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Hello
These guidelines have been created to 
support visual consistency across all 
Programmed branded experiences. 
 
Please contact the Marketing Manager  
for clarification on any of the rules outlined  
in these guidelines.
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Brand frameworkStrategy

Brand personality

Foundation attributes

Supporting messages

CVP longhand

Key messages

Genuine and Committed

Quality

Caring and Empathetic

Safety Community

Confident and Can Do

Consistency Support

•	 Accountable to you
•	 Consistent resources
•	 Capable delivery
•	 Reliable people

For clients who do not wish to compromise between getting the right outcomes and doing  
the right thing, Programmed empowers great people to deliver great work. 

Excellence and efficiency is 
the baseline of delivery for 
our services.

•	 Methodical approach to 
Safety

•	 Transparent 
communication 

•	 Continuous support 
•	 Cultural synergy

Our people are empowered, 
acting with integrity and to 
communicate honestly.

•	 Drive business growth
•	 Industry knowledge
•	 Progressive approach

Our specialised experts 
are proactive in providing 
customised solutions.

•	 Diverse pool of resources
•	 Local expertise and ability
•	 Readily deployable 

resources

Our national presence 
ensures continuous support 
in both metro and regional 
areas.



6May 2026Programmed Brand Identity Guidelines

Brand personality

Like a person, our brand consists 
of a diverse but consistent set of 
traits that supports our positioning. Brand personality Genuine and Committed Caring and Empathetic Confident and Can Do

Why this 
personality?

Key considerations

We share a genuine connection to 
our clients, people and the broader 
community. 

We are committed to not 
only delivering our services 
with exceptional quality, but we’re 
committed to doing 
the right thing by our clients 
and our community.  

Our clients value our commitment in 
delivering services in an efficient and 
timely manner. We are authentic to our 
culture that places safety and quality 
at first to ensure are accountable to 
our customers. 

Are we:

•	 Delivering to our clients’ expectations?

•	 Assuring quality?

•	 Staying authentic to our core values?

We share a genuine care and concern for 
the well being of our people - both inside 
and outside the organisation. 

We are always here to support our 
staff and clients needs, understanding 
we all have unique circumstances and 
experiences.

Our business starts with people and when 
we invest with empathy and care, we can 
be confident in knowing our clients are in 
safe hands.

Are we:

•	 Communicating openly and 
transparently?

•	 Supporting our people or clients in 
times of need?

•	 Demonstrating empathy and care?

We are confident and resourceful. We 
help solve problems and maximise 
opportunities with smart, efficient and 
effective solutions. 

Our clients rely on us to get the job done 
efficiently and appropriate to their unique 
to their business environment. A can do 
attitude will express our willingness to 
find customised solutions in a reactive or 
proactive manner.  

Are we:

•	 Helping progress our clients’  
business agenda?

•	 Pro-actively providing solutions?

•	 Staying agile to meet our clients’ 
needs?

Strategy
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Brand story

At Programmed, we’ve never accepted the status quo.  
That’s what’s driven our success, from humble beginnings  
to one of the largest employers in the country.

Behind jobs big and small.

From conventional tasks to the forward-thinking solutions.

You’ll find the people of Programmed.

We are the doers. The fixers. The problem solvers.

Taking extraordinary pride in the work we do.

Uncompromising on safety, always thinking ahead.

Demonstrating care for each other, without losing 
focus on results.

Delivering with equal parts empathy and efficiency.

That’s how, every day, we seek to redefine what it means to 
connect our clients and the community we serve - proving that 
achieving the right  
outcomes and doing the right thing are not mutually exclusive.

Committed to doing right by each other: empowering our 
people, giving them the confidence and capability to strive for 
better.

Committed to doing right by our customers: excellence in 
delivery, not as the exception, but as the baseline.

Committed to doing right by our community: embracing  
the belief that great things come from diverse people  
working together.

Across our team, we do so many things, but when it comes  
to what we believe in, we are one. 

Strategy



Join a 
team who’s 
confident and 
resourceful

To find out more     programmed

8
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Core elements

Everything we design starts with our 
core elements. When used consistently 
they will enable us to develop a 
confident, recognisable look and feel 
across all our communications.

We have developed guidelines covering use of our logo, 
colour palette, typography, graphic device, photography 
and design system.

Typography Colour Photography

Logo Graphic device – chopsticks Graphic device – solid

Use of headers
across marketing 
collateral

Strategy
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Personality as principles

To deliver our Brand Personality,  
copy is crucial. Every word in every 
headline and copy block needs to focus 
on our readers and their business.  
To connect them with our personality, 
we need to be:

Genuine and Committed – Our readers are time-poor. 
So, we’re brief. We use short words, short sentence  
and short paragraphs.

Caring and Empathetic – Our readers want solutions.  
So, we focus on them. We use the word “You”  
not “We” and we prefer active language like  
“Join” “Let’s” and “Imbed”.

Confident and Can do – Our readers want to relate.  
We have the confidence to use the reader’s vocabulary  
– not complex technical language.

Writing principles

Headlines tease the reader into reading further 
– they don’t need to tell the full story. We use 
underlines to highlight a maximum of two words 
in each headline. A good guide is choosing where 
Programmed has an advantage over our competition. 

For example:

•	 Great work takes great people

•	 Let’s connect your business 
to your community

•	 Join a team who’s confident  
and resourceful

•	 Embrace a genuine concern  
for everyone’s wellbeing

Body copy delivers the details of how Programmed 
solve the pain point our audience is feeling right now. 
It’s short and conversational. A good tip is to read the 
copy aloud – if it sounds like we’re talking with our 
audience, it’s right. 

Call to action is a short, punchy sentence telling the 
reader exactly what to do next. URLs do not need 
‘http://www.’ and phone numbers use international 
formats. 

For example:

Call us +61 2 1234 5678

Visit programmed.com.au 
 

Tone of Voice
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Our values

Care & empathy

Customer service

Diversity, inclusion 
& equality

Personal safety 
leadersip We display personal safety leadership each and every day.

We believe all injuries are preventable. We act to ensure the health, safety 
and environmental wellbeing of our customers, the public and ourselves.

We show care and empathy for the people around us; our employees, 
customers and the communities we work in.

We respect everyone’s contribution by working together to achieve 
common goals and project outcomes. We believe that everyone comes to 
work wanting to do a great job. We are prepared to ask “R U OK?” if our 
colleagues are performing differently.

Our people display what we like to call good old-fashioned customer 
service.

We imagine how we would like to be served, if we were the customer. 
We do what we say we are going to do.

We seek a workforce that is representative of the communities we work in. We strive 
for a team that reflects a diverse society in consideration of culture, gender, age, sexual 
orientation and abilities. We recognise the value and importance of attracting, engaging 
and retaining employees with different backgrounds, experience and perspectives.  

We aim to create a safe and inclusive environment, where people are treated equally 
and are free of allforms of discrimination.

Personal safety 
leadership

Care and
empathy

Customer
service

Diversity, inclusion
and equality

Personal safety 
leadership

Care and
empathy

Customer
service

Diversity, inclusion
and equality

Personal safety 
leadership

Care and
empathy

Customer
service

Diversity, inclusion
and equality

Personal safety 
leadership

Care and
empathy

Customer
service

Diversity, inclusion
and equality

Tone of Voice
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Our Programmed endorsed logo should 
be presented consistently at all times 
and maintain cohesion across all brand 
touch points and expressions. The 'by 
PERSOL' endorsement should always 
appear in PERSOL grey. 

Primary and secondary logo

Primary logo – Horizontal 
The horizontal version of the logo 
is preferred and should be used 
wherever possible.

Secondary logo – Vertical 
The vertical version can be used where 
the horizontal version would not give as 
much of an impact.

Logo



15May 2026Programmed Brand Identity Guidelines

Never use the Programmed impeller 
separately from the Programmed 
endorsed wordmark. The only instance 
the impeller can be used on its own is as 
a favicon on our website and on the back 
cab on a vehicle, as per the prescribed 
fleet branding guidelines. The 'by PERSOL' 
endorsement should always be used 
together with the Programmed logo.

Versions

Impeller Wordmark

'by PERSOL' 
Endorsement

Primary logo – Horizontal 
The horizontal version of the logo 
is preferred and should be used 
wherever possible.

Secondary logo – Vertical 
The vertical version can be used where 
the horizontal version would not give as 
much of an impact.

Logo
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Clear spacing

For clarity and visual appeal, always 
ensure our logo has plenty of room 
to breath. No other imagery or ‘non 
Programmed specific’ type should 
appear too close to the logo.

The sizing relationship between the logo and the 'by 
PERSOL' endorsement is based off the endorsement 
strategy by PERSOL Japan ensuring consistency across 
the many PERSOL brands in market. The relationship 
between logo and endorsement is measured by the 
PERSOL 'P' system.

Primary logo - Horizontal 
When using the logo horizontally, 
a space the width of the impeller 
should always be maintained around 
the logo.

Secondary logo - Vertical 
When using the vertical logo, a space 
the height of one of the triangles (   )
within the impeller should always be 
maintained around the logo.

1P

1.6P

1P

0.9P

0.8P

9P

Logo
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Minimum sizes

Measurements are true to size when document 
is printed in an A4 landscape orientation.

Print 
The minimum size of the horizontal Programmed 
logo in printed applications is 25mm in width.

Digital 
The minimum size of the horizontal Programmed 
logo in a digital application is 200 pixels in width.

When the logo reaches below 25mm the 
'by PERSOL' endorsement drops off and the 
horizontal co-branding lock-up is applied.  
The minimum size that the Programmed logo  
can be reduced to is  15mm or 120 pixels wide.

HORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)

Use horizontal co-branding  
lock-up below 25mm  
(Programmed logo width)

Minimum 25mm | 200px

Below 25mm

25mm | 200px

45mm

75mm

75mm

Logo
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Minimum sizesHORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)HORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)

Embroidery 
The minimum size of the horizontal Programmed logo 
in a embroidery application is 100mm in width.

When the logo reaches below 90mm the 'by PERSOL' 
endorsement drops off and the horizontal co-branding 
relationship is applied. The minimum size that the 
Programmed logo can be reduced to is 90mm. PERSOL 
can stand on its own. The relationship is fixed� between 
the two logos.

Refer to polo shirt embroidery samples in this guide.  

Use horizontal co-branding relationship below 90mm  
(Programmed logo width)

100mm

100mm

90mm

Please note that minimum size requirements for  
logo embroidery may vary from supplier to supplier.  
It is essential to confirm the best reproduction 
standards with your chosen supplier to ensure optimal 
logo appearance and quality. Care must be taken 
to verify these details before proceeding with any 
embroidery job.

Logo
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Minimum sizes

HORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)

Measurements are true to size when document 
is printed in an A4 landscape orientation.

45mm | 170px

25mm | 120px 35mm | 132px

25mm | 120px

35mm | 132px

45mm | 170px

Print 
The minimum size of the vertical Programmed 
endorsed logo in printed applications is 35mm  
in width.

Digital 
The minimum size of the vertical Programmed 
endorsed logo in a digital application is 132 pixels  
in width.

When the logo reaches below 25mm or 120px the 'by 
PERSOL' endorsement drops off and the horizontal 
stacked co-branding lock-up is applied. 

Logo
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Colour alternatives

Semi-reversed Colour 
     This is the preferred alternative 
to the main logo, for use on darker 
backgrounds, or coloured backgrounds 
where the charcoal grey of the 
logotype does not stand out enough.

C
Our logo can be reversed on these core 
colours, and black and white. 

Note the colour usage on this page apply to both the 
primary and secondary logo variations. Use the full 
colour positive and negative versions as shown.  

A

B D

Black 
     This option should only be used 
when it is not possible to reproduce  
the logo in colour.

White out 
          This option should only be used 
on backgrounds where the green 
in the impeller does not stand out, 
such as over a clear area on an 
image or photograph.

BA C D

Logo
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Logo placement

Our logo is always anchored into 
the outer points of materials.  
Primary position is bottom right of a 
page. The secondary positions are top 
left or right corners and bottom left.

These rules also apply to the stacked version 
of the logo. The logo positioning utilises clear 
space guidelines from page 16.

Logo
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Rules

Do not stretch, distort, tilt or 
stack the letter forms in our logo.

The logo is to be primarily used in the colours 
Programmed Green and Charcoal Grey. Care should 
be taken to ensure the logo is legible when placing 
it on a coloured background or photograph.

Do not outline the logoDo not distort the logo

Correct use of logo

Do not put a drop shadow on the logo Do not place logo on busy photographic backgrounds Do not place a white logo on light backgrounds

Do not tilt the logo

Logo



23May 2026Programmed Brand Identity Guidelines 23

Programmed 
Brand Identity 
Guidelines 
Sub-brands



24May 2026Programmed Brand Identity Guidelines

Brand architecture

The products, apps, solution and 
internal initiatives relating to and under 
direction of Programmed have been 
distinctly sub-branded in line� with our 
new refreshed brand identity.�� 

Opposite is an overview of Programmed's 
new branded house.

Master 
logomark

Internal 
Initiatives

Products, Apps 
and Solutions

Sub-brands
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ZeroHarm branding

ZeroHarm is the outcome we all look  
to achieve through our on going  
Safety Leadership and SafeWork 
Essential initiatives.

ZeroHarm is not to be used as a locked-up with the 
Programmed logo, but can appear opposite or in 
conjunction with the company logo. 

Please see the next page for more information. HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

HEX 	 #FFFFFF
RGB	 255, 255, 255
CMYK	 0, 0, 0, 0

Programmed GreenWhite

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C
 
Please note  
Programmed Charcoal 
is only ever used for our 
master logotype and body 
copy text. 

Programmed Charcoal

Sub-brands
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Set-up

ZeroHarm can stand on its own. 
The relationship is fixed� between the 
two logos but �are never locked  
up together.

The logos in lock-up are 50/50 
equal weighting and centre aligned. 
The relationship between logos 
are measured by the cap height of 
Programmed logo.

Persol horizontal
Programmed lock-up (50:50) 

APAC Brand and Zero Harm lockup

CENTRE

0.4 CAP

0.4 CAP

0.4 CAP

0.4 CAP
0.4 CAP

0.4 CAP

0.4 CAP

0.4 CAP

THE RELATIONSHIP IS FIXED
BETWEEN THE TWO LOGOS BUT 

ARE NEVER LOCKED UP TOGETHER

1 CAP
HEIGHT

Persol horizontal
Programmed lock-up (50:50) 

APAC Brand and Zero Harm lockup

THE RELATIONSHIP IS FIXED
BETWEEN THE TWO LOGOS BUT 

ARE NEVER LOCKED UP TOGETHER

ZeroHarm and our master logoSub-brands

Example of the relationship 
between the two logos
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Products, Apps & Solutions lock-ups
Persol horizontal
Programmed lock-up (50:50) 

APAC Brand sub-brand/ Initiative lockup

Whenever the Programmed and  
sub-brand logos appear together, 
we use the horizontal versions 
(preferred) of each logo. 

Where we have more feature led brands such as 
Water Academy, simple usage of Programmed Green 
in the logos will allow the product brand to sit 
simply next to the Programmed master logo.

