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Out for Australia style guide 
 

About this guide 
This guide documents the style—both in terms of writing and design—at Out for Australia to 
promote a consistent across all teams and products. It has been prepared for all staff at Out 
for Australia, including state communications coordinators. It consists of a guide to writing 
and a guide to design and formatting. 

Any suggestions or corrections are welcomed. Send your feedback to 
communications@outforaustralia.org 

Key contacts 

If you have a question about this guide, about writing or about formatting and design, you 
should contact the relevant contact. For: 

• state newsletters/notices  your state communications coordinator 
• social media  your state communications coordinator 
• event marketing support  your state communications coordinator 
• partnership content  your state partnerships coordinator 
• design enquiries  the National Design and Brand Manager 
• national newsletters  the National Communications Manager 
• website changes  the National Communications Manager. 

If you are unable to make contact with your state communications coordinator, contact your 
state director or communications@outforaustralia.org. 

Officer Email address 

ACT Communications Coordinator actcommunications@outforaustralia.org 
 

National Communications Manager communications@outforaustralia.org 
 

National Design & Brand Manager design@outforaustralia.org 

NSW Communications Coordinator nswcommunciations@outforaustralia.org 

QLD Communications Coordinator qldcommunications@outforaustralia.org 

VIC Communications Coordinator viccommunications@outforaustralia.org 

WA Communications Coordinator wa@outforaustralia.org 
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Guide to writing 

Plain English quick checklist  

We support using plain English in all of our communication and marketing. Plain English is 
communication your audience can understand the first time they read or hear it. Written 
material is in plain language if your audience can: 

• find what they need 
• understand what they find, and 
• use what they find to meet their needs. 

Her are some useful tips to make sure your writing is accessible to a wide range of 
audiences: 

• One statement per sentence, one idea per paragraph. 
• When you have a choice of a complex term and a simple term, use the simple one.  
• Use the active voice, where possible. For example, ‘The man bit the dog.’ not ‘The 

dog was bitten by the man.’ The passive voice is appropriate in some cases.  
• Reframe negative statements positively. For example, ‘Send your payment so we 

can renew your membership’ not ‘If you don’t pay, we will cancel your membership.’  
• Encourage actions by giving instructions. ‘Call 0400 000 000 for more information’ is 

more instructive than ‘Further information can be obtained by calling 0400 000 000.’  
• Use a tone that is appropriate to the purpose and reflects the relationship of the 

recipients with the department.  
• Avoid sexist language by avoiding gender-specific personal pronouns or by writing in 

the plural. For example, ‘Contact your state director for more information’.  
• Cut out unnecessary adjectives and adverbs.  
• Use appropriate punctuation.  
• Minimise the use of capitals.  
• Avoid jargon wherever possible, otherwise, explain it first in simple language.  
• Do not use ‘&’ in place of ‘and’, unless it is part of a name. 
• Avoid using brackets as they interrupt the flow of the sentence. 

Capital letters 

Using too many capitals puts distance between you and your readers. 

Use capitals for Example 

Starting a sentence  “Register your attendance on 
Eventbrite…” 

The first letter of a heading  “Welcome to our intranet” 

Proper nouns such as names, organisation names, 
places, languages, holidays, days, months, 
religious terms 

 Luke Furness 
 Baker McKenzie 
 English, Chinese 
 New Year’s Day 
 Monday 
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 May 

Titles, when referred to in full  Chief Operating Officer 

 

Do not use capitals for Alternative 

Emphasis, as it looks like SHOUTING  Use bold instead, but keep it to a 
minimum 

Common nouns  company 
 committee 

Short titles  the company 
 the university 

Seasons  summer 
 winter 

Abbreviations  vol. 
 no. 

Generic or plural terms of names  All of the directors agree… 
 Contact your state coordinator… 

Words that form part of an acronym  The acronym ‘ASAP’ may be used 
for ‘as soon as possible’, but this 
does not change the capitalisation 
when spelt out 

 

Naming  

Written 

Out for Australia should be written as ‘Out for Australia’ and only ever internally referred to 
as ‘OFA’. For consistency, each state and territory should be written as: 

 Out for Australia ACT 
 ACT OFA chapter 
 Out for Australia NSW 
 Out for Australia QLD or Out for Australia Queensland 
 Out for Australia VIC or Out for Australia Victoria 
 Out for Australia WA. 

