efforts, also shaping an 
organisation’s culture of exclusion in dealing with 
people externally. It can affect decision-making, 
giving favourable treatment to individuals when it 
comes to hiring, promotions, performance reviews 
and career development.

“I felt dismissed when I was overlooked for a 
promotion. I even exceeded the performance criteria 
from last quarter’s figures.”

Conflict 
Unresolved workplace conflict can be extremely 
damaging to organisational culture, impacting 
broader relationships with external customers. 
Often a result of personal differences and 
miscommunication from a lack of empathy, negative 
effects of conflict can include work disruptions, 
project failure, absenteeism, and frequent turnover.

“My team leader and I are consistently in 
disagreement. I feel trapped and can’t seem to get 
through to them.”

Leadership
Leadership gaps at all levels of an organisation 
often negatively impact an organisation’s talent 
retention and bottom line. From a sense of direction 
to teamwork and individual relationships, leadership 
plays a pivotal role in maintaining employee morale. A 
lack of inclusive leadership shows up in low levels of 
engagement, lost motivation, and overall productivity.

“I repeatedly let my direct manager know about 
serious issues. Frustrated at the lack of action, I take 
matters into my own hands. It generally doesn’t go 
well.”
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Art Direction

Inequality 
The combination of one’s social and political identities 
such as gender and race creates unique modes 
of discrimination. As prejudices in organisational 
structures, processes and practices are left 
unchecked, diversity and business performance 
is compromised. It is up to organisations to move 
forward the needle of progressive workplace cultures.

“When I went to interview for the position, they were 
more concerned about my age and gender than my 
ability to do the job. I felt belittled.”

Exclusion 
The effects of exclusion within the workplace as 
a psychologically painful experience cannot be 
understated. The need to belong, feel valued, and 
acknowledged is at the centre of thriving culture. 
Without it, and the ability to walk in another’s shoes, 
the distress caused to excluded individuals often 
extends beyond the workplace.

“In team discussions, I’m rarely asked for my input. 
And when I am, I’m often ignored. I feel neglected.”

Harassment
Typically workplace harassment is bullying on the 
basis of personal characteristics. People who 
experience such intimidation will often endure 
physical, sexual and psychological torment. The 
undue emotional stress and anxiety caused can result 
in performance issues and health concerns from 
feeling isolated and powerless.

“There is someone at work that makes me feel 
uncomfortable, but I feel like if I say anything I could 
lose my job.”
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Art Direction

Business 
Cards

Our cards are an extension of our brand. They’ve 
been designed to create intrigue, helping us to 
connect.

A first impression for people to connect to, they are a 
sensory experience in themselves.
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Our walk must 
always be in stride 
with our talk. It’s 
how our message 
remains clear, 
matching people’s 
perception to a 
shared reality.
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Copy Direction

Our Purpose
To engage empathy for positive 
behaviour change.
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When your why is 
bigger than your 
how, you’re living 
with purpose.
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Copy Direction

Our Mission
To promote healthier interactions 
where people feel valued, 
strengthening organisations in 
pursuit of greater connection and 
performance.
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Copy Direction

Our Philosophy
By growing acceptance of self 
and others, people can thrive with 
infinite curiosity, creativity, and 
courageous authenticity. It’s what 
sparks intentional contribution and 
engagement.
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Copy Direction

Our Vision
A world where people are 
connected to the best version 
of themselves, leaving a legacy 
beyond the workplace.
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Copy Direction

Be Kind
Our relationships with self and people:

We show care and compassion 
through vulnerability. Our empathy 
and humility empowers us to live in 
acceptance of self and others.

Spark Wonder
Channel childlike spirits:

We are infinitely curious, seeking 
greater understanding with 
creativity and passion. We find joy 
in connecting with our sense of 
unrestrained imagination and fun.

Dare Freely
Our world view:

We respectfully challenge familiar 
patterns of behaviour to provoke 
thought at every turn. We are 
instinctively brave, following 
our intuition with courageous 
authenticity.