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are 
measured by the cap height of Programmed logo. Set-up

Example of sub-brand lockup (horizontal versions)

Persol horizontal
Programmed lock-up (50:50) 

APAC Brand sub-brand/ Initiative lockup

1.25 CAP

0.4 CAP

0.4 CAP

CENTRE
1 CAP
HEIGHT

0.4 CAP

0.4 CAP

1.25 CAP
0.4 CAP

0.4 CAP

CENTRE

0.4 CAP

0.4 CAP

1.25 CAP

0.4 CAP

0.4 CAP

CENTRE

0.4 CAP

0.4 CAP

1.25 CAP

0.4 CAP

0.4 CAP

CENTRE

0.4 CAP

0.4 CAP

1.25 CAP

0.4 CAP

0.4 CAP

CENTRE

0.4 CAP

0.4 CAP

1 CAP
HEIGHT

1 CAP
HEIGHT

1 CAP
HEIGHT

1 CAP
HEIGHT

1.25 CAP

0.4 CAP

0.4 CAP

CENTRE

0.4 CAP

0.4 CAP

1 CAP
HEIGHT

Sub-brands
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Products, Apps and Solutions lock-ups

Persol horizontal stacked
Programmed lock-up (50:50) 

APAC Brand sub-brand/ Initiative lockup

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

2 CAP
HEIGHT

1 CAP
HEIGHT

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

2 CAP
HEIGHT

1 CAP
HEIGHT

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

2 CAP
HEIGHT

1 CAP
HEIGHT

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

1 CAP
HEIGHT

1 CAP
HEIGHT

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

1 CAP
HEIGHT

1 CAP
HEIGHT

2 CAP

0.4 CAP

CENTRE

0.4 CAP 0.4 CAP

0.4 CAP

1 CAP
HEIGHT

1 CAP
HEIGHT

Set-up

Persol horizontal stacked
Programmed lock-up (50:50) 

APAC Brand sub-brand/ Initiative lockup

When space is restricted and would 
result in the horizontal logo appearing 
too small, we use the vertical versions 
of each logo (if available). 

Where we have more feature led 
brands such as Water Academy, simple 
usage of Programmed Green in the 
logos will allow the product brand to 
sit simply next to the Programmed 
master logo.

A 40/60 weighting is used for squarer 
sized logos and they are centre aligned 
vertically. A 50/50 weighting is used 
for all other logos. The relationship 
between logos are measured by the 
cap height of Programmed logo. 

Sub-brands

Example of sub-brand lockup (vertical versions)
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Water Academy branding

Icon

TypographyLockup

This guide provides an overview of the 
creative direction for using the Water 
Academy logo. It is designed to ensure 
consistency, clarity and alignment with 
our overall brand identity.

Whenever the Programmed and sub-brand logos 
appear together in the single, we use the horizontal 
versions (preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are 
measured by the cap height of Programmed logo.

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Aa 
Work Sans SemiBold
Work Sans Regular
Available on Google Fonts

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C 

Programmed Charcoal

Please note  
Programmed Charcoal is only ever used for our logotype 
and body copy text. 

Sub-brands
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Dashboard branding

Icon

Lockup

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C
 

Programmed Charcoal

Please note  
Programmed Charcoal 
is only ever used for our 
logotype and body copy 
text. 

This guide provides an overview of 
the creative direction for using the 
Dashboard logo. It is designed to ensure 
consistency, clarity and alignment with 
our overall brand identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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AVAAS branding

Icon

Lockup

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C

Programmed Charcoal

Typography

Aa 
DM Sans Bold
Available on Google Fonts

Please note  
Programmed Charcoal is only ever used for our logotype 
and body copy text. 

This guide provides an overview of 
the creative direction for using the 
AVAAS logo. It is designed to ensure 
consistency, clarity and alignment with 
our overall brand identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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Linc branding

Icon

Lockup

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #0C2340
RGB	 12, 35, 64
CMYK	 100, 76, 12, 70
Pantone	 289C

Programmed Navy
This guide provides an overview of 
the creative direction for using the 
Linc logo. It is designed to ensure 
consistency, clarity and alignment with 
our overall brand identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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Go branding

Icon

Lockup

HEX 	 #00bfb2
RGB	 7, 191, 179
CMYK	 71, 0, 38, 0

Go Teal

HEX 	 #0C2340
RGB	 12, 35, 64
CMYK	 100, 76, 12, 70
Pantone	 289C

Programmed Navy
This guide provides an overview of the 
creative direction for using the Go logo. 
It is designed to ensure consistency, 
clarity and alignment with our overall 
brand identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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SafeWork Essentials branding

Icon

Typography

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Aa 
Work Sans SemiBold
Work Sans Regular
Available on Google Fonts

Lockup

This guide provides an overview of 
the creative direction for using the 
SafeWork Essentials logo. It is designed 
to ensure consistency, clarity and 
alignment with our overall brand 
identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

HEX 	 #0C2340
RGB	 12, 35, 64
CMYK	 100, 76, 12, 70
Pantone	 289C

Programmed Navy

Sub-brands
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Sustainable Future branding

Icon

Typography

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #979CA4
RGB	 151, 156, 164
CMYK	 44, 33, 29, 0
 
 

SF Grey

Aa 
Work Sans SemiBold
Work Sans Regular
Available on Google Fonts

Lockup

This guide provides an overview of 
the creative direction for using the 
Sustainable Future logo. It is designed 
to ensure consistency, clarity and 
alignment with our overall brand 
identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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Youth Interchange branding

Icon

Typography

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Aa 
Work Sans SemiBold
Work Sans Regular
Available on Google Fonts

Lockup

This guide provides an overview of 
the creative direction for using the 
Youth Interchange logo. It is designed 
to ensure consistency, clarity and 
alignment with our overall brand 
identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

HEX 	 #0C2340
RGB	 12, 35, 64
CMYK	 100, 76, 12, 70
Pantone	 289C

Programmed Navy

Sub-brands
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Internal iniative: Advantage branding

Icon

Typography

The rules for our internal brands can be a little 
more relaxed. The challenge of these identities is 
to stand on their own. This can be achieved with 
the use of icons and simple pictograms allows 
for the brand to appear without the Programmed 
master logo. The proviso that “less is more” and 
the design should be a clear reflection of the 
initiative and the key message we are trying to get 
across is key.

This guide provides an overview of the creative 
direction for using the Advantage logo in internal 
materials. It is designed to ensure consistency, 
clarity and alignment with our overall brand 
identity.

This logo is for internal use only.

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C
 
Please note  
Programmed Charcoal 
is only ever used for our 
master logotype and body 
copy text. 

Programmed Charcoal

Aa 
DM Sans SemiBold
DM Sans Regular
Available on Adobe Fonts

Sub-brands
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Internal iniative: Wellbeing Matters branding

Icon

Typography

The rules for our internal brands can be a little 
more relaxed. The challenge of these identities is to 
stand on their own. This can be achieved with the 
use of icons and simple pictograms allows for the 
brand to appear without the Programmed master 
logo. The proviso that “less is more” and the design 
should be a clear reflection of the initiative and 
the key message we are trying to get across is key.

This guide provides an overview of the creative 
direction for using the WellBeing Matters logo 
in internal materials. It is designed to ensure 
consistency, clarity and alignment with our overall 
brand identity.

This logo is for internal use only.

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C
 
Please note  
Programmed Charcoal 
is only ever used for our 
master logotype and body 
copy text. 

Programmed Charcoal

Aa 
DM Sans SemiBold
DM Sans Regular
Available on Adobe Fonts

Sub-brands
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Internal iniative: iHub branding

Icon

Typography

The rules for our internal brands can be a little 
more relaxed. The challenge of these identities is 
to stand on their own. This can be achieved with 
the use of icons and simple pictograms allows 
for the brand to appear without the Programmed 
master logo. The proviso that “less is more” and 
the design should be a clear reflection of the 
initiative and the key message we are trying to get 
across is key.

This guide provides an overview of the creative 
direction for using the Smart Project logo in 
internal materials. It is designed to ensure 
consistency, clarity and alignment with our overall 
brand identity.

This logo is for internal use only.

Aa 
Work Sans Medium
Available on Google Fonts

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C
 
Please note  
Programmed Charcoal 
is only ever used for our 
master logotype and body 
copy text. 

Programmed Charcoal

Sub-brands
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Internal iniative: Smart Project branding

Icon

TypographyLockup

HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Aa 
Work Sans SemiBold
Work Sans Regular
Available on Google Fonts

HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C

Programmed Charcoal

Please note  
Programmed Charcoal is only ever used for our logotype 
and body copy text. 

This guide provides an overview of the 
creative direction for using the Smart 
Project logo. It is designed to ensure 
consistency, clarity and alignment with 
our overall brand identity.

Whenever the Programmed and sub-brand logos appear 
together in the single, we use the horizontal versions 
(preferred) of each logo. 

The logos in lock-up are approximately 50/50 equal 
weighting. The relationship between logos are measured 
by the cap height of Programmed logo.

Sub-brands
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Hero 
Our hero colours are Programmed Green 
and Bright Lime. They are to be the most 
prominent colours in our communications.

Core 
Programmed Navy, Light Grey and White 
form our core palette and are effective 
background colours. Programmed Navy 
is main text colour.

Accent 
The new accent colours are to be used 
across graphs, charts and UI elements.
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80%

60%

40%

20%

Palette

80%80%80% 80% 80% 80%

60%60%60% 60% 60% 60%

40%40%40% 40% 40% 40%

20%20%

80%

60%

40%

20%20% 20% 20% 20%

Our colour palette has evolved. 
We still hero our Programmed Green, 
but have also added Programmed 
Bright Lime, for a colour pop – which 
modernises our visual appearance. 
We have also elevated Programmed 
Navy into a core colour role.

Colour
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Specifications

Please note that this is a digital 
first colour palette that helps define 
our new contemporary visual identity.
 
All colours are represented here 
in RGB. The CMYK breakdowns have 
been determined to best represent 
this colour palette - however the 
Programmed Bright Lime, Orange, 
Teal, Purple and Fuchsia will always 
reproduce less vividly when in print.
 
We recommend consulting with 
a professional printer when using 
Pantone colours for best results. 
 
*Closest CMYK value possible to RGB colour.

Programmed Green
HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Hero

Programmed Orange
HEX 	 #FF9F06
RGB	 255, 159, 6
CMYK*	 0, 52, 95, 0
Pantone	 2025C

Accent

Programmed Teal
HEX 	 #009D99
RGB	 0, 157, 153
CMYK*	 96, 5, 49, 0
Pantone	 3125C

Accent

Programmed Purple
HEX 	 #6633CC
RGB	 102, 51, 204
CMYK*	 82, 77, 0, 0
Pantone	 2368C

Accent

Programmed Fuchsia
HEX 	 #F65275
RGB	 246, 82, 117
CMYK*	 0, 73, 32, 0
Pantone	 184C

Accent

Programmed Bright Lime
HEX 	 #C1FF0F
RGB	 193, 255, 15
CMYK*	 22, 0, 95, 0
Pantone	 374C

Hero

Programmed Navy
HEX 	 #0C2340
RGB	 12, 35, 64
CMYK	 100, 76, 12, 70
Pantone	 289C

Core

Programmed Light Grey
HEX 	 #E9E9E9
RGB	 233, 233, 233
CMYK	 4, 2, 4, 8
Pantone	 Cool Gray 1C

Core

White
HEX 	 #FFFFFF
RGB	 255, 255, 255
CMYK	 0, 0, 0, 0

Core

Programmed Charcoal
HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C 
 
Please note  
Programmed Charcoal 
is only ever used for our 
master logotype and 
body copy text. 

Logotype
Apply the correct colour breakdowns 
specific for your application. PMS for 
spot printing, CMYK for offset printing 
and RGB for digital applications.

Colour



* To be used across graphs, charts 
and UI elements within digital and 
presentation communications only.
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Combinations

These colour combinations provide 
a system of contrast and define usage 
when designing a communication.
Colour contrast is an important 
practice to make our communications 
as legible as possible for everyone.

Accessible colour combinations 
A series of colour combinations have been  
tested to meet AA colour contrast compliance.

Please note: White text on Programmed Green 100% 
does not pass the AA colour contrast compliance  
test for digital purposes, therefore use white text on 
Programmed Green 100% for print only.

Aa 
Programmed Bright Lime (RGB)
Programmed Navy 100%

Underline

Aa 
Programmed Orange 60% 
Programmed Navy 100%

Underline

Aa 
Programmed Orange 40% 
Programmed Navy 100%

Underline

Aa 
Programmed Green 60%
Programmed Navy 100%

Underline

Aa 
Programmed Green 20%
Programmed Navy 100%

Underline

Aa 
Programmed Light Grey 100%
Programmed Navy 100%

Underline

Aa 
Programmed Light Grey 100%
Programmed Purple 100%

Underline

Aa 
Programmed Fuschia 40% 
Programmed Navy 100%

Underline

Aa 
White
Programmed Charcoal 100%

Body copy only

Aa 
Programmed Navy 100%
White

Underline

Aa 
Programmed Green 100% 
Programmed Navy 100%

Underline

Aa 
Programmed Green 100% 
White

Underline

Aa 
Programmed Navy 100%
White

Underline

Aa 
Programmed Navy 100%
Programmed Fuschia 20%

Underline

Aa 
Programmed Navy 100%
Programmed Teal 40%

Underline

Aa 
Programmed Navy 100%
Programmed Purple 20%

Underline

Aa 
Programmed Navy 100%
Programmed Bright Lime (RGB)

Underline

Aa 
Programmed Teal 60% 
Programmed Navy 100%

Underline

Aa 
Programmed Teal 40% 
Programmed Navy 100%

Underline

Aa 
Programmed Orange 100%
Programmed Navy 100%

Underline

Aa 
Programmed Fuchsia 100%
White

Underline

Aa 
Programmed Teal 100%
White

Underline

Aa 
Programmed Purple 100%
White

Underline

Aa 
Programmed Purple 40% 
Programmed Navy 100%

Underline

Aa 
White
Programmed Navy 100%

Underline

Hero combinations

Aa 
Programmed Navy 100%
Programmed Orange 40%

Underline

Accent combination examples

Colour
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Primary typeface

Work Sans Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Work Sans Thin 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Work Sans Extra Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Aa

Aa

Aa

Work Sans Medium 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Work Sans Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Work Sans Semibold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Aa

Aa

Aa
Work Sans Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Work Sans Extra Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Aa

Aa

Our primary typeface is Work Sans. 
Overall its features are simplified, 
optimised for screen resolutions 
and print, as well as being a modernist  
take on objective typography.

Work Sans is fresh, an optimistic humanist sans 
serif with a balanced x-height. It is a very practical 
font family with a friendly personality.

The precise design of Work Sans leads to a clear and 
reliable communication for the reader. Using 3 weights 
in various character styles, there is a typographic 
solution for all layouts. 
 
Go to page 66 to see the Expression section for more 
visual guidance on how we use Work Sans across 
various communication examples.

Work Sans is available on Google and Adobe Fonts.
Download link to Work Sans
https://fonts.google.com/specimen/Work+Sans

Font Weights Font Weights

Typography

https://fonts.google.com/specimen/Work+Sans
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Digital font styles

Font WeightsTags Sizing Line HeightExamples of digital paragraph styles 
have been demonstrated here. Text 
sizes vary according to the device.

Recommendations 
Large headers work best with Medium or Regular to 
not feel too heavy. For all digital applications, #0C2340 
is used as preferred colour for titles, headers, body 
copy and captions. Go to page 41 to see the Colour 
section for more guidance on how we use colour in our 
communication.

48px

36px

24px

24px

20px

16px

14px

H1 Medium
H2 Medium

H3 Medium

Body Large Regular

Sub-heading Bold

Body regular Regular

Body small Medium

1.5/72px

1.5/56px

1.5/36px

1.5/36px

1.5/30px

1.5/24px

1.5/21px

Typography
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Systems font

Arial Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Arial Regular Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Body

Aa Aa
Arial Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:

Arial Bold Italic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890$&(@)#:Aa Aa

Body 
Sub 
Headline 
Title

There are times when it’s not possible 
to use our primary typeface. 