When describing an event that is being produced by Out for Australia, we recommend using 
the word ‘presents’. For example, “Out for Australia NSW presents Workplace Leadership in 
a LGBTIQ context”. 

Conversational 

We prefer staff to use Out for Australia’s full name, and not to abbreviate it, when speaking 
with external stakeholders. 
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Punctuation  

Apostrophes  

Style Example 

Use to show possession, whether for a singular or 
plural noun 

 Ellen’s sister (singular noun) 
 volunteers’ entitlements (plural 

noun) 
Use for the possessive form of singular nouns. 
Generally add an apostrophe, then ‘s’ 

 the organisation’s policies (one 
organisation) 

Use when a singular name happens to already end 
in ‘s’. Add an apostrophe but no extra ‘s’ 

 James’ books 

Use for irregular plural possessive nouns that do 
not end in ‘s’. Add an apostrophe, then ‘s’ 

 The organisations’ budgets were 
identical. (multiple organisations) 

 Students’ clothing is expensive. 
(multiple students) 

Use for possessive forms of multi-word titles. Add 
an apostrophe and ‘s’ to the last word only 

 The Chief Financial Officer’s 
records 

Use for possessive phrases or compound words. 
Add an apostrophe and ‘s’ to the last word only 

 The General Counsel’s 
responsibilities 

Use in cases of joint ownership or association. Add 
the apostrophe and ‘s’ to the second of the two 
‘owners’ 

 Jennifer and Kate’s legacy 

Use for ‘it's’ as the contraction of the words ‘it is’. 
Add to mark the missing letter. Note: Do not use 
‘it’s’ in briefings or correspondence use the full 
term ‘it is’ 

 It’s raining today.  
 It’s been done. 
 It is raining today.  
 It has been done. 

Do not use for possessive ‘its’  The organisation takes its role 
seriously.  

 The organisation takes it’s role 
seriously. 

Do not use for most shortened words and phrases. 
To make plural just add ‘s’ 

 SEPs (state event producers) 
 SEP’s  
 FAQs  
 FAQ’s 

 

Abbreviations and contractions 

Avoid using shortened forms such as ‘e.g.’ and ‘i.e.’. Only use the abbreviations where 
space is limited, such as in tables, illustrations and notes. Where they are used, punctuate 
as shown.  

Do not use ‘etc’., ‘et cetera’ or ‘so on’ as it is imprecise, and can sound too casual.  

Instead of Use 

e.g. for example, such as 

i.e. that is 
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Consider whether a contraction best suits your purpose. For example, in highly formal 
documents we should use ‘do not’ instead of ‘don’t’. 

Verbs  

Active voice  

Use the active voice wherever possible as it shows who is doing what and makes text sound 
more positive. Avoid overusing the passive voice as it rarely states who is responsible and 
makes documents sound impersonal and indirect. Active voice takes the form of ‘A does B’ 
while the passive voice is ‘B is done (by A)’.  

 Active: I raised this issue with the state director for …  
 Passive: The issue has been raised with the state director for … (by whom?)  

Active verbs make for shorter, more energetic sentences.  

 Active: The Director approved the new procedures 
 Passive: The new procedures have been approved by the Director.  

Hidden verb  

Watch for ‘hidden verbs’, which express the action in a noun. If you can restore these to 
active verbs, the actions become clearer and sentences shorter. This process is often 
referred to as de-nominalisation. 

 Active: The Chief Executive Officer agreed to meet the delegation.  