Lead Boldly
Our future:

An infinite mindset knows no 
confines. When it comes to 
our progress, expansion and 
innovation, we continuously 
reimagine the possible.

Contribute Openly
Our knowledge:

The best insights are in sight. 
Knowledge is shared in a 
collaborative spirit for the 
collective benefit of learning and 
inspiration.

Like a genetic code, our values are an expression 
of what we stand for; the best version of ourselves. 
Defining and guiding our actions and interactions, we 
represent them as people, extending them beyond 
superficial statements.

We give them depth, meaning and character through 
embodiment. They’re why we’ll flourish in the face 
of adversities and show up day after day through 
successes and failures.

Our
Values

45KINSPACEBrand Guidelines



Taglines
Business Explanation

Improving your world of work.
Inspired Explanation

A fresh perception; we are your 
reality reimagined.
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Respectful interactions grow 
from a greater appreciation 
and understanding between 
people. By honouring the 
best version of ourselves, 
we’re able to grow self and 
mutual respect in all our 
relationships. When we feel 
respected, we reciprocate.
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Copy Direction

Personality
As we guide others to understand, perception is not 
black and white. To set us apart, our brand has a 
personality; something people remember us by.

Like an identity, it makes us recognisable as the years 
go by. It’s how we’ll build and maintain an emotional 
and timeless connection with our audience.

Emotive
Challenging assumptions, we stir 
emotions to create intrigue and 
discomfort.

Empathetic
It’s who we are, and how we 
understand your people more 
deeply.

Experienced
We use ours to create meaningful 
ones for others.

Curious
We know the same old is exactly 
that. Change starts with new 
questions.

Inspired
It’s how we stay committed 
through adversity. Impossible is 
impossible.

Infinite
Limitless like human potential, our 
vision has no finish line.
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Copy Direction

Tone of 
Voice

The key to effective communication is to empathise; 
it’s what we do daily. How we build trust, rapport, and 
relate to our audience is no different than what we do 
with our clients.

We deliver a consistent message, using intuition and 
experience to adapt and adjust to specific contexts. 
Once we’ve set the tone, connecting with and 
influencing people will follow.

Our tone of voice is a delicate 
balance of welcoming, expansive 
and confident. 

Our language evokes a sense of 
discovery, challenging exploration 
beyond the status quo.

Through our experience and 
empathy, we instil trust and create 
intrigue for our audience to look 
beyond the familiar.

We invite people to walk a 
mile in someone else’s shoes, 
because we know it’s what shifts 
perception.

Our tone in context: statements and titles

A spoken discovery tone

Our tone in context: body copy

A more formal tone
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Copy Direction

Us in x
Words

Our interpersonal dynamics surpass the norm, 
keeping us brave and on purpose; it’s how we interact.

We spread a contagious energy to keep us expanding 
and in a state of perpetual momentum.

Accountable
We say what we mean and mean 
what we say; it’s how we build 
trust.

Humble
We value humility in the face of 
success. It keeps us striving for 
better.

Optimistic
We’re realists. We know the bright 
side will always see us through to 
the right side.

Ethical
In practice, we change behaviours 
for the better, including our own.

Flexible
We’re steadfast and committed to 
our vision, but adaptable in how we 
get there.

Intentional
We understand a vision without 
actions is a dream; we take ours 
with purpose.

Attentive
We know the unfamiliar can be 
daunting. We navigate it with care 
and consideration.

Reflective
We value feedback and apply it to 
show improvements that can be 
seen.
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When promoting 
our brand in 
different spaces, we 
speak with clarity 
to stay on message.
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Marketing

Pitch
When pitching, less words have more impact. Brevity 
helps deliver a concise message when there’s limited 
time to sell the brand message. This is when to use 
the below content.

Our Brand pillars:  Build Empathy. Change Behaviour. 
Strengthen Relationships.

Improve the world of work.

Elevator Pitch
We build greater empathy, 
change behaviour and strengthen 
relationships in organisations to 
improve their world of work.