These could include in-house Microsoft 
systems, on-screen applications, 
online text and non-designer created 
presentations. In cases use Arial in 
either Regular or Bold for emphasis.

Font Weights Font Weights Usage

Typography



Type ratio 
Use an approximate rule of thirds to create contrasting 
sizes between the headline, subhead and body copy type. 
For example if the headline is 27pts then the subhead 
should be 18pts and the body copy 9.5pts.

Headline underline 
Underline the word or words most critical to the message. 
Never underline more than two words. The weight of the 
underline should match the weight of the type size of the 
headline it is used in. See p50 for details on the underline 
stroke and see p44 for info on using colour with underlines.

We enjoy 
genuine and 
enduring 
relationships 
within our 
community

Headline
27pt

Ro earuptate nia 
quo culpari busdand 
esciand uciaepro es.

Introduction
18 pt

Ro earuptate nia quo culpari busdand 
esciand uciaepro es. Ferit utatur? Utes quo 
essed magnamus inihili busanihil ium alignit 
libeatemodit est, sit mintiorerro quissi 
vollacest pra conserio expliciendis vendunt am 
illestia vellautem quid que corerci cor rerem.

Bodycopy
9.5pt

Headline
27pt

Underlines 
match the stroke 
weight of the 
headline type. 

We enjoy 
genuine and 
enduring 
relationships 
within our 
community
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Typographic principles

These typographic principles should 
always be followed when creating 
expressions for our brand. 

Tip 
Use two to three font sizes on any given layout. This 
drastically aids information digestion and retention 
allowing for ease of communication hierarchy in layout. 
 
We always left align type, i.e. a straight left edge 
appears. This makes our communications faster and 
easier to read because the reader's eyes don't have 
to work as hard to find where the line starts each time.

Typography



We enjoy 
genuine and 
enduring 
relationships 
within our 
community

Underlines stop at 
descenders at the start or 
end of a word, and continue 
beneath descenders within 
a word.pyp

p The underline should 
match the stroke weight 
of the headline type. 
Use the descender of 
the lowercase ‘p’ as a 
reference point when 
determining the thickness.

The distance of the 
underline from the 
letters should align 
with the base of the 
descender in the 
lowercase ‘p’.

p
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Headline underlines

The underline is applied to  
our headlines to emphasise  
key messaging.

Tips 
Word selection: Underline only the word or words 
most critical to the message. Never underline more 
than two words.

Underline weight: The weight of the underline should 
match the stroke weight of the headline type. Use the 
descender of the lowercase ‘p’ as a reference.

Underline position: The distance of the underline 
from the letters should align with the base of the 
descender in the lowercase ‘p’.

Handling descenders: Underlines stop at descenders 
at the start or end of a word, and continue beneath 
descenders within a word.

See p44 for info on using colour with underlines.

Typography
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Email signature

By receiving this email, we require you to comply with our Code of Conduct and our Privacy Policy and accept our Email Usage Policy.

Warmest Regards,

Jane Smith
CEO
Property Services

D 03 1234 1234 M 0400 123 123 E jane.smith@programmed.com.au
Programmed, Level 1, 333 Collins Street, Melbourne, Victoria 3000

programmed.com.au

JS

The use of consistent email signatures 
helps to establish our brand. 
All staff members must use this 
template updating with their relevant 
information accordingly.

Rules

•	 Use Arial font, in Programmed Green (#84bd00) as 
shown in the name and 'D' & 'M' denotations.

•	 Use Arial font, in black for all other typography.

•	 Use our primary logo only.	  

Typography
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Overview

Our imagery tells the story of our 
people and their work environments 
in an authentic, optimistic way. 
Weither shot in studio or on location  
we celebrate the moments and quirks 
that make our people, us different - 
showing the best of what we have to 
offer our clients and the community.

Please note that some of the  photographic 
images that feature throughout these guidelines 
are for the purpose of illustrating design 
principles only. Copyright clearance should be 
obtained as the use of those images might likely 
constitute a breach of copyright.

Photography
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Workplace

Our workplace photography should 
always feel authentic and never overtly 
staged. It should have a friendly, 
candid look to it, a documentary feel. 
 
The subject being captured should 
feel like they're in the moment and 
surrounded in their environment.

Tip 
Where possible try to capture a wide angle shot to 
allow for multiply crops and landscape use, leaving 
space around the image to allow for type. 

Photography
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Environments

Our environments photography let's 
us show the full range of our services 
at large scale. It’s important with that 
we still maintain an element of people 
in this type of photography as they're 
presence helps to avoid the imagery 
becoming to unengaging.

Photography



Set-up 
Tip: Find a soft, distraction-free backdrop for the 
subject. Make sure that the subject is far enough 
away from that background so a sense of depth is 
maintained in the portrait.

Framing device 
Tip: In some circumstances we may want to add 
our framing device. Remember we only need to 
show a little bit of the device in the background to 
brand it Programmed.

Grey Background
Tip: If the background appears too busy,  
or if you’re using multiple headshots with  
non-complementary backgrounds, etch the 
subjects and place them on a grey background.

Recommended tone:  
RGB 236 / 236 / 236 
CMYK 6 / 4 / 4 / 0
Adjust as needed to suit the overall look and feel 
of your project and imagery.
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Corporate portrait

Our corporate portraits express the 
people working for us. They should 
feel natural, forward-looking and 
always express positivity.

Tips
1.	 Find a neutral background for the subject.

2.	 Choose bright lighting that feels warm.

3.	 Capture natural and real moments with talent. 

4.	 Leave space around the image to allow for type.

Upper 
1/3

1/2

Cropping 
Tip: Depending on the image requirement use  
the rule of thirds. Make sure that the subject’s 
eyes is centred and sitting within the upper third 
of the crop.

Photography
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Anchor1

2

Anchor

Flag

45°

XXXX

Origin

Impeller 
The Impeller, circa 1975 - 
is the starting point for 
our new design system.

Triangles  
Focus on two of the 
impellers' eight triangles.

Reinterpretation 
Rotate the no.2 triangle 45°.

Scale 
Proportionally �scale the 
no.2 triangle forming the 
Anchor & Flag.

Design system
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Anchor & Flag

Anchor 
— 
Standing for 
Structure 
Foundation 
Heritage

 

Flag 
— 
Standing for 
Dynamism 
Forward-thinking 
Adaptable

The new design system heavily features 
a graphic device that� visually represents 
the two core tenets of structure and 
dynamism,� working together within 
our business. ��

A simple analogy for this is the relationship between 
an Anchor & Flag.� The anchor represents Programmed’s 
foundation and heritage of� delivering impact through 
excellence, while the flag depicts the forward� thinking 
and adaptability of our diverse workforce.��

Design system
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Solid Anchor & Flag: Size 1 Solid Anchor & Flag: Size 3Solid Anchor & Flag: Size 2

The Anchor & Flags on this page are 
the one of the main devices we use to 
build our visual identity in expressions. 
In this section there is a basic step 
by step 'build a layout' showing how 
to achieve consistency in design with 
these devices.

The Solid Anchor & Flag can be used for advertising, marketing material, presentations, documents, digital expressions and social. 
See page 66 for the Expression section for more visual guidance. 

Anchor & Flag ExpressionsDesign system
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Horizontal Framed Anchor & Flag 
The Horizontal Framed Anchor & Flag can be used 
for advertising, marketing material, presentations, 
documents, digital expressions and social. See 
page 66 for the Expression section for more 
visual guidance.  

Framed Anchor & Flag Corner Device 
The Framed Anchor & Flag can be used as a 
corner device for following pages, powerpoint, 
and internal documents. See page 66 for the 
Expression section for more visual guidance. 

Angled Framed Anchor & Flag 
The Angled Framing Anchor & Flag can be used 
for typographic material, including ads, marketing 
material, presentations, documents, digital 
expressions and social. See page 66 for the 
Expression section for more visual guidance. 

The Framed Anchor & Flags on this 
page are the other main devices we 
use to build our visual identity in 
expressions.

Tip 
For consistency, the line weight of the Framed Anchor 
& Flag is 11 pt on an A4 page. Line weight should be 
scaled proportionally when the design is resized.

Framed Anchor & Flag ExpressionsDesign system



Solid Anchor & Flag  
The Flag has been designed to scale and 
rotate depending on the imagery and copy. 
See page 66 for the Expression section for 
more visual guidance. 

Angled Framing Anchor & Flag 
The Angled Flag has been designed to sit as 
shown above. It moves up or down the page. 
See page 66 for the Expression section for 
more visual guidance.  

Framed Anchor & Flag 
Always crop out the sides of our Framed Anchor 
& Flag. The Flag has been designed to scale 
and rotate depending on the imagery and copy. 
Never change the proportions of the Flag. See 
page 66 for the Expression section for more 
visual guidance.  
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Grid

Building a layout 
Our grid system is built using squares. 
This provides a flexible, modular way 
to layout our Anchor & Flag, imagery 
and type. 

Tip 
We recommend a margin of 15mm on all sides,  
with a grid of 8 x 12 with a 5mm gutter, within the 
margins. Once the margins have been set, you can 
create the grid within InDesign, under the menus:  
Layout > Create Guides. 
 
Logo 
The logo is always positioned in the bottom right 
corner, spanning three grid blocks. It is right-aligned to 
the margin and vertically centred within the allocated 
space, as shown. 
 
Go to page 66 for the Expression section for more 
examples of how we practically treat the Anchor & 
Flags in other brand communications pieces.  

Centre 
vertically

3 x blocks wide

Design system



When building a layout; 
Imagery and background colours have 
been applied here. See Photography 
p53-55 for more examples of the type 
of brand imagery we use.

Solid Anchor & Flag 
When showing an image we either use 
Programmed Navy or White as our  
background colour. 

Angled Framing Anchor & Flag 
When using our Pattern Anchor & Flag we can use 
any of our hero colours and Programmed Navy or 
White as our background colour. 

Framed Anchor & Flag 
When using full-bleed images with our F/AF we 
'frame' either the subject, like above or the main 
message. Be careful not to encroach to much on 
the subject to avoid tension. See page 66 for the 
Expression section for more visual guidance.  
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ImageryDesign system



When building a layout; 
clear and clean typography layout is 
key to communicating as a professional 
business. Care should always be give 
to the size and relationship between 
typographic elements in layout.

Overall 
Use two to three font sizes on any given layout. This 
drastically aids information digestion and retention 
allowing for ease of communication hierarchy in layout. 
 
We always left align type, i.e. a straight left edge 
appears. This makes our communications faster and 
easier to read because the reader's eyes don't have to 
work as hard to find where the line starts each time. 
We have intentionally used long and short headlines in 
these examples to show the design systems stretch. 
 
See page 45 for the Typography section for  
more guidance.

Solid Anchor & Flag 
Our headlines are either 'white out' or 
Programmed Navy. See page 41 for the Colour  
section for more guidance. 

Angled Framing Anchor & Flag 
Don’t be afraid of 'empty' space in layout. The 
space isn't empty it serves a purpose to allow a 
place for a viewer's eyes to rest.

Framed Anchor & Flag 
Find a clear space on the image to place type. 
Align all typographic elements when possible  
to do so. See page 45 for the Typography section 
for more guidance. 
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Home Care Report 2025

We share a 
genuine care 
and concern 
for the 
wellbeing of 
our people

Typography

Let’s connect 
your business 
to your 
community

Muscitib earchitiam, 
sunt licit quidel ipsum 
nonsequate sum fugita 
voluptaturia nonse eost, 
omnientias eles etur

Join a 
team who’s 
confident and 
resourceful

Design system



Home Care Report 2025

We share a 
genuine care 
and concern 
for the 
wellbeing of 
our people

Solid Anchor & Flag Angled Framing Anchor & Flag 
Give the logo lots of space when you can. 
The above space isn't empty it serves a purpose 
to allow a place for a views eyes to rest.

Framed Anchor & Flag 
Find clear space when placing the logo. 

When building a layout; 
the Programmed logo is always 
anchored into the outer points of 
any materials. Primary position is 
bottom right of a page - as shown 
here. However we can also use the 
secondary positions to align when 
needed. They are top left or right 
corners and bottom left. 
 
See page 13 for the Logo Section for more guidance.

Let’s connect 
your business 
to your 
community

Muscitib earchitiam, 
sunt licit quidel ipsum 
nonsequate sum fugita 
voluptaturia nonse eost, 
omnientias eles etur

Join a 
team who’s 
confident and 
resourceful
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Logo placementDesign system
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To find out more     
    programmed

Join a 
team who’s 
confident and 
resourceful

To find out more     programmed

Imbed a 
genuine 
concern for 
everyone’s 
wellbeing

To find out more     
    programmed

Gia is molestrum voles 
dolupicil ma dolupti anditi 
sint harum restion secaborit 
quiatur solore pliquo. Epudam 
faccatur samus. Lab in porrovi 
deniet audam fugit.

Great work 
takes 
great people

AdvertisingExpression



Expression

Join a 
team who’s 
confident and 
resourceful

To find out more 
    programmed

Let’s connect 
your business 
to your 
community

Muscitib earchitiam, 
sunt licit quidel ipsum 
nonsequate sum fugita 
voluptaturia nonse eost, 
omnientias eles etur

To find out more 
    programmed
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Advertising

To find out more 
    programmed

Imbed a 
genuine 
concern for 
everyone’s 
wellbeing



Expression
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High performance culture

Individual 
Performance

Team 
Performance

Delivery 
Performance

 
Clarity of roles and 
expectations
Single point 
accountability
Situational awareness
Supervision 
Engagement
Wellness, recognition 
and reward 

Performance visibility
Communication 
and honesty
Culture building, 
visible leadership
Optimised structure, 
planning and deployment
One Team philosophy 
aligning supply partners 
with our employees

Clear metrics and 
live data
Operational leadership 
driving accountability 
and buy-in
Change management 
Review and 
improvement

Diagrams

Reason model

• Who cares so 
long as we 
don’t get caught

• Safety is 
somebody 
else’s job

• We tend to do 
a lot after an 
incident occurs

• We don’t 
respond to the 
latest issue 
that arises

• Our future 
vision is cloudy

• We have lots 
of systems in 
place

• We manage by 
document

• Personal safety 
leadership and 
values drive 
improvement

• We manage by 
driving a safety 
effort and asking 
“what else 
should we do”

• Safety is just 
part of what 
everyone does 

• Everyone is 
searching for the 
next safety issue

• We’re doing so 
well, what are 
we missing?

Pathological

Maturity of our safety approach

Reactive

Calculative
Proactive

Generative

In
cr

ea
si

ng
 t

ru
st

, a
cc

ou
nt

ab
ili

ty
 a

nd
 in

fo
rm

ed
ne

ss

Reporting Culture Flexible Culture Learning Culture Just Culture

Based on James Reason 1997 and Patrick Hudson 2007

Set of predefined patterns and 
standards for what constitutes the 
legitimate structural management 

framework for any integrated system

Paradigm

The action or process 
of intervening in a 
systematic manner 
and, within out 
approach, an action 
taken to systematically 
improve a situation 
and/or control a risk

The process of 
monitoring and 
controlling, and/or an 
activity designed for 
planning. Within our 
approach this is 
designed toward the 
full optimisation of 
integrated system 
planning

A course of action that 
is required, focussed 
on risk-based 
decision-making. This 
allows for a focus on 
the highest priority 
activities throughout 
our approach

A particular goal that 
action is directed 
toward something 
that is intended. 
Within our approach, 
this is the systematic 
and proven realisation 
of value and benefit

Obligations Intervention

Targets Navigation

Systems
Establised processes 
and procedures that 
are used by everyone 

to fulfil the tasks 
required, with high 
quality information

Our decision POINTS framework

Critical success factors

Unifying
teams

Enhancing
customer

experience

Protecting
customer

experience

Finding a
sustainable

balance

Minimising
risk

Reducing
cost

Year 5+ Year 1

Year 3

Critical
success
factors

Innovation process

Ideas are discussed 
collaboratively by the 
Innovation Team and 

Melbourne Water

Weighted scoring 
process to proceed 
to Business Case

Generate and 
gather ideas

Best ideas
Ideas are 

logged in the 
Innovation Hub

Formal Business 
Case developed in 
conjunction with 

contract team

A fit for our
strategy?