 Passive: The Chief Executive Officer agreed to hold a meeting with the delegation. 
Look for words that end in ‘ment’, ‘al’, ‘ance’, ‘ence’, ‘tion’, ‘ity’, ‘sion’ and try to turn them into 
a verb to clarify the sentence. For example:  

From To 

conduct an assessment assess  

perform an evaluation evaluate 

give consideration consider 

have a discussion discuss 
 

 

Web addresses and hyperlinks 

General guidelines  

 Ensure links consist of two to ten hyperlinked words that describe the content. For 
example, ‘More information is available from the Out for Australia Mentoring Program 
page’.  

http://www.outforaustralia.org/mentoring-program
http://www.outforaustralia.org/mentoring-program
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 Avoid using ‘here’ or ‘click here’ as it makes documents not accessible to screen-readers 
and limits search engine optimisation.  

 Avoid using any punctuation that could be confused with part of the address. This may 
mean structuring sentences so they do not end with a URL.  

 Make sure that line breaks in very long URLs occur at a logical point, such as at a slash 
or before a dot. Test to confirm the underlying hyperlink is unaffected if the URL is 
broken over several lines. Never hyphenate a URL, as hyphens form part of legitimate 
addresses.  

 Omit the ‘http://’ and ‘www’ prefixes for web addresses, but retain all other prefixes. In 
particular ‘https://’ must be included.  

 Remember the active hypertext link will not be available in print. Very short URLs can be 
included after the description, such as ‘see the XYZ website (www.xyz.gov.au)’. Add 
longer URLs in a special section at the end of the document, or as footnotes or 
endnotes.  

 Avoid using too many URLs in text as they can annoy people using assistive technology 
such as screen readers, as each character is read out i n d i v i d u a l l y.  

 Remember web addresses change and sometimes become extinct. 

 

Words and phrases 

Commonly confused words 

Words Explanation Example 

Advise or advice? Advise is a verb, while advice is 
a noun 

 Can you advise me of the fee?  
 She has given good advice 

Alternate or 
alternative? 

Alternate can be a verb, noun or 
adjective. It has the sense of 
‘taking turns’  
 
Alternative is a noun or 
adjective, with the sense of 
‘choice between two options’ 

 Day and night alternate.  
 He is an alternate to the 

Committee, authorised to take 
Alison’s place.  

 The two organisations are 
hosting the event in alternate 
years.  

 An alternative to the event is to 
have a meeting. 

Affect or effect? Affect is a verb. Use it when you 
mean ‘to influence’ rather than 
‘to cause’  
 
Effect can be a verb or a noun. 
Use it as a verb to mean ‘to 
bring about’ or ‘ to cause’  
 
More commonly, effect is a 
noun, meaning ‘a result’ or ‘an 
impact’. It is often preceded by 
a, any, the or no. We also use it 
in phrases like take effect or into 
effect 

 The heavy rains did not affect 
attendance at the event.  

 Unless we can effect change 
with a new approach, we ….  

 The findings had no effect on 
the program, which comes into 
effect next year. 
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Complementary or 
complimentary? 

Complementary means 
‘completing’  
 
Complimentary means either 
‘politely flattering’ or ‘free’ 

 The complementary strategies 
will ensure that all 
stakeholders are satisfied.  

 The CEO made several 
complimentary remarks. 

 We will be issuing 50 
complimentary tickets. 

Discrete or discreet? Discrete is an adjective meaning 
‘distinct’ or ‘separate’  
 
Discreet is also an adjective, 
meaning ‘circumspect’ or 
‘restrained’ 

 The work is in two discrete 
parts.  

 Volunteers need to be 
discreet. 

Disinterested or 
uninterested? 

Uninterested means ‘indifferent’ 
or ‘lacking interest’  
 
Reserve using ‘disinterested’ to 
mean ‘unbiased’ or ‘having no 
vested interest or gain’ 

 The group seems uninterested 
in discussing the issue. 

 His decision about the 
sponsorship[ is disinterested, 
as he has nothing to gain by 
signing the agreement. 

Enquiry or inquiry? Enquiry is a noun meaning ‘a 
question’. We generally use this 
in informal contexts  
 
Inquiry is an alternative spelling, 
which we use for ‘a formal 
investigation’  
 
Enquire is a verb 

 Thank you for your enquiry.  
 The General Counsel is 

conducting an inquiry into the 
incident. 