How We Do It
We use interactive learning 
experiences and technologies 
that help people relate to others 
perceptions emotionally, mentally 
and physically.

Why It Matters
When people feel they belong and 
are empowered to connect with 
the best version of themselves, 
organisations thrive.
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Marketing

Explainers
Talking about ourselves in context and spaces; these 
are some of the ways we like to describe our work.

Pixels and Print
Short:
We’re a collective of workplace 
behaviour change and learning 
specialists. We address workplace 
problems using interactive 
learning experiences. 

Long:
A collective of change makers, 
we examine blind spots in 
organisational culture, raising 
your awareness to address gaps 
and problem areas. Through 
education, interactive learning, 
support, and behaviour change, 
we engage your people to practice 
more sustainable and respectful 
workplace interactions.
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Marketing

Explainers
Talking about ourselves in context and spaces; these 
are some of the ways we like to describe our work.

Corporate 
Documentation
We examine organisational blind 
spots by challenging assumptions 
in workplace cultures. Raising 
awareness through education 
and support, we progress 
behaviour change outcomes to 
promote healthier interactions. 
We humanise workplaces using 
interactive and immersive learning 
experiences to build empathy, 
inclusion and respect. 

As behaviour change and 
workplace culture specialists, 
we believe in growing people 
and organisations into the best 
versions of themselves, changing 
the way they play the game.

Improving your 
world of work; we 
help your people 
grow because of it.
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Marketing

Explainers
Talking about ourselves in context and spaces; these 
are some of the ways we like to describe our work.

Face to Face
Short:
We use empathy and behaviour 
change to improve the world of 
work.

Long:
We shift mindsets and change 
behaviours, bringing a fresh 
perception to workplaces. We 
empower their people to be the 
best version of themselves and 
feel more connected to each other.
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Marketing

Explainers
Talking about ourselves in context and spaces; these 
are some of the ways we like to describe our work.

Social Scene
Short:
Challenging a world of 
assumptions, projections and 
blind spots, we create spaces 
where empathy and connection 
rewire human experiences.

Long:
Challenging a world of 
assumptions, projections and 
blind spots, we create spaces 
of empathy and connection. By 
opening up possibility, these 
environments can exceed deep 
learning and unlock interpersonal 
dynamics that surpass the norm, 
where people dare to be brave and 
on purpose.
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Marketing

Explainers
Talking about ourselves in context and spaces; these 
are some of the ways we like to describe our work.

Sales Pace
Flexible and agile, we’re a unique 
blend of large firm experience 
with a bespoke delivery of co-
designed solutions to suit your 
organisational needs. Our people-
first approach ignites cultural 
changes, turning theory into 
practice with solutions that stick.
Combining our wide network of 
management consulting, human-
centred learning design, training 
technologies, and specialist 
practitioners, we challenge the 
familiar to change behaviour, 
forging healthier interactions 
within dynamic work environments.
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Brand Experience
Our deeper lens explores innovation, people 
and customer experience, talent retention, and 
governance environments through stakeholder 
perception and profiling. Applying internal capacity 
building initiatives, we improve organisational 
resilience and adaptability.

Systems and Policies  
Our organisational systems and policy solutions 
include review, analysis and redesign of existing 
frameworks by addressing drivers of human 
behaviour. The revised assessment and evaluation 
measures are co-designed with you to ensure fit for 
purpose capacity building outcomes.

Personal Development  
Our individualised solutions include personal 
development and career progression pathways 
coaching within organisations. Using a selection of 
leadership psychology and mentoring frameworks, 
our people lead yours through personal growth and 
development.

Interactive Learning 
Our interactive learning solutions include the co-
design, development, delivery and end-to-end 
management of modulated learning experiences 
using interactive technologies. We engage learners 
in real-life interactions to engage and improve critical 
thinking and problem solving.

Digital Integrations
Our digital UI and UX solutions include in-depth and 
adaptive learner experiences that integrate with your 
existing platforms and ways of working. We offer the 
facilitation and onboarding of digital platforms to track 
and measure organisational performance.