Technical
feasibility?

Business
needs?

Cost
benefit?

Approved by Senior Management, Melbourne Water

Cost/ 
benefit

Technical 
feasibility

Strategic 
fit

Resource 
required

Business 
need

Implementation and change management

Design Train and 
communicate

Manage 
change

Review and 
improve

BAU
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Reports – portraitExpression

PERSOL Australia Holdings Pty Ltd
ACN 620 794 130
Published: December 2025

Modern 
Slavery 
Statement

Takao Wada, President and 
CEO of PERSOL Group

“Respect for human 
rights is the most 
important aspect of 
developing a human 
resources business.” 

Modern Slavery Statement, December 2025

5

Office locations across  
Australia and New Zealand

199

Permanent and casual  
employees working daily

30k+

Pre-qualified contractors 

8,000+

3.3 Summary of our Operations continued 

Modern Slavery Statement, December 2025

13

03
Our Structure, 
Operations and 
Supply Chain

Modern Slavery Statement, December 2025

7 9

3.2 About our Structure 

Programmed is a leading provider of staffing 
and offshore solutions, facility management and 
maintenance services across a diverse range 
of industry sectors including education, health, 
infrastructure, manufacturing, transport and 
mining in Australia and New Zealand. Programmed 
employ more than 30,000 people a year across a 
broad range of industries who support our ability 
to service more than 10,000 customers. 

Programmed is rich in heritage and dates back 
to 1951. What began as the Miles Paint Services 
business, through a combination of organic growth 
and acquisition, in 1975 became Programmed 
Maintenance Services.  In 2015 Programmed 
expanded the labour hire, industrial maintenance 

and health services capability through the 
acquisition of the Skilled Group. In 2017, 
Programmed Maintenance Services was acquired 
by PERSOL Group.  

Whilst Programmed’s corporate structure has 
changed considerably throughout the years, 
Programmed has long recognised, and continue 
to recognise that people serve as the foundations 
of both culture and the quality of service that 
Programmed provide to customers and the  
broader community. 

This is reflected in Programmed’s values of 
Personal Safety Leadership, Care and Empathy, 
Diversity and Inclusion, and Customer Service. 

Modern Slavery Statement, December 2025

9

Low Risk Medium Risk

High Risk

Country % Spend Vendors

Australia 98.51 5971

Japan 0.07 1

New Zealand 0.04 3

Great Britain 0.03 3

Belgium 0.00 1

Canada 0.00 2

Ireland 0.00 1

France 0.00 1

Malta 0.00 1

Country % Spend Vendors

Malaysia 0.67 4

United States 0.07 17

Singapore 0.59 4

Hong Kong 0.00 1

Country % Spend Vendors

India 0.02 2

Australia

United 
States

India

Malta

Japan

Ireland

Singapore

Belgium

Figure 3.4 below provides an insight into Programmed’s 
supply chain, its origin and associated Country risk. 

New 
Zealand

Malaysia

Hong Kong

Great BritainCanada

France

Modern Slavery Statement, December 2025

16

01 About this Statement 

This is Programmed’s fifth Statement issued in 
accordance with the Act.  This Statement was 
reviewed and approved by the board of PERSOL 
Australia Holdings Pty Ltd (the governing body  
of the ‘higher entity’ as defined in the Act) on  
1st December 2025. In support of this approval, 
this Statement has also been reviewed by  
the APAC Executive member and Chief Executive 
Officer of Programmed Facility Management 
Pty Ltd and APAC Executive member, the Chief 
Executive Officer of Programmed Property 
Services Pty Ltd and responsible business unit 
heads of Programmed’s Staffing Business.

Programmed is part of the larger PERSOL Group 
of companies owned by PERSOL Holdings 
Co Ltd, listed on the Tokyo Stock Exchange. 
Programmed is a leading provider in staffing 

and offshore solutions, facility management and 
property services.  Programmed recognises the 
importance of identifying and managing the risk 
of modern slavery in its operations and supply 
chain. Programmed’s environmental, social and 
governance commitments align to the broader 
sustainability commitments of:

1. the PERSOL Human Rights Policy; and 

2. key international principles and standards, 
including: 
a. the UN Guiding Principles on Business and 

Human Rights;
b. the UN Global Compact
c. the UN Sustainable Development Goals; and 
d. the International Labour Organisation’s 

Conventions and Standards.

This joint Modern Slavery Statement (Statement) is prepared by PERSOL 
Australia Holdings Pty Ltd ACN 620 794 130 (Programmed), as principal 
governing body, in accordance with the Australian Modern Slavery Act 2018 
(Cth) (the Act) on behalf of its subsidiaries, the reporting entities listed in 
Appendix 1, for the reporting period of 01 April 2024 to 31 March 2025, which 
denotes the financial reporting year. A reference to Programmed in this 
Statement is intended to cover all such entities.

Modern Slavery Statement, December 2025

4
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Reports – landscapeExpression

For all the 
reasons we work.

5 For all the reasons we work.

Our services: maintenance

5 For all the reasons we work

Strategic Asset Management

We support customers with Strategic 
Asset Management services that 
optimise the lifecycle of critical assets, 
aligning them with organisational goals 
and compliance needs. Through capital 
upgrade programs we enhance asset 
value and operational efficiency while 
minimising costs. 

Facility Management 

We provide a comprehensive range  
of facilities management from small 
repair work to managing large-scale 
facilities and infrastructure networks. 
Partner with us and benefit from our 
over 70 years of experience and large 
specialist workforce.

Property Services 

Professional maintenance that enables 
you to protect and present your property 
for the long term. We’re committed to 
safeguarding your assets through expert 
maintenance management that  
prolongs the life of your assets and 
property so you maximise your return 
on investment. This delivers twin 
wins – improved aesthetic appeal and 
enhanced property value.  

Electrical Technologies 

We specialise in designing and 
implementing audio visual and other 
IT solutions to keep your workplace 
connected and communicating. Our 
highly skilled team can deliver the one 
seamless solution from design, project 
management, installation through to 
regular maintenance work.  

Energy and Resources 

Our experienced team of industry 
professionals can help tailor a 
maintenance, shutdown or project 
strategy to suit your business needs. 
With workshops located across the 
country we’re perfectly positioned to do 
on-site maintenance, shutdowns and 
asset integrity projects. 

We also offer off-site fabrication, 
machining and mechanical repairs—
tailoring quality solutions to improve 
efficiencies and reduce costs. 

About us Our reach Our services
Why partner with 
Programmed?

2 For all the reasons we work.

We work in partnership with many of Australia and New Zealand’s 
leading businesses across major industries including mining and 
resources, government, defence, education, aviation, health, 
infrastructure, manufacturing, transport, tourism and logistics.

We provide the people, knowledge, expertise and support to help 
our customers and communities grow and succeed. 

Programmed is a leading provider of Facility 
Management, Maintenance and Staffing services. 
We employ over 45,000 people every year across 
a broad range of industries and partner with 
more than 10,000 customers, small and large.

Our commitment to Zero Harm

At Programmed safety is in our DNA and our focus on 
Zero Harm guides everything we do. We measure lead 
indicators and manage safety on a holistic and ongoing 
basis, through proactive safety risk identification, 
monitoring and reporting. As a result we have one of the 
lowest LTIFR rates in Australia and New Zealand.

About us Our reach Our services
Why partner with 
Programmed?

3 For all the reasons we work.

Programmed has a nationwide footprint supporting clients across Australia 
and New Zealand. We help organisations get the job done right by providing 
maintenance, staffing and training services. 

Our team is backed by an extensive national supply chain and subcontractor 
network, providing specialist support and helping us serve customers in regional 
and remote areas. We have over 10,500 vendor partners across Australia who 
assist us to service the 70,000 and more facilities we look after.

Our reach

3 For all the reasons we work

Australia

Long term national and multistate 
contracts for both the public and private 
sector and not-for-profit organisations.

New Zealand

Integrating across the infrastructure, 
transport, retail, education and  
housing industries.

Asia

Programmed is owned by PERSOL in 
Japan. PERSOL is one of the world’s largest 
staffing and outsourced services groups 
with operations throughout Asia Pacific.

45k+
staff

in 200+ sites 
across Australia

12k+
staff

in 14 sites across 
New Zealand A$10b

of over

Market 
capitalisation

About us Our reach Our services
Why partner with 
Programmed?

8 For all the reasons we work.

Our comprehensive service offering in action: education 

8 For all the reasons we work

Programmed’s experience within the education sector spans more than 
thirty years. It includes the provision of facility management services to 
Universities, TAFE campuses, Public-Private Partnership (PPP) projects 
and thousands of schools in Australia and New Zealand. We currently 
service over 4,400 student accommodation beds across the country for 
both Curtin University and the University of Tasmania. 

We deliver project works ranging from building new student 
accommodation to flood remediation for individual classrooms, from 
weatherproofing remote schools in New Zealand to the design and build 
of new playground facilities in suburban Melbourne. We deliver energy 
consumption and sustainability assessments, working with schools to 
install energy monitoring systems and minimise costs.

We complete audio visual projects for leading Australian universities, 
including the University of Sydney, Griffith University, University of 
Queensland, University of Sunshine Coast, the Australian National 
University and RMIT; reducing disruption to students and staff through 
expert planning.

We deliver painting maintenance programs for schools and universities 
across Australia and New Zealand, including the University of Waikato, 
maintaining trusted relationships with some of our school clients for over 
28 years. Our grounds maintenance customers include Monash University, 
where we maintain 140 hectares of diverse landscape.

About us Our reach Our services
Why partner with 
Programmed?

11 For all the reasons we work.

Service

End-to-end services across the life 
cycle via one point of contact

Innovation

Proven track record in 
delivering innovation

Experience

Strategic partner that 
understands our customers

Social

Providing opportunities of 
growth within all communities

Safety

Unrivalled safety record and 
commitment to Zero Harm

Technology & Systems

A world-class integrated 
management system and leading 
edge, intuitive technologies

Customer-first

Customers are at the heart 
of everything we do

People

Award-winning talented  
and friendly professionals

Why partner with Programmed?

About us Our reach Our services
Why partner with 
Programmed?
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Document cover Level 1 divider Level 2 divider

Document and divider coversExpression

3 September 2021

Enhancing 
Infrastructure
Maintenance
Delivery. 

Response to Request 
for Proposal (T4448)

Returnable
Schedules

Dra� 
Occupational 
Health and Safety 
Management Plan
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WebsiteExpression



Iconography

These icons have been designed to 
quickly communicate our attributes 
and services.  
 
Tip 
The icons can appear in Programmed Green 
and Navy as-well as any of our accent colours.

Expression
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1 2 3 4 5 6 7 8

9 10 11 12 13 14 15 16

17 18 19 20 21 22 23 24

25 26 27 28 29 30 31 32

33 34 35 36

PresentationExpression



76May 2026Programmed Brand Identity Guidelines

Business cardsExpression

Name Surname
Title Line

T 00 0000 0000   M 0000 000 000
name.surname@programmed.com.au
programmed.com.au
Address Line 1, Suburb State 0000
PO address (optional)



To find out more 
    programmed

Connecting 
customers and 
communities

Connecting customers  
and communities
Gia is molestrum voles dolupicil ma dolupti anditi sint 
harum restion secaborit quiatur solore pliquo. Epudam 
faccatur samus. Lab in porrovi deniet audam fugit.

Alit plaboriatio vendi ommolo inctiatatem fuga. Igentio 
stionsequam ea quaepe con re niendant laut ligenihillo 
inis ius eum, nonsediorum aliquae voloribus maio tem 
fugia de di conserem inveles alisit volum qui corerum 
voloribus, ut laut aut quam, volentem faccusam quid 
quas si ab illa volest, omnihit enet am none adia iducita 
nimporehenti quam sequo tem quam volesti cum, 
omnitiis exceaquasi berovit atecupicil et hicita plit que 
peritecte doluptas quae sit voluptate incte etur molore 
volupta tecaborit rera velesti ncturitatur?

Ur? Ima inisqui diorem nonseque sum reicitate quas 
accab imil eostota quam ut veliate storeic iment.
Aximusdam velent fuga. Ut hicia verundignis alit quam 
fuga. El es susdand ucillores quatus sime nos destior 
ibusapit optatempel et quundantur maio voluptio 

quatur am aut qui ut aliasimetur, sini repudipsam et, 
invelit, voloritatur, int parchil issi volorem nim hitatia 
est, que volorero qui toribus prat reperem faccate 
serores maio berore enda nestius doluptint arum ea 
nulparumquam ressus que offic te nuscia asim autem 
volupti volorib usanietum nestruptatem fugia nonectent 
harciis aut ea cuptaec tianduscimod qui venihic iundite 
vollacc uptissum quiatem sinvell eserum rempore 
rerepudignis voles millam, cum velit abo. 

Hicium eius dellest utae sinverro tem reius quatiantio 
cuptaspe et aliciusa sit ut et dolupti que eossum liti 
blatium ditis eumque nos acepedis et voluptatiae il 
idendiscius voloribus, sitestibus quiaepedit diaepro 
moditinctat re occus ut eariamuscimo et aut quam 
cum recustor audit facesequo quibus veliquat.

To find out more     
    programmed

A4 flyer

DL tri-fold brochure
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CollateralExpression

Pull up banner front Pull up banner back
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Flags and hoardings

Flags
If applicable, a customer logo can replace the copy 
‘Connecting customers and communities’.

Hoardings
 Hoarding designs can include cobranding with 
customers and project specific information. 
Please contact Marketing to discuss. For hoarding 
production, please contact Procurement.

Expression
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Applications
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Hard hat

The vertical secondary logo is to be 
used when there is limited space for 
the primary horizontal logo to be used 
and retain legibility and impact.  
On a hard hat application the positive 
vertical logo is applied with justified 
clear spacing.

Applications 
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Polo t-shirt

This application example demonstrates 
how the Programmed and ZeroHarm 
logo relationship can be applied to a 
Polo t-shirt. The equal weighting of the 
logos reflects the equal importance 
of the initiative to the brand. There is 
flexibility with the logos positioning but 
not the relationship of ratio.

Applications 
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Polo t-shirt

This application example demonstrates 
how the PERSOL, Programmed and 
ZeroHarm logo relationship can be 
applied to a Polo t-shirt. The equal 
weighting of the logos reflects the 
equal importance of the initiative to 
the brand. There is flexibility with 
the logos positioning but not the 
relationship of ratio.

Applications 
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Programmed 
Brand Identity 
Guidelines
Uniforms



General uniform branding guidelines
•	 Logo to be placed on front of uniform above the area 

of left breast pocket, with Zero Harm logo on right 
breast pocket 

•	 Head-dress applications should normally use the 
vertical logo format

•	 Black can be used for Programmed lettering.

Dual branded uniforms
In some instances there may be contractual requirements 
to have dual branding on uniforms. In these instances, to 
ensure consistency in brand application, the placement of 
logos should be as follows. If you have doubts about the 
use of the logos or placement, contact your Business Unit 
Marketing Champion or the Group Marketing Team.

84May 2026Programmed Brand Identity Guidelines

Uniforms

All uniforms are to be branded 
consistently using the ‘Programmed 
by PERSOL’ endorsed logo.  
Sub-brands should only be  
used when approved to do so  
by your Marketing Manager.