Fewer or less? Use fewer for numbers (things 
you can count) 
 
Use less for amounts or volume 
(things you can’t count) 

 There have been fewer events 
this year.  

 I would like less milk in my 
coffee 

Licence or license? Licence is a noun while license 
is a verb 

 His driver’s licence was not 
suspended.  

 The event is licensed for 29 
children. 

Practice or practise? Practice is a noun while practise 
is a verb 

 It won’t take much time to 
reach best practice.  

 We should practise what we 
preach. 

Who, that or which? Use ‘who’ to refer to people, but 
use that and which for non-
personal nouns  
 
Use ‘that’ when a phrase 
defines what precedes it  
 
Reserve the use of ‘which’ to 
introduce a clause of 
parenthetical information. This 
means that it can be removed 
from the sentence without 
changing the main meaning. 

 We must consult the people 
who are affected by the 
decision.  

 We must consult the people 
that are affected by the 
decision.  

 We must refer the issue to the 
state committee that will deal 
with it.  

 We must refer the issue to the 
committee who will deal with it.  

 Any organisation that does not 
comply with their conditions 
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Enclose this clause within 
commas or introduce it with a 
comma and close with a full stop 

will be in breach of the law.  
 The committee, which 

consisted of communication 
coordinators, made 
recommendations.  

 We think you should contact 
the mentoring team, which has 
experience in this area. 
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Guide to formatting and design 

Alignment and spacing 

Consistency in text presentation supports readability. Always use approved templates where 
they exist and do not alter them. The guidelines below apply only for documents where there 
is no template.  

Type  Format  

Headings and text  
 

Left flush, leaving a ragged right edge  
 

Paragraphs  
 

Left align and do not indent  
 

Tables Always include a header (see ‘Type’ 
and ‘Format’ above). This is essential 
for accessibility. 

 

Bold, italics and underlining  

Italics, capitals and underlining are all harder to read than ordinary type. Do not use them for 
emphasis. Instead use bold sparingly for emphasis.  

 Bold can be used for subheadings or for highlighted text. However, avoid using bold for 
blocks of text because the thicker letters are harder to read than normal type.  

 Reserve underlining for hyperlinks, which Microsoft Word will automatically insert.  
 Avoid italics, especially when quoting long text. 

Bulleted and numbered lists 

Use bulleted lists to help the reader quickly understand a series of three or more items, 
options or concepts. Well used, they make the meaning clearer and break up blocks of text. 
For items that have no set order, we prefer that you use bulleted lists. Use numbered lists 
only to show items in priority or time order. Avoid capitalising the start of any bulleted list. 

Colours 

The Out for Australia contains four colours, which is too many to incorporate into a single 
piece of communication. We ask that you consider using only one or two colours from the 
below, in combination with black or grey. You can use the custom colour tool in Microsoft 
Office to set the colours using the RGB values. If you need more information, contact your 
state communication coordinator. 

 Standard pink 
• Red: 204 
• Green: 51 
• Blue: 153 

 Standard blue 
• Red: 0 
• Green: 153 
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• Blue: 255 
 Standard yellow  

(careful when using this as it is difficult to read) 
• Red: 255 
• Green: 153 
• Blue: 0 

 Standard green 
• Red: 51 
• Green: 153 
• Blue: 51 

Fonts and typefaces  

To ensure a consistent visual identity, we use two corporate typefaces in print publications: 
Arial and Helvetica. For: 

• everyday use, use Arial 
• Microsoft Office templates, use Arial 
• websites, use Helvetica Light 
• designed collateral items, use Helvetica Light (if available). 

Logos 

There are two Out for Australia logos currently in use:  

• internal square 
• rectangular banner. 

We prefer that you use the rectangular Out for Australia logo, which is displayed below. You 
can access it from the Google Drive, or if you have not been delegated access, from your 
state communication coordinator. 

 

Where possible, simply use the colourful square device and include the words ‘Out for 
Australia’ somewhere in text form. See an example below. Leave adequate space around 
the logo. Consult your state communications coordinator for further information. 

 
Out for Australia  
Mentoring program 
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