Workshop Facilitation  
Our group workshop facilitation solutions are applied 
across a variety of organisational touchpoints 
including discovery, strategy planning and co-design 
phases.  Our team can facilitate both face to face or 
virtual delivery to suit customer requirements.

Marketing

Solution
Areas

With the experience of our wide network of 
specialists, we co-design learning resources and 
content for accredited and non-accredited blended 
learning, including analytics and reporting, delivering 
bespoke solutions across the following areas.
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Marketing

Pull 
Quotes

There are many ways to articulate our message 
and core beliefs that will be used on social media 
platforms and across our branding communications. 

So here are just a few of our perceptions; we like to 
keep them fresh.

When you get into a 
related space, you open 
up to possibilities. Until 
then, you’re limiting 
potential.

When people are 
the best versions of 
themselves, they bring 
more people along for 
the ride. 

By shifting perspectives, 
we spark the integration 
of new knowledge and 
experiences.

When different is 
valued, different 
becomes better. It’s what 
creates great cultures.

By redefining healthy 
boundaries, we generate 
personal accountability 
for interactions.

We believe in the power 
of human connection. 
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Marketing

Social 
Media

How we connect with our audience on social media 
is an extension of our culture. Not everyone will 
share our perspective in the world of Social Media. 
But that’s a good thing, because we’re here to build 
empathy and use ours to better understand others. 

Let this be your mini-handbook. Consider the below 
criteria before posting to ensure consistency and 
remaining ‘on brand’.

Facebook
Videos and curated content.

Instagram
High-res photos, quotes, stories.

Twitter
News, blog posts, and GIFs.

LinkedIn
Jobs, company news, and professional 
content. 

 — Be sure to stay up to speed with the best posting times 
for each platform to maximise engagement. E.g. Posting 
to LinkedIn on a Saturday night probably won’t set off 
fireworks in social land.

 — Rules of Engagement: Welcoming and curious.
 — We understand and value that everyone has a unique 

perspective. When providing your personal opinion, let it 
be known to your audience.

 — Personality & Tone: To really nail your messaging, 
adapting your language into context ensures that when 
you talk, people listen. Think of it like this: 

 — LinkedIn = Business Professionals
 — Facebook = Family & Friends 
 — Twitter = News & Views
 — Instagram = The Younger Crowd
 — Post Structure: Length can vary but format consistency is 

key. How you present your ideas will build familiarity and 
resonance with your reader. E.g. Problem > Reaction > 
(KINSPACE) Solution.

 — Knowing your audience will help you to connect. 
Understand the general purpose and style of content for 
each platform to boost engagement.

 — Monitor, adapt and adjust. Rules change frequently in the 
social media world, so scheduling a weekly marketing 
review is a must to ensure your content remains relevant 
and is maximising opportunities for engagement.

 — Last but definitely not least, add VALUE to your audience. 
Whether it’s insightful, humourous, or practical, they 
should be left feeling that consuming your content was 
time well spent.
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Organisations Business
Activities Components
Learning Experiences Programs
Co-Design Consultation
Behaviour Change Behaviour Modification
Learning Training
Facilitate Learning Teaching

Marketing

Descriptors
Here’s a selection of the terms our brand language 
uses internally and externally when speaking about 
our who, what, why and how. We prefer these choices 
because they’re more aligned with our thinking and 
doing.
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Marketing

Do’s and 
Don’ts

We like to explore the edges of communication with 
flexibility, but when it comes to grammar, our rules are 
definitive.

DO’s

 — Know the KINSPACE purpose. Always 
remember why you exist.

 — Be consistent with your personality and tone. It 
sends a clear message.

 — Live your values to help guide you. Check in with 
them regularly.

 — KINSPACE should always be written like this. 
All in upper case as one word with no spacing 
between KIN and SPACE. 

 — All numbers up to twenty are to be written out. 
From 21 onwards, numbers are numeric. Like 
that. If there are numbers in the headline of an 
article, use numerical digits, don’t write them 
out.