All uniforms are to be purchased through the 
approved Group National Supplier who is aware 
of logo placement and approved uniform range. 
If a uniform outside of the approved uniform 
range is required, you must contact the National 
Procurement Manager. 

Uniforms
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Our logo and its use

Presenting Programmed in a 
professional and consistent  
manner at all times tells people  
that we are a cohesive and 
recognisable organisation. 

When used consistently and correctly, the 
Programmed logo will support and strengthen  
its identity. Access to the logos is restricted to  
the Marketing Team and the Business Unit  
Marketing Champions.

Logo Colours

The logo consists of two principal colours: 

•	 Green (PMS 376) 

•	 Charcoal (PMS Black 7)

Wherever possible, the logo should appear in its 
principal colours. The CMYK logo should be used for 
all colour processing or digital printing applications.

  

Programmed Green
HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Programmed Charcoal
HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C 
 
Please note  
Substitute PMS Black 7 
in the logo when used for 
embroidery only.

Programmed Charcoal

Uniforms



Tip
Substitute PMS Black 7 in the logo when used for embroidery only.
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Preferred version 

The logo must only be used in the 
configurations and colours shown 
here. These are the preferred logos.  
Always use either of these versions 
of logos unless space or colour 
restrictions require otherwise.

Logos may not be redrawn or altered under any 
circumstances. If you have doubts about use of 
the logos, contact your Business Unit Marketing 
Champion or the Group Marketing Team.

Uniforms



Tip
Substitute PMS Black 7 in the logo when used for embroidery only.
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Alternative version

The logo must only be used in the 
configurations and colours shown 
here. These are the preferred logos.  
Always use either of these versions 
of logos unless space or colour 
restrictions require otherwise.

Logos may not be redrawn or altered under any 
circumstances. If you have doubts about use of 
the logos, contact your Business Unit Marketing 
Champion or the Group Marketing Team.

Uniforms



88May 2026Programmed Brand Identity Guidelines

Logo exclusion zone

For clarity and visual appeal, the logo 
should always sit within a minimum 
‘exclusion zone’. No other imagery or 
type should appear in this area. 

Primary logo - Horizontal 
When using the logo horizontally, 
a space the width of the impeller 
should always be maintained around 
the logo.

Secondary logo - Vertical 
When using the vertical logo, a space 
the height of one of the triangles (   )
within the impeller should always be 
maintained around the logo.

1P

1.6P

1P

0.9P

0.8P

9P

Uniforms
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Minimum sizesHORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)HORIZONTAL (PREFFERED)
- PERSOL GREY
- LOGO ENDORSEMENT
- PROGRAMMED
- WHEN REPRESENTED IN SINGLE PARTNERHSIP WITH A SUB-BRANDTHE SIZING IS TO BE 50/50

PERSOL / Sub-brand lockup Programmed lock-up (50:50) 

HORIZONTAL STACKED

HORIZONTAL (PREFFERED)

Embroidery 
The minimum size of the horizontal Programmed logo 
in a embroidery application is 100mm minimum width.

When the logo reaches below 90mm the 'by PERSOL' 
endorsement drops off and the horizontal co-branding 
relationship is applied. The minimum size that the 
Programmed logo can be reduced to is 90mm. PERSOL 
can stand on its own. The relationship is fixed� between 
the two logos.

Refer to polo shirt embroidery samples on pages 81 
and 82 in this guide.  

Use horizontal co-branding relationship below 90mm  
(Programmed logo width)

100mm

100mm

90mm

Uniforms

Please note that minimum size requirements for  
logo embroidery may vary from supplier to supplier.  
It is essential to confirm the best reproduction 
standards with your chosen supplier to ensure optimal 
logo appearance and quality. Care must be taken 
to verify these details before proceeding with any 
embroidery job.
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Positive Semi-reversed ZeroHarm on black

ZeroHarm on yellowMono Reversed

The Zero Harm logo is available in 
horizontal format only. The positive 
versions are recommended to 
appear on a white field and should 
where possible be placed with the 
Programmed or Programmed  
sub-brand logo. 

ZeroHarm logo formatsUniforms
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Uniform colour palette

Programmed Green
HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Dark Brown
HEX 	 #383627
RGB	 56, 54, 39
CMYK	 0, 0, 50, 80
Pantone	 448C

Secondary

Bright Orange
HEX 	 #F07F3C
RGB	 240, 127, 60
CMYK	 0, 60, 80, 5
Pantone	 158C

Secondary

Yellow
HEX 	 #F5C500
RGB	 245, 197, 0
CMYK	 0, 20, 100, 5
Pantone	 116C

Secondary

Warm Grey
HEX 	 #52646D
RGB	 82, 100, 109
CMYK	 30, 0, 0, 70
Pantone	 7545C

Secondary

Programmed Charcoal
HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C 

Programmed Charcoal
Programmed marketing materials 
should incorporate only these 
primary (identity) and secondary 
(complementary) colours. 

A

B A

Using contrasting colours
Care should be taken to contrast colours in 
juxtaposition – A tones will work beside A or B 
tones, but B tones next to other B tones should 
be avoided.

A A A

B B B

B

A B

Uniforms
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Uniforms: Corporate

Consistently representing our services

The uniform designs all follow a consistent layout: the 
Programmed Masterbrand on the left hand side and the 
Zero Harm on the right hand side.

As a general rule, employee names are not included on 
uniforms. Exceptions are only made at the request of 
customers. Where this applies, please contact National 
Marketing for the correct setup and design to ensure 
alignment with brand standards.

Note: Customer co-branding can be applied. Please 
check withyour local marketing division.

Visit https://uasprogrammed.com/collections/
programmed-au-collection for more uniform options.

For any contract-specific needs, please contact 
procurement.

For PPS uniform guidelines, please see the broader  
PPS Service Line guidelines in the Appendix – page 150.

Uniforms

https://uasprogrammed.com/collections/programmed-au-collection
https://uasprogrammed.com/collections/programmed-au-collection
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Uniforms and PPEUniforms

Visit https://uasprogrammed.com/collections/ 
programmed-au-collection for more uniform options.

For any contract-specific needs, please  
contact procurement.

https://uasprogrammed.com/collections/programmed-au-collection
https://uasprogrammed.com/collections/programmed-au-collection
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Uniforms and customer brandingUniforms

Co-branding our uniforms

The uniform designs all follow a consistent layout: 
the Programmed Masterbrand on the left hand side, 
customer logo on the right hand side, and the  
Zero Harm on the back.

As a general rule, employee names are not included 
on uniforms. Exceptions are only made at the request 
of customers. Where this applies, please contact your 
marketing team for the correct setup and design to 
ensure alignment with brand standards.

Visit https://uasprogrammed.com/collections/ 
programmed-au-collection for more uniform options.

For any contract-specific needs, please contact 
procurement.

https://uasprogrammed.com/collections/programmed-au-collection
https://uasprogrammed.com/collections/programmed-au-collection
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The custom theme incorporates 
the brand’s specific colour 
palette and typography settings. 
This theme ensures our reports 
maintain visual consistency with 
our branding guidelines.

The theme includes a set of predefined colours to be used 
across all visual elements in Power BI reports:

These colours are designated for charts, graphs, and UI 
components, ensuring a cohesive visual experience.

The theme font is Arial for ease of distribution across the Microsoft 
environment. All text elements within the reports are to be in Arial 
font. The font sizes and colours are categorized as follows:

TypographyColours

Callout Text
Callout Text: 

Size 45, Colour #0C2340

Titles and Headers

Titles and Headers: 

Size 12, Colour #0C2340

Labels

Labels: 

Size 10, Colour #0C2340

Hero Hero Core

Primary Colours: 

Programmed  
Green 
HEX #84BD00 

Programmed  
Bright Lime 
HEX #C1FF0F

Programmed  
Navy 
HEX #0C2340

Accent Accent Accent Accent Core

Programmed  
Orange 
HEX #FF9F06 

Programmed  
Teal 
HEX #009D99 

Programmed  
Purple 
HEX #6633CC 

Programmed  
Fuchsia 
HEX #F65275 

Programmed  
Light Grey 
HEX #E9E9E9 

Secondary Colours: 

PBI Theme Template JSONPower BI
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To apply the theme, save the JSON 
configuration shown to the right as 
a .̀json` file. This file can then be 
imported into any Power BI workspace 
to apply the custom theme.

{

  "name": “Programmed Brand Colours",

  "dataColors": ["#84BD00","#C1FF0F","#0C2340","#E9E9E9"," 
#FF9F06","#009D99","#6633CC","#F65275","#3599B8","#DFBFBF", 
"#4AC5BB","#5F6B6D","#FB8281","#F4D25A","#7F898A","#A4DDEE", 
"#FDAB89","#B687AC","#28738A","#A78F8F","#168980","#293537", 
"#BB4A4A","#B59525","#475052","#6A9FB0","#BD7150","#7B4F71", 
"#1B4D5C","#706060","#0F5C55","#1C2325"],

  "textClasses": {

    "callout": {"fontSize": 45, "fontFace": "Arial", "color": "#0C2340"},

    "title": {"fontSize": 12, "fontFace": "Arial", "color": "#0C2340"},

    "header": {"fontSize": 12, "fontFace": "Arial", "color": "#0C2340"},

    "label": {"fontSize": 10, "fontFace": "Arial", "color": "#0C2340"}

  }

}

JSON configuration

Applying the ThemePower BI
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The PBI theme has been set with 
the colour scheme as per the overall 
Programmed Brand Guidelines. The 
output is an 8 colour matrix, with 
varying amounts of opacity/weighting 
applied depending on the chart type,  
or whether used for a background, 
callout value, etc.

Colour hierarchy Gradient rulings

Optional: using the theme colours and applying a blend formula,  
PBI suggests possible colour types for charts with max/mid/min  
values that are design to blend with the overall theme.

Optional: the same logic can be applied and calculated for sentiment 
based colour gradients and positive, neutral and negative values.

Colour 7 Colour 8

Colour 1 Colour 2 Colour 3 Max

Negative

Middle

Positive

Min

Neutral

Colour 4 Colour 5 Colour 6

Power BI Theme ColouringPower BI



99May 2026Programmed Brand Identity Guidelines

Recommended usage 
To represent data where categories form  
parts  of a whole.

Number of categories 
Ideal for 5 or fewer categories for better readability.

Considerations: 
•	 Avoid using when categories exceed 5 as  

readability decreases.

•	 May become crowded and difficult to distinguish 
colours with many categories.

•	 �If there are only 2 categories it is recommended  
to have contrasting navy with the darker green  
as a contrast.

Examples of pie charts

Pie ChartsPower BI
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Recommended usage 
To compare values across categories.

Colour selection 
Utilise shades of navy or teal to maintain 
consistency and avoid visual clutter.

Consistency 
Be consistent with chart scales and colour usage 
for dimension values within chart.

Example of bar chart

Bar & Column ChartsPower BI
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Recommended usage 
To show trends over time or ordered categories.

Colour selection 
Use subtle shades of navy for lines to ensure 
readability and consistency.

Example of line chart

Line ChartsPower BI
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Recommended usage 
To identify relationships or correlations between 
two variables.

Colour selection 
Use navy sparingly to highlight specific data 
points or groups.

Example of scatter plot

Scatter PlotsPower BI
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Recommended usage 
To display dense data sets or identify patterns.

Colour selection 
Choose a colour scale with a navy base for  
clarity and consistency.

Example of heat map

Heat MapsPower BI
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Primary Colour: Use navy as the primary background 
colour. Adjust the colour to 10% saturation to achieve 
a subtle, professional appearance that does not 
overpower the content. This specific saturation level 
helps in maintaining visual consistency across all 
reports.

Alternating Backgrounds: For documents or slides 
with multiple sections, alternate between navy at 10% 
saturation and white backgrounds. This  
technique can help differentiate sections while keeping 
the overall design cohesive and clean.

To ensure that text is easy to read and looks consistent 
across all reports, apply the following formatting rules:

•	 Alignment: Always align text to the left. Left-aligned 
text follows the natural reading direction and 
improves readability.

•	 Colour: Use navy for all text. This ensures that the  
text is clearly visible against light backgrounds 
and maintains consistency with the overall colour 
scheme.

•	 Font Colour Note: If the background is navy (even  
at low saturation), adjust the text colour to white or  
a light shade for sufficient contrast and readability.

Text formattingBackground colour

Colour & Font SpecificationsPower BI
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Aim to fit all tiles on one screen to enhance  
user experience.

Remove non-essential information to prevent clutter 
and improve focus.

Clutter reductionAvoid scroll bars

Dashboard Design TipsPower BI
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Formatting of Data Labels 
Consider using 'Title' instead of 'Category Value' for chart 
titles, as category value will reference the exact name of 
the report used for the data element.

Conditional Formatting 
For higher impact on visuals where a target is involved, 
or there is a distinctive desired result, instead of only 
using conditional formatting for chart elements, or 
callout values, consider using the background conditional 
formatting combined with values and/or chart values 
to create a 'negative' visual effect – i.e. Instead of a KPI 
indicator going from green to red when a KPI falls below 
a target threshold, you could change the background (if 
applicable) to red, with the callout value going to white.

Precision 
Limit quantitative data to three or four numerals for 
easier reading.

Consistency in Time Frames 
Ensure consistent and distinct time frames across 
charts for clarity.

Avoid Mixing Measurement Scales 
Use separate axes for large and small measures to 
prevent distortion.

Remove Unnecessary Data Labels 
Keep only essential data labels to avoid clutter and 
improve readability.

Sort Charts Appropriately 
Sort by measure to highlight extremes or by axis for 
easy category identification.

Top Filters 
Place filters at the top of the page for easy access 
and filtering options.

General Chart Design PrinciplesPower BI
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Homepage samples

Samples for ReferencePower BI
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Report page samples

Samples for ReferencePower BI
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Marketing enquiries
If your local BrandHub Champion is unable to assist 
with your request, or if you need something more 
tailored or assistance with your internal comms 
campaign, fill in our Marketing Request Form and 
we’ll review the request and get back to you.

Hubspot access
For any questions or HubSpot access, contact  
Yasmin de Laine – Internal Communications  
Specialist at yasmin.delaine@programmed.com.au.

Please note: HubSpot access require manager 
approval as there is a cost associated. 
Please submit your request via the ICT Service 
Desk, once you have written approval from your line 
manager. A cost code will be required.

HubSpot assistance
Please contact your local Marketing team for 
HubSpot assistance. 
HubSpot Product Owner is:  
Amelia Wilson – Head of Brand and  
Strategic Marketing, Programmed  
amelia.wilson@programmed.com.au

Key contactsInternal Comms

Internal Comms enquiries
For your internal communications needs, please contact 
your relevant marketing team:

Facility Management: Yasmin de Laine 
yasmin.delaine@programmed.com.au

Property Services: Jessica Nguyen 
jessica.nguyen@programmed.com.au

Staffing: Jack Fitzpatrick
jack.fitzpatrick@programmed.com.au

Across Facility Management and Property Services, select 
staff have access to the BrandHub portal, which is the 
central source of brand assets. Please contact your local 
BrandHub champion.

https://forms.monday.com/forms/7887be38a854a13523167e5a9f96f91d?r=apse2
mailto:yasmin.delaine%40programmed.com.au?subject=
mailto:amelia.wilson%40programmed.com.au?subject=
mailto:yasmin.delaine%40programmed.com.au?subject=
mailto:jessica.nguyen%40programmed.com.au?subject=
mailto:jack.fitzpatrick%40programmed.com.au?subject=
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Internal brand voice: key characteristics

Our internal voice should reflect 
the same vision and values we 
express externally, while speaking in 
a way that’s human, relatable, and 
appropriate to our people. It should 
always feel like a thoughtful colleague, 
not corporate jargon.

Tone characteristic What it means Example

Confident

Clear and 
practical

Conversational  
and warm

Caring and 
empathetic

Use active, positive language that encourages action  
and ownership

Be real. Keep it short and straightforward, easy to understand,  
and avoiding jargon.

Write like you would to a friendly colleague, not overly formal.

Acknowledge the human side – show understanding, particularly 
during change or uncertainty.

“These achievements are testament to the strength of our 
relationships with our customers.”

“We’re excited to share an update on Project NextGen, our initiative 
to elevate our technology systems and support both our current 
and growing business needs.”

“A huge thanks to Sean for sharing such fantastic insights, and 
congratulations on the big win that led you to the States!”

“A big thank you to all of our Programmed community for your 
patience as we deliver on these long-awaited technology updates, 
and another thank you to the NextGen team - this wouldn’t be 
possible without you.”

Internal Comms
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Internal brand voice: by situation

Our internal voice should reflect 
the same vision and values we 
express externally, while speaking in 
a way that’s human, relatable, and 
appropriate to our people. It should 
always feel like a thoughtful colleague, 
not corporate jargon.

Scenario Tone guidance Example

Leadership 
updates

Change or 
transition

Safety and 
compliance

Event invites/
culture

People recognition

Visionary but grounded. Show direction and care.

Transparent, reassuring, and empathetic. 

Clear, non-negotiable, and supportive.

Energetic, inclusive, and friendly.

Celebratory and specific.

“With our people as our most important asset, it’s essential  
we equip each and every team member with the skills they  
need to thrive in our industry and beyond, even in the face of 
continuous change.”

“Though our technology and digital transformation journey has at 
times been challenging, we are pleased to be making active steps 
towards an integrated solution of the best fit for Programmed 
Facility Management.”

“There is no job so urgent that we cannot take the time to  
do it safely.”

“Our Town Hall is an opportunity for us all to gather together and 
celebrate our success, as well as to explore new and exciting ways 
that you and your team can build upon your own bright personal 
and professional futures.”

See 2025 NAIDOC Award winner announcement

Internal Comms

https://blog.programmed.com.au/fmnewshub/celebrating-our-2025-naidoc-award-winners
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Internal brand voice: tips and best practice

Our internal voice should reflect 
the same vision and values we 
express externally, while speaking in 
a way that’s human, relatable, and 
appropriate to our people. It should 
always feel like a thoughtful colleague, 
not corporate jargon.

Tip Details

Target your 
audience

“What’s in it for 
them?”

Be strategic and 
don’t oversaturate

Break up the text

Include a call to 
action

Link to additional 
content where 
possible/necessary

Keep it relevant and engaging – don’t send your comms out to everyone if it’s only applicable to a 
certain group. This will help avoid disengagement. 

Why does your audience want/need to read your communications? Frame your messaging around the 
most relevant and important part of your comms depending on your targeted audience.

Plan your regular comms in advance – try to space out comms on your calendar to avoid overloading 
your audience all at once.

Walls of text are unappealing to read – make sure you use frequent paragraphs and insert headers and/
or images where appropriate.

How do you want your audience to respond to your comms? Keep it open ended and include a call to 
action where appropriate (eg – “To find out more, click here.”)

You might have some new starters in your recipient list – consider those with minimal background 
knowledge of your content and link to additional supporting content where possible for them to read 
more. This also helps you keep things concise

Internal Comms
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Cultural and First Nations

Programmed is a diverse, inclusive 
and equal-opportunity employer. 
We also strongly support our First 
Nations communities across Australia 
and New Zealand. You can find our 
Reconciliation Action Plan (RAP) here.

Australia
Programmed commissioned a customised, authentic 
Aboriginal artwork that represents both Programmed’s 
history and brand as well as paying respect to the 
Indigenous cultures that have contributed to our 
business until now and for the future. Early in 2021, 
Programmed joined with a renowned West Australian 
Aboriginal Artist – Rohin Kickett, to work on a piece 
that would tell our story – to this point and beyond.

Permission to make use of Rohin’s artwork can be 
requested from the Marketing department.

New Zealand
Across the islands of New Zealand, Aotearoa 
Programmed is proud to be a part of this  
integrated society.

Our Māori cultural committee continues to do great 
work in raising cultural awareness among employees 
and showcasing the many wonderful artworks and 
customs of our Māori and Island Pacifica Whānau.

Internal Comms

https://info.programmed.com.au/hubfs/PFM/PFM%20RAP/Programmed%20Facility%20Management%20RAP%20Document%20-%207%20JULY%202025-1.pdf?utm_campaign=15936331-PFM%20RAP&utm_medium=email&_hsenc=p2ANqtz--nrdVfQbkpFHR-ZLKKbp7zZDR6s6AJBiJizArqN90PMJ6C_7O-oiZ_W5sNCLPIRY5t61QfBKHkjgVErXjn13jGwSmVVx5IrVNuIoTGGtwGMHjG7SI&_hsmi=10412778&utm_content=10412778&utm_source=hs_email
https://forms.monday.com/forms/7887be38a854a13523167e5a9f96f91d?r=apse2
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Generic email header examples 
Use this style of header if you don’t have a specific graphic for your comms, eg regular 
leadership announcements. Editable template available here.

Custom/targeted email header examples 
Below are examples only. Editable template is blank for you to insert your own image/
graphic. Editable template available here.

Ensure the image you insert is sent to the back of the design to make your header brand 
compliant. To send the image to the back:

1)	 Click the image and then click 
‘position’ in the tab above

2)	 In the options on the left of the 
screen, click ‘To back’
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Email header templates

Note: We use HubSpot to send out regular 
communications and newsletters via email.  
This ensures a consistent format and appearance.

If you need HubSpot access and training, contact 
yasmin.delaine@programmed.com.au, or you can 
coordinate with the individual responsible for 
HubSpot comms in your region/location.

You can find some header examples below,  
along with templates to edit and download. 

Sizing
Email headers must be 800 x 240 px.

Style
Ensure that you’re using Work Sans only for 
headline text and underlining only one or two 
words (not two words together – see page 49 for 
more information).

Internal Comms

https://www.canva.com/design/DAF4DUfzqvk/0RFig4fUB8efMyYyk9Gv0w/edit
https://www.canva.com/design/DAGqM11DUoA/O8eB3JC5cfSYdDFqXuvTMg/edit


To use this template, search ‘PFM - Branding guide email newsletter template’, 
hover over the title and select ‘Clone’, and enter the name of your distribution:
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Email newsletter templates

NOTE: You must have HubSpot access to use this 
template. Contact yasmin.delaine@programmed.
com.au if you require access.

Internal Comms

mailto:yasmin.delaine%40programmed.com.au?subject=
mailto:yasmin.delaine%40programmed.com.au?subject=
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Introduction

Our PERSOL Group vision

Working life is a journey of growth and creation.  
We all have big dreams, and there are many different 
paths to success. Thus, we need to make our own 
choices from a range of diversified work opportunities. 
Our vision is to enrich society so that all work leads to 
lives of happiness.

Our Vision

PERSOL and Programmed understand that we are not 
workers. We are humans who work. And it is human 
nature to look for joy and meaning in everything, 
including work. What fulfils us is unique to who we are, 
where we live and where we are in life. Behind every 
smile, there’s a story. And our story is linked to the 
choices we make from the opportunities we have.

•	 Some strive for personal success.

•	 Some long to be part of a bigger team.

•	 Some endeavour to create more for their family.

•	 Others work for community and a greater purpose.

PERSOL and Programmed believe that when we know 
why we work, we’ll work and smile. For each of us 
our “smile” comes from different things. But at the 
heart of all of these things is FULFILMENT. With this 
in mind, our Work and Smile vision is verbalised and 
summarised as:

For Me. For We. For Us, For All of Us.

Work and Smile
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The four why’s 

Scenario Tone guidance Example

For me (personal)

For we (team)

For us (family, 
friends)

For all of us 
(community, 
society)

For personal growth and development, or a marker of status

For a sense of shared achievement, and for camaraderie.

Supporting my family, a path to financial freedom or stability.

A sense of purpose, making an impact

“Work allows me to unlock my growth and potential, which  
changes how the world sees me.”

“Work makes me feel seen and valued as part of the team.”

“Work is an opportunity for me to give myself and my family  
a better life.”

“Work makes me feel I am part of something bigger and making  
a contribution.”

Work and Smile



Work and Smile Fridays poster 
Help us spread the word and share out peoples’ 
stories by printing and displaying the below poster 
at your local site. Download your poster here.
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Work and smile Fridays

Behind every smile, there’s a story.  
We want to hear YOURS!

Blog home page

Story submission page

At Programmed, we are incredibly proud of the 
work we do, and we want to shine a spotlight on 
the positive impact our employees make every 
day. We know that behind every success, there are 
countless untold stories about our amazing people 
that deserve recognition.’

What makes a Work and Smile Fridays story?
It’s all about acknowledging the heart and soul of 
Programmed and sharing how work makes us smile – 
for me, for we, for us, for all of us. It’s not just about 
broadcasting our achievements to the world, but rather 
those heartwarming moments that give us fulfillment.

Whether it’s a team collaboration that exceeded 
expectations, an individual who went above and beyond 
to help a colleague, or a team volunteering day that 
positively impacted our community, we want to hear 
about it all. And don’t be shy! Every accomplishment, big 
or small, matters.

Need some inspiration? Check out our Work and Smile 
Fridays blog for some recent examples of the great 
things happening across the business.

Remember, this initiative isn’t just about broadcasting 
our achievements to the world - it’s about 
acknowledging the heart and soul of Programmed and 
sharing how work makes us smile – for me, for we, for 
us, for all of us.

Let’s celebrate together, inspire each other, and 
continue to make a positive impact on our people, 
customers, and community.

Work and Smile

https://info.programmed.com.au/hubfs/PFM/PFM%20Internal%20Comms/Work%20and%20Smile/Work%20and%20Smile%20Fridays/Work%20and%20Smile%20Fridays%20launch%20poster.jpg
https://blog.programmed.com.au/work-and-smile-fridays
https://info.programmed.com.au/work-and-smile-friday-stories-submission


Work and Smile Selfie Challenge poster 
Help us spread the word and get your teams 
to join in the fun by printing and displaying the 
below poster at your local site. Download your 
poster here.
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Work and smile selfie challenge

Submit your selfie to WIN!

The Work and Smile Selfie Challenge is a fun way 
for all of our employees to get into the spirit of 
Work and Smile with friendly competition.

Each quarter, we share a new challenge theme, 
with selfies going into the draw to win a $250 AUD 
e-gift card!* We share submissions each month 
and shortlist a top selfie, with the shortlisted 
entries voted on by our team members at the end 
of each quarter to decide our overall winner.

Work and Smile

https://info.programmed.com.au/hubfs/PFM/PFM%20Internal%20Comms/Work%20and%20Smile/Selfies/_WS%20selfie%20poster%20challenge%20may%2025%20(1).png
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Programmed artwork by Rohin KickettFirst Nations

Background

Programmed commissioned a customised, authentic 
Aboriginal artwork that represents both Programmed’s 
history and brand as well as paying respect to the 
Indigenous cultures that have contributed to our 
business until now and for the future.

Early in 2021, Programmed joined with a renowned  
West Australian Aboriginal Artist – Rohin Kickett, to 
work on a piece that would tell our story – to this point 
and beyond.

Rohin Kickett

Rohin Kickett is a Nyoongar artist from the Balardong 
Region which is located in the wheat belt district of 
WA. For most of his life Rohin has been surrounded 
by Aboriginal art from his Uncles and Aunties and 
remembers attending their exhibitions as he was 
growing up. Inspired by his family of artists Rohin has 
always created art but really started taking it seriously 
in 2016, and in that time has created a multi-faceted 
art practice. These different aspects a contemporary 
style which see Rohin incorporating a rifle and shooting 
water balloons full of paint to create abstract art 
pieces, which delves into the impact colonisation 
has had on Aboriginal people and the effects we see 
today in the community. Rohin also creates aerial view 
landscape painting to document the country he has 
connections to and highlight the effects that farming is 
having and the destruction of local water sources.

This year he was invited to be part of the Fremantle 
Biennale as an artist and to consult with other artists. 
Rohin currently sits on the Board of the National 
Association for the Visual Arts and is a strong advocate 
for Aboriginal artists.

The artwork

This artwork Created by artist Rohin Kickett showcases 
the extensive reach and relationships that have 
been formed between Programmed and Aboriginal 
communities around the country. The artist looked at 
how to create a piece that represents Australia and 
the locations of the offices and the communities. The 
approach the artist took was to look at the different 
capital cities and take different parts from areas 
and combine them to make the composition of the 
artwork. If you look at the top left, it represents the 
Darwin coastal area. The River mouth was inspired by 
the Sydney harbour which flows into the belly of the 
Swan River from Perth.

As the river flows it turns into a section of the  
Murray River and in the bottom right you will see  
Lake Burley Griffin.

When looking at the dots in the artwork, the big 
dot circles represent the different locations where 
Programmed are located and they are presented in 
the company colours of Programmed. The smaller dot 
circles represent all the different communities around 
Australia, and the little dots in between represent the 
community reach and relationships that Programmed 
have formed with the Aboriginal communities.

Rohin Kickett (b.1986) ‘Untitled’,  
2021 acrylic and oil on canvas, 1.8 x 1.2m
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RulesFirst Nations

Using the image

Use only the images (i.e. sizes, formats, etc.) and 
templates provided by your divisional Marketing Team.

Do not stretch or distort when inserting into documents Do not alter the brightness or colours Do not place logos or other images over the artwork
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Graphical devicesFirst Nations

Dots Logo as artwork

These elements can be used to  
serve as visual points of interest  
across documents, presentations 
and other materials, helping to draw 
attention, guide the reader and 
enhance overall engagement. 
 
 
Tip 
The devices can appear in varying sizes.



Powerpoint template
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ApplicationsFirst Nations

Report

Here are some examples in the 
Programmed look and feel. 
 



Email header

Email footer

To find out more 
    programmed
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ApplicationsFirst Nations

Poster

Here are some examples in the 
Programmed look and feel. 
 

Building outstanding 
people, strong 
customers and 
great communities programmed.com.au   programmed.co.nz

persolaustralia.com   persolnewzealand.com
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Signage

iLoad

Triton – dual cab

Vehicles

Important note: No smoking 
decal to be installed on dash

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232
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Cruze

Kangoo

SignageVehicles

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

Important note: No smoking 
decal to be installed on dash

Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232
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Ford Ranger – Twin Cab with cover

Ford Ranger – Twin Cab with tray

SignageVehicles

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

Important note: No smoking 
decal to be installed on dash

Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232
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Ford Ranger – Single Cab

Isuzu Truck

SignageVehicles

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

Important note: No smoking 
decal to be installed on dash

Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

The ‘Programmed’ logo is to be used on all vehicle 
applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.
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Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

Renault Truck

Volkswagon Ute

SignageVehicles

NO SMOKING DECAL 
TO BE INSTALLED 
ON DASH

Important note: No smoking 
decal to be installed on dash

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232
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Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

Cherry Picker Truck

SignageVehicles

Important note: No smoking 
decal to be installed on dash

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.
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Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements (see Dual Branding on page 138).

•	 The ‘Programmed’ logo is to be used on all 
vehicle applications.

•	 All vehicles will have the 1300 Programmed 
Promotes Safe Driving sticker on back of vehicle 
and No Smoking sticker on dash.

•	 All vehicle signage is be undertaken by Corporate 
Imaging in our Property Services division.