 — Keep sentences on the shorter side (25 words 
max). Long run-on sentences can be confusing 
and irritating.

 — Simplify or explain any technical jargon. If there 
is no common parlance translation, include the 
jargon term with an explanation.

 — Use Oxford commas! This is a big one. It makes 
all the difference between “I

 — got the accountants, Jack and Hank” and “I 
got the accountants, Jack, and Hank”. Adding 
a comma before “and” makes your list much 
clearer.

 — We are using a combination of American and 
British spelling. It should be ‘organization’ 
not ‘organisation’, as it should be ‘flavour’ not 
‘flavor’. 
 
 

 — Word contractions such as don’t, won’t, 
shouldn’t, etc. are acceptable to use in articles 
and copy. Just do not overdo it, as using the 
non-contracted form can add more emphasis.

 — Unless referring to a specific person, use the 
pronoun ‘they’. Writing things like ‘his/her’ is 
unattractive and archaic.

 — When referencing, use the following style: 
Author for Publication, “Article Title”, Month 
Day, Year. E.g. John Smith for Katrina 
Macdermid Brand Guidelines, “Grammar”, 
January 1, 2017.

 — If you are creating a list that is more than three 
items long, use bullet points or numbers. A long 
run-on list in another format can be confusing.

 — As with sentences, keep paragraphs short. No 
paragraph should exceed eight lines in length, 
as they become daunting on the page.

 — When quoting a person or article, use “these 
types of quotes”. These can also be used 
around “The Name of an Article”. If there is 
a quote within your quote, use ‘these types 
of quotes’. This also goes for words that are 
not quotes, but are also not a solid part of the 
sentence. See Pronouns section for examples.

 — When referring to the company,
 — use the active voice, e.g. “KINSPACE is acting 

as a new leader in behaviour change. Passive 
voice should be avoided as much as possible. 
The only exception is in negative app copy, e.g. 
“Your action could not be performed” rather 
than “You cannot perform this action”.

 — Make sure you hyphenate compound words to 
be as clear as possible. E.g. single-use, roll-
out, time-waster, etc.

DON’Ts

 — Don’t use the business name KINSPACE in 
sentence structures when referring to the 
brand. Use words like ‘we’, ‘our’ and ‘us’. 

 — “Quotes” are not necessary when referring to 
Official Products, only capitalization.

 — Don’t quote entire paragraphs from external 
sources. If you’re quoting an article, summarize 
the information and reference.

 — Don’t use multiple exclamation points. It’s so 
annoying!!!

 — Don’t eliminate spaces around em dashes – 
keep like this – like humans, the words need 
room to breathe. The exception is when 
donating a range (e.g. 7–9 months).

 — Don’t write excessively long sentences, like 
this one, with a lot of clauses – like this – and 
addendums, lists, grammatical peculiarities; 
it can make things hard to read: that is exactly 
what we don’t want.

 — Don’t use exaggerated language. Something 
can be “Exciting!” but not “THE BEST THING 
EVER!”

 — Don’t use abbreviations outside of recognized 
ones. If

 — unsure, just ask.
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We don’t look for quick wins.
We play an infinite game.

We don’t focus on the competition.
We work to better ourselves everyday.

We don’t shy away in the face of adversity.
We embrace the challenge to overcome it.

We don’t strive for acclaim.
We thrive on humility.

We don’t exist for self-gain.
We live to contribute to something bigger than ourselves.

We don’t look for the finish line.
We know our journey is the prize.

We don’t hold on to our missteps.
We believe in failing forward; our cup is always half-full.

Starting to see our bigger picture?
The choices we make today shape our tomorrows; it’s why we live in the present moment.
Here to leave a legacy, we’re not simply along for the ride.
We’re paving the way for others to jump on board.
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The one nobody but us saw 
coming, ours will be the story 
with no ending…Reputations 
are often short-lived, but 
legacies live on. Let’s dare 
to be brave and on purpose 
in reimagining reality for 
ourselves and others.
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