•	 All vehicles must be ordered through the online 
Capital Requisition for Motor Vehicles online form 
located on the Intranet.

Safe Driving sticker should be located 
on back window of cab

Due to compliance/regulations 
requirements, all vehicles that need to 
work on Mining sites are required to 
have hi vis stripe around side of vehicle 
and site number on vehicle.

Due to this, the green impeller on 
sideback of vehicle will not be present.

Signage – MiningVehicles

Important note: No smoking 
decal to be installed on dash

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.

PROMOTES SAFE DRIVING
YOUR FEEDBACK IS WELCOME 1300 716 232
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Only the Programmed logo is to be used on 
all vehicles, with the exception of contractual 
requirements  (see Dual Branding on page 138).

•	 Side panels: vertical logo, web/phone details, 
enlarged icon

•	 Rear panels: vertical logo, web/phone details

Signage – TrailersVehicles

All new Programmed vehicles must display the 
endorsed ‘Programmed by PERSOL’ logo, unless 
otherwise specified and approved by Marketing.
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In some instances there may be contractual 
requirements to have dual branding on 
Uniforms and Vehicles. 

In these instances, to ensure consistency in 
brand application, the placement of logos 
should be as follows. If you have doubts 
about use of the logos or placement, contact 
your Business Unit Marketing Champion or 
the Group Marketing Team.

For any dual-brand requirements, please 
speak to your Marketing Team.

Signage – Dual BrandingVehicles

Important note: No smoking 
decal to be installed on dash
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Our logo and its use

Presenting Programmed in a 
professional and consistent  
manner at all times tells people  
that we are a cohesive and 
recognisable organisation. 

When used consistently and correctly, the 
Programmed logo will support and strengthen  
its identity. Access to the logos is restricted to  
the Marketing Team and the Business Unit  
Marketing Champions.

Logo Colours

The logo consists of two principal colours: 

•	 Green (PMS 376) 

•	 Charcoal (PMS Black 7)

Wherever possible, the logo should appear in its 
principal colours. The CMYK logo should be used for 
all colour processing or digital printing applications.

  

Programmed Green
HEX 	 #84BD00
RGB	 132, 189, 0
CMYK	 50, 0, 100, 0
Pantone	 376C

Programmed Green

Programmed Charcoal
HEX 	 #3D3935
RGB	 61, 57, 53
CMYK	 0, 0, 0, 80
Pantone	 Black 7C 
 

Programmed Charcoal

Vehicles
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Logo exclusion zone

For clarity and visual appeal, the logo should always sit 
within a minimum ‘exclusion zone’. No other imagery or 
type should appear in this area. 

Primary logo - Horizontal 
When using the logo horizontally, 
a space the width of the impeller 
should always be maintained around 
the logo.

Secondary logo - Vertical 
When using the vertical logo, a space 
the height of one of the triangles (   )
within the impeller should always be 
maintained around the logo.

1P

1.6P

1P

0.9P

0.8P

9P

Vehicles
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Vinyl, Painting and ACM specifications

Programmed Green
Pantone 	 376C

Vinyl Specifications
Opaque	  
Avery 900 Series,  
Lime 814
Translucent 
Avery Yellow Green  
5562 QM

Painting
External	  
Solver Process Yellow Base, 
Formula 4785 (4Litres)
Internal 
Dulux PMS 376 C

Programmed Bright Lime
Pantone	 374C

Programmed Navy
Pantone	 289C

Vinyl Specifications
Opaque	  
Avery 800 Series,  
82401 Deep Blue

Painting
Dulux Programmed Navy

ACM
SAS 42 – Glossy Side

Programmed Light Grey
Pantone	 Cool Gray 1C

White

Vinyl Specifications
Opaque	  
Arlon Calon II White 02

Painting
Dulux White

Persol Grey
Pantone	 Cool Gray 7C

Painting
External  
Taubmans Tax Time T15 22.2
Internal 
Dulux Silkwort

Programmed Charcoal
Pantone	 Black 7C

Vinyl Specifications
Opaque	  
Avery 900 Series 
Dark Grey 881

Painting
External  
Taubmans Gravel T15 22.5
Internal 
Dulux Domino
 

Colour
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ApplicationsExternal

Here are some examples in the 
Programmed look and feel of external 
building signage and external facing 
window decals.

For all office branding or signage requirements, please 
contact your local Programmed Corporate Imaging 
team member to arrange a site visit and consultation.

QLD      
Steve Wyatt
0412 789 877
Steve.wyatt@programmed.com.au
 
NSW & ACT
David Miller 
0400 400 912
David.miller@programmed.com.au
 
VIC & TAS
Andrew Jedynak
0421 401 900
Andrew.jedynak@programmed.com.au
 
SA & NT
Andrew Parksinson
0438 447 932
Andrew.parkinson@programmed.com.au
 
WA
Valerie Lee
0409 468 838
Valerie.lee@programmed.com.au

mailto:Steve.wyatt%40programmed.com.au?subject=
mailto:David.miller%40programmed.com.au?subject=
mailto:Andrew.jedynak%40programmed.com.au?subject=
mailto:Andrew.parkinson%40programmed.com.au?subject=
mailto:Valerie.lee%40programmed.com.au?subject=
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ApplicationsExternal

Here are some examples in the 
Programmed look and feel of  
external road signage.

For all office branding or signage requirements, please 
contact your local Programmed Corporate Imaging 
team member to arrange a site visit and consultation.

QLD      
Steve Wyatt
0412 789 877
Steve.wyatt@programmed.com.au
 
NSW & ACT
David Miller 
0400 400 912
David.miller@programmed.com.au
 
VIC & TAS
Andrew Jedynak
0421 401 900
Andrew.jedynak@programmed.com.au
 
SA & NT
Andrew Parksinson
0438 447 932
Andrew.parkinson@programmed.com.au
 
WA
Valerie Lee
0409 468 838
Valerie.lee@programmed.com.au

mailto:Steve.wyatt%40programmed.com.au?subject=
mailto:David.miller%40programmed.com.au?subject=
mailto:Andrew.jedynak%40programmed.com.au?subject=
mailto:Andrew.parkinson%40programmed.com.au?subject=
mailto:Valerie.lee%40programmed.com.au?subject=
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ApplicationsInternal

Here are some examples in the 
Programmed look and feel of internal 
reception desk, RAP wall signange,  
Logo wall signage, Meeting room decals.

For all office branding or signage requirements, please 
contact your local Programmed Corporate Imaging team 
member to arrange a site visit and consultation.

QLD      
Steve Wyatt
0412 789 877
Steve.wyatt@programmed.com.au
 
NSW & ACT
David Miller 
0400 400 912
David.miller@programmed.com.au
 
VIC & TAS
Andrew Jedynak
0421 401 900
Andrew.jedynak@programmed.com.au
 
SA & NT
Andrew Parksinson
0438 447 932
Andrew.parkinson@programmed.com.au
 
WA
Valerie Lee
0409 468 838
Valerie.lee@programmed.com.au

mailto:Steve.wyatt%40programmed.com.au?subject=
mailto:David.miller%40programmed.com.au?subject=
mailto:Andrew.jedynak%40programmed.com.au?subject=
mailto:Andrew.parkinson%40programmed.com.au?subject=
mailto:Valerie.lee%40programmed.com.au?subject=
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Tools for consistency
Implementing consistency requires discipline and the right tools:

•	 Clear brand usage guidelines

•	 Pre-approved designs and templates

•	 A flexible visual system that allows each service line to express its 
strengths while staying unmistakably connected to the masterbrand

Consistency does not mean creativity is lost or that individuality is erased. 
It’s about ensuring we always present with one clear and confident voice.

This is how we build brand clarity and recognition for 
Programmed and our many services.

147May 2026Programmed Brand Identity Guidelines
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Overview

Visually representing our services

Each service line is symbolised by a 
dedicated icon, designed to be used 
with or without the service line name. 
These icons go beyond decorative 
illustrations—they are key components 
that visually identify and reinforce who 
we are and what we do.

Correct and consistent use of these icons, 
service line logos and service line names across 
all communications and assets is imperative for 
building recognition, reinforcing professionalism, 
and strengthening brand loyalty with our customers.

For indepth detail on correct usage, please see the 
broader PPS Service Line brand guidelines in the 
Appendix – page 150.

Service line  
icons

Service line 
logos

Note: Commercial 
painting icon should be 
upright as above when 
used without the text.

Property Services



These guidelines have been created to 
support visual consistency across all 
Programmed branded experiences. 
 
Please contact the Marketing Manager of 
your business for clarification on any of 
the rules outlined in these guidelines. 
 
Version 4  |  May 2026

Thank you
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Property Services 
Appendix



Brand narrative
Distinct yet connected.

Our brand strategy amplifies the unique strengths of every Property Service we 
offer, while uniting them under the Programmed by PERSOL masterbrand.

Through clear service line names and bespoke icons, we create a recognisable 
identity for each service, highlighting specialisation and local expertise—yet 
always as part of one powerful brand experience.

Consistency is how we build confidence.

Consistency is non-negotiable. It is the foundation of trust, credibility, and 
recognition. Every touchpoint—be it a vehicle, uniform, sign, brochure or digital 
post—must reflect the same standard of quality and professionalism.

For a multi-service business like ours, consistency assures customers that 
every specialist service is delivered with the same brand experience, no matter 
where or how they engage with us.
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Overview

Visually representing our services

Each service line is symbolised by a 
dedicated icon, designed to be used 
with or without the service line name. 
These icons go beyond decorative 
illustrations—they are key components 
that visually identify and reinforce who 
we are and what we do.

Correct and consistent use of these icons, 
service line logos and service line names across 
all communications and assets is imperative for 
building recognition, reinforcing professionalism, 
and strengthening brand loyalty with our customers.

The following pages outline how to use these logos and 
icons correctly, ensuring a cohesive and recognisable 
brand presence across every touchpoint.

Service line  
icons

Service line 
logos

Note: Commercial 
painting icon should be 
upright as above when 
used without the text.

PPS Appendix
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Overview (reverse)

Visually representing our services

Each icon and service line name has 
been carefully designed as a locked 
unit (lockup), ensuring optimal visual 
balance and legibility. Sizing and 
alignment of these lockups have been 
purposefully adjusted to account for 
differences in icon proportions and 
word lengths.

Service line  
icons

Service line logos

Note: Commercial 
painting icon should be 
upright as above when 
used without the text.

Note: Commercial 
painting icon should be 
upright as above when 
used without the text.

PPS Appendix
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Terminology

Terms Examples

Masterbrand
Programmed by PERSOL only represented by the logo, but when written 
it’s only referred to as Programmed

Icons
The service line icon. When mentioned, refers to the icon on its  
own, without the inclusion of the service line name

Service line name
Text reference of each service line

Lockup(s)
Refers to the service line logo locked up with the masterbrand  
logo or other logos

Service line logo
Lockup of the stylised service line name and icon, typically a  
logo file (PDF, JPEG, EPS, PNG)

“Signage Solutions”
“Commercial Painting”
“Urban Maintenance”

PPS Appendix
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Horizontal lockups

The horizontal lockups are the 
preferred orientation over vertical 
when pairing the masterbrand logo 
with service line logos.

The stacked multi-service horizontal lockup can 
only be used to include all 6 service lines, and may 
not be reconstructed to add or remove service line 
logos without approval. The only exception to this is 
the email signatures (see page 168).

It is recommended to use the multi-service 
horizontal lockups with service line logos (single 
line or stacked) over icons in external or customer-
facing applications. However, depending on the 
context and space available in the application, 
the horizontal lockup with icons may be used to 
represent all services.

Follow the spacing guideline requirements when 
the layout includes multiple logos. The logo files 
provided with these guidelines already applied 
should be used at all times.

All service lines: single line

All service lines: single line

All services: icons

Dual service line example Single service line example

PPS Appendix



156May 2026Programmed Brand Identity Guidelines

Vertical lockups

Vertical lockups of the masterbrand 
and service line logos should be 
used sparingly and only chosen when 
the horizontal lockups do not fit or 
suit the available space.

The masterbrand logo should always be nearest 
to the top or bottom edges of the applications. 
E.g. if the lockup is positioned at the top of the 
application, the masterbrand logo first option 
should be used.

Follow the spacing guideline requirements when 
the layout includes multiple logos. The logo files 
provided with these guidelines already applied 
should be used at all times.

Single service line: Masterbrand logo first Single service line: Service line logo first

Masterbrand logo first vertical lockups 
may be used in instances where the 
lockups are sitting at the top of a design. 

Service line logo first vertical lockups may 
be used in instances where the lockups 
are sitting at the bottom of a design. 

PPS Appendix
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Vertical lockups for dual service lines

Vertical lockups for two service lines 
should not be constructed outside 
of the provided lockups. There are 
only two pairs of service lines with 
lockups: Signage Solutions with 
Building Projects and; Commercial 
Painting with Urban Maintenance.

Vertical lockups should be used sparingly and only 
chosen when the horizontal lockups do not fit or 
suit the available space.

The masterbrand logo should always be nearest 
to the top or bottom edges of the applications. 
E.g. if the lockup is positioned at the top of the 
application, the masterbrand logo first option 
should be used.

Follow the spacing guideline requirements when 
the layout includes multiple logos. The logo files 
provided with these guidelines already applied 
should be used at all times.

Dual service line: Masterbrand logo first Dual service line: Service line logo first

Masterbrand logo first vertical lockups 
may be used in instances where the 
lockups are sitting at the top of a design. 

Service line logo first vertical lockups may 
be used in instances where the lockups 
are sitting at the bottom of a design. 

PPS Appendix
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Clear space

These guidelines outline the 
minimum clear space required  
to provide breathing room around 
the logo. When layouts include 
multiple icons, service line logos, 
or design elements, ensure spacing 
is adjusted to maintain clarity and 
avoid visual clutter.

The examples provided apply to all service line 
logos and service line icon lockups.

Service line Logo
When using the service line logo, maintain clear 
space around the logo equivalent to the vertical or 
x-height of the letter ‘n’ in the service line name.

The letter ‘n’ is used as it appears in every service 
line name, providing a consistent reference.

If the icon height exceeds the text height, allow at 
least half the x-height of ‘n’ as clear space around 
the edges.

Letter descenders (e.g. ‘g’, ‘y’, ‘p’) are excluded from 
this spacing rule.

Icon-only spacing
Allow clear space equal to a third the height of the 
icon. When multiple icons are displayed together, 
base the spacing on half the height of the tallest 
icon to ensure visual consistency across the set. 
Ensure all icons are aligned to the vertical middle to 
maintain a balanced and cohesive row.

The logo files provided, with clear space rules 
already applied, should be used at all times.

X

⅓ X

⅓ X

⅓ X⅓ X

X

⅓ X

⅓ X

⅓ X⅓ X

X

⅓ X

⅓ X

⅓ X⅓ X

X

⅓ X

⅓ X

⅓ X⅓ X

X

⅓ X

⅓ X

⅓ X⅓ X

X

⅓ X

⅓ X

⅓ X⅓ X

PPS Appendix
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Clear space rules for horizontal lockups

The clear space established 
for horizontal lockups with the 
masterbrand logo and the service 
line logos are measured by the 
impeller in the Programmed logo.

The height of the impeller also determines 
the height of the two lines of text in the service 
line logo.

To ensure consistency, the logo files provided 
should be used at all times as the clear space 
rules are already applied.

The logo files provided, with clear space rules 
already applied, should be used at all times.

PPS Appendix
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Clear space rules for vertical lockups

The clear space established 
for vertical lockups with the 
masterbrand logo and the service 
line logos are also measured by the 
impeller in the Programmed logo.

The height of one and a half impellers determines 
the height of the two lines of text in the service 
line logo.

The logo files provided, with clear space rules 
already applied, should be used at all times.

PPS Appendix
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Clear space rules for vertical dual service line lockups

The clear space rules for dual 
service line lockups are established 
by the impeller, and the size of 
the service line logos are scaled 
down for visual balance with the 
masterbrand logo.

The height of the service line text within the logos 
are measured by 1.25 impellers.

The logo files provided, with clear space rules already 
applied, should be used at all times.

PPS Appendix



162May 2026Programmed Brand Identity Guidelines

Use with masterbrand

There are several ways to use  
the service line logos with the 
master brand.

See pages 155-157 for rules on logo lockups

External comms and digital assets 
For external communications, especially digital 
assets, the service line logos should always be 
used in logo lockups with the Programmed and 
PERSOL logos.

The service line logos (containing the service line 
name) are preferred over icons, except for where 
space is limited.

Brochures and event signage
The service line logos should be used in lockups 
with the Programmed logos in customer-facing 
brochures and event signage.

Exceptions are listed on the next page.

PPS Appendix
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Separating Service Line logos from masterbrand

There are several ways to use 
the service line logos with the 
masterbrand outside of the lockup.

See pages 155-157 for rules on logo lockups

Large documents and presentations
There is more flexibility with how and where the 
service line and masterbrand logos can be used 
when it comes to large documents. The service line 
logos may be used separate to the masterbrand 
logos provided these are already included on the 
same page, cover, or back page.

Uniforms, signage, and merch
The service line logos may be used in conjunction 
with or separate to the masterbrand provided they 
are also used within the same piece. E.g. a banner 
may have just the service line logos on one side 
where masterbrand logo is already included on the 
reverse side.

5V# PNT-4.0-5.24Quote Number:

Dear

Copy relevant 
Address from the 

Assets Section at the 
back o f this presentation

Copy relevant Company 
Details from the 

Assets Section at the 
back o f this presentation

Office Location Line 1
Office Location Line 2
Office Location Line 3

[Date]
[Name]
[Phone Number]
[Fax Number]
[Email]

Company Details Line1
Company Details Line2

ABN Number
URL

[First Name] 

Re: Cost-effective solution for [Customer Name] - Painting Maintenance 

[Customer Name] can very cost-effectively update your property with a repaint. Further maximise your returns on this with 
maintenance that keeps your buildings looking as good as the day they were first painted. Achieve this in a reliable manner, 
where cost, safety and quality are assured so you can freely focus on key business priorities; especially where your property :

1. Refer to the customer’s specific circumstance (e.g. Had its last repaint in XXXX and needs a refresh that will continue to 
look good in the years to come)

2. Refer to the customer’s specific circumstance (e.g. Requires completion in XXX timeframe to meet [why])

3. Refer to the customer’s specific circumstance (e.g. Has multiple buildings in various condition requiring external/internal 
repaints in new/existing colours)

In our meetings, you have frequently mentioned the following:

• Service and finding the right solution

• Cost, affordability and assurance

• Timing, implementation and project management

Programmed Property Services (Programmed) has listened very carefully to you and drawn up this [XX] year maintenance 
program to meet you and your property’s specifically outlined needs. The proposed solution leverages our 70 plus years’ 
experience and capability, which includes solid industry understanding, strong proven delivery and safety track records, read ily 
deployable teams and multi-disciplinary service offerings.

[Quote Number - Insert / Header & Footer]

20 Tantalum Street, 
Beard, 

ACT, 2620

597 Ebden Street, 
South Albury, 

NSW, 2640

Unit 2, 5 Brooks Avenue, 
Wyoming, 

NSW, 2250

AU – ACT – Canberra

AU – NSW – Albury

AU – NSW – Gosford/Wyoming

Unit 1, 33 Crescent Road, 
Newcastle, 
NSW, 2298

AU – NSW – Newcastle
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Incorrect use

Do not stretch, distort, tilt, vary, 
recolour or rotate the service line  
logos or icons in any way.

Placement as well as orientation of the icons in 
conjunction with service line names in the service line 
logos should never be changed.

Always retain the colours of the lockups, service line 
logos, and icons, only using them in the specified 
colours.

When representing individual service lines, choose 
to use either just the service line logos, or the icons 
where space is limited.

To maintain consistency, the logo files provided, with 
rules already applied, should be used at all times.

See pages 155-157 for rules on logo lockups.

Do not change the colours of the service line logos

Do not change the colours of the service line logos

Do not re-order the lockups

Do not stretch or warp the service line logos in any way

Do not mix up the icons with different service line names Do not move or duplicate the icons within the logo Do not manipulate, flip, adjust, or distort the service line 
icons in any way

Do not change the layouts of the service line logos

Do not use the service line name without the icon

PPS Appendix
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Incorrect use cont.

Do not defer from the specified lockups with the Programmed logo

PPS Appendix
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Minimum size

Minimum size
The legibility of the text and the visibility of the icon 
details within the service line logos should always be 
considered in digital and print applications.

Digital
In digital assets, the service line text should always be 
above 16pt to make sure the details in the icons are 
visible. Most of the service line logos should be above 
120px wide. To maintain the same visual size across 
all logos, Commercial Painting and Open Space have 
different minimum widths.

Print
Similarly in print assets, the service line text should 
always be above 16pt to maintain the visibility of 
the details in the icons. To apply the same visual 
size across the logos, most of the logos’ minimum 
widths should be 45mm. Different widths apply for 
Commercial Painting and Open Space.

130px

50mm

120px

45mm

120px

45mm

120px

45mm

120px

45mm

90px

35mm

Digital

Print
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Approvals

Application and concepts

These are a few examples of how the new visual 
direction for the brand can be applied across different 
touch points. They have been intentionally done to 
show flexibility of the PPS service line identities across 
different touchpoints, and may include examples which 
are concepts only.

Assets and collateral that are already in circulation or  
have templates approved for circulation can be found  
on Brand Hub.

For confirmation on approved designs, please speak to 
the PPS National Marketing Team prior to production. 

Approval for Production Artwork of these will be given 
within 48 hours. 

Amendments to the approved designs or templates are 
asset-dependent and will require a minimum of an 
additional 72 hours or as negotiated with the requestor.

If a design or template does not exist, please consult 
the PPS National Marketing team for assistance. Every 
design—no matter how small—must align with the 
guidelines to ensure consistency across the business.

Additional approval for vehicles, signage,  
uniforms, and PPE

Vehicles, signage, uniforms and PPE differ by service 
line, location and type. Due to the varying requirements 
for this, a controlled avenue is in place to ensure the 
branding for these assets is applied correctly.

The additional pre-approval processes for these 
promote the individuality of our service line logos, 
safeguard the design elements while maintaining the 
visibility of the Programmed masterbrand.

This creates connection and pride for each team 
while presenting us as one unified brand with many 
specialised strengths. It also ensures every outcome 
is both operationally practical and brand-consistent.

For any design requirements relating to these, the 
following must be consulted:

•	 Vehicle signage: Head of Signage Solutions

•	 Building signage: Design Manager, Signage Solutions 

•	 Prior approval from Service Line head must be  
obtained first

•	 Uniforms and PPE: Marketing Manager

Contact details

For more information, please contact:

PPS National Marketing via 
Brand Hub — Marketing Support 
E maintenance.enquiry@programmed.com.au

PPS Appendix

These guidelines have been created 
to support visual consistency across 
all Property Services Service Line and 
Programmed branded experiences.

Please contact the Property Services – National 
Marketing Manager for clarification on any of the 
rules outlined in the Property Services area.

https://programmed.intelligencebank.com/custompage/view/1610b785b15f6f955c6c2014be83da00
https://programmed.intelligencebank.com/custompage/view/1610b785b15f6f955c6c2014be83da00
mailto:maintenance.enquiry%40programmed.com.au?subject=
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Email signatures and banners

The dual service line stacked lockup is only used 
in email signatures and must not be reconstructed 
outside of the supplied email signature files.

PPS Appendix
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Business cardsPPS Appendix
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Uniforms: Corporate

Consistently representing our services

The uniform designs all follow a consistent layout: the 
Programmed Masterbrand on the left hand side and the 
back (if applicable), the service line logo on the right 
hand side, and Zero Harm on the right sleeve. If the 
apparel is sleeveless, the Zero Harm logo appears on 
the back instead of the Programmed Masterbrand.

As a general rule, employee names are not included on 
uniforms. Exceptions are only made at the request of 
customers. Where this applies, please contact National 
Marketing for the correct setup and design to ensure 
alignment with brand standards.

PPS Appendix
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Uniforms and PPE: Commercial PaintingPPS Appendix
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Uniforms and PPE: Open SpacesPPS Appendix
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Uniforms and PPE: Electrical TechnologiesPPS Appendix

These examples are indicative of logos and lockups 
usage only. The colours of logos used should be 
chosen based on highest colour contrast to the 
material of the apparel.
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Uniforms and PPE: Urban Maintenance, VICPPS Appendix

These examples are indicative of logos and lockups 
usage only. The colours of logos used should be 
chosen based on highest colour contrast to the 
material of the apparel.
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Uniforms and PPE: Urban Maintenance, NSWPPS Appendix

These examples are indicative of logos and lockups 
usage only. The colours of logos used should be 
chosen based on highest colour contrast to the 
material of the apparel.
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Uniforms and PPE: Building Projects, Signage SolutionsPPS Appendix
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VehiclesPPS Appendix

For vehicles not included, new designs are to be 
developed by the appointed fleet branding vendor 
and approved by the Head of Signage Solutions, in 
conjunction with the relevant Service Line Head, 
National Marketing, and Fleet.

Every vehicle is a moving billboard. As one of the most 
visible expressions of our brand, signage must always 
be consistent and professional, drawing only from 
approved designs to protect recognition and credibility.

The Head of Signage Solutions is the custodian of 
vehicle signage. They are responsible for leading 
design development, ensuring visual consistency, 
and coordinating with National Marketing for brand 
alignment.

The relevant Service Line Head confirms the design 
meets operational requirements and service-specific 
needs, while Fleet manages the implementation of the 
final approved design.

Approval for new signage requires sign-off from:

•	 Signage Service Line Head – custodian and design lead

•	 Relevant Service Line Head – confirms operational 
requirements

•	 National Marketing – ensures brand alignment

•	 Fleet – implements the approved design

This collaborative process ensures every vehicle reinforces 
the Programmed masterbrand while presenting each 
service line professionally. Each time a new design is 
approved, the Signage Service Line Head updates the 
pre-approved booklet as the single source of truth, with 
updated copies shared with National Marketing and Fleet.

All fleet signage (vehicle, trailers and 
ad-hoc machinery) must be selected 
from the Fleet Branding Options – 
Parts List for their specific vehicle 
type and service line. This is available 
from Fleet or the respective Service 
Line head.
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Vehicles: examplesPPS Appendix

Branding layout on vehicles

Vehicle sides — highlight the service line’s specialist 
services, shown as clear dot points to quickly 
communicate value in-market.

Vehicle backs — list all other service lines, giving 
customers visibility of Programmed’s full capability 
while keeping the focus on the featured service.

Refer to the Parts List booklet for the relevant service 
line for the most updated vehicle designs. These 
booklets are available from the Service Line heads as 
well as Fleet.

Commercial Paint – Toyota Hiace
CP_TH_NZ 01

Building Projects – Mazda BT50 Single Cab with Tray
BP_MAZ_01
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Vehicles: examples cont.PPS Appendix

Branding layout on vehicles

Vehicle sides — highlight the service line’s specialist 
services, shown as clear dot points to quickly 
communicate value in-market.

Vehicle backs — list all other service lines, giving 
customers visibility of Programmed’s full capability 
while keeping the focus on the featured service.

Refer to the Parts List booklet for the relevant service 
line for the most updated vehicle designs. These 
booklets are available from the Service Line heads as 
well as Fleet.

Electrical Technologies – Mazda BT50 Dual Cab with Tub
ET_MAZ_03

Open Space –Mazda BT50 Dual Cab with Canopy
OP_MAZ_04
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Building SignagePPS Appendix

Other elements (such as service line identifiers or 
co-branding for shared sites with other Programmed 
business divisions) may be added in consultation with 
the relevant Service Line Head and local business 
leaders, giving each site flexibility while maintaining a 
unified identity.

The Signage Solutions team is the custodian of  
all exterior signage.

They are responsible for ensuring that designs:

•	 Feature the masterbrand prominently

•	 Balance site-specific needs and service line 
representation

•	 Are practical and fit-for-purpose

Approved designs are then added to a central design 
booklet for future reference and, where applicable, 
consistency across the Property Services network.

Approval and implementation

•	 Signage Solutions – develops and manages design 
options, ensuring masterbrand prominence.

•	 Relevant Service Line Head(s) – provides input to 
reflect operational/service needs.

•	 National Marketing – confirms brand alignment and 
consist

Exterior building signage must always 
feature the Programmed masterbrand 
prominently. This ensures every 
branch or office presents a 
consistent, professional image in the 
community.
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Event signage/bannersPPS Appendix

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as 
well as the intranet.

Front FrontBack Back
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Event signage/bannersPPS Appendix

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as 
well as the intranet.
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Event signage/bannersPPS Appendix

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as 
well as the intranet.



Front Back
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Event signage/bannersPPS Appendix

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as 
well as the intranet.
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Project hoardings, bannersPPS Appendix

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as 
well as the intranet.
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Project hoardings, banners: AUPPS Appendix



187May 2026Programmed Brand Identity Guidelines

Project hoardings, banners: AUPPS Appendix
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Project hoardings, banners: NZPPS Appendix
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Project hoardings, banners: NZPPS Appendix
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Sponsorship banners, advertisements

A catalogue of available templates for these assets 
is available on Brand Hub, the PPS Sales Hub, as well 
as the intranet.

PPS Appendix
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Sponsorship banners, advertisementsPPS Appendix
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Sponsorship banners, advertisementsPPS Appendix
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BrochuresPPS Appendix
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Capability statements, flyers

Programmed beyond painting by using color creatively
to design modern, dynamic learning environments.
From enhancing aesthetics to creating an atmosphere
that supports learning, we help leave a lasting
impression on everyone who enters your school.

Exterior & interior painting
Building & facade repairs
Working at heights
Graffiti removal and anti-graffiti coatings
application
Heritage repaints
Maintenance painting programmes
High pressure cleaning
Carparks & line marking

       Very pleased with what
Programmed delivers. With their
size, they have the ability to work
around our school structure, our
students and they can do the big
jobs on time. I’d be happy to
recommend Programmed to any
other school.

Learn more about our
commitment to excellence
in school maintenance at 
Ballarat Grammar.

Victoria

Ballarat
Grammar

Peter O'Dywer 
Business Manager, 
Ballarat Grammar

Programmed offers specialist painting
professionals to assist with long-term preventative
services and maintenance or one-off projects
delivering longevity and sustainable solutions.

• Brand development and brand strategy
• Building identification and directional signage
• Concept design and artwork
• Protective and industrial coatings
• Modular signage systems
• LED digital directories
• Signage maintenance programmes
• Regulatory approval management
• Signage audits and wayfinding strategies
• Web-based image and project management

Programmed’s intuitive outcome-based intuitive
approach consistently delivers well-presented
horticultural and open space assets all year round.

Grounds and open space infrastructure
maintenance
Mowing, turf and horticulture
Sports fields,and playgrounds
Irrigation and water management
Long term maintenance
Audits
Soil testing
Agronomy

       We sought a programme that
would provide immediate impact
to keep the campus looking fresh,
and with ongoing maintenance, it
consistently remains clean and
vibrant.

Discover our dedication
delivering exceptional 
school maintenance at 
Sacred Heart College.

Western Australia
Sacred Heart College

Steve Martin  
Director of Finance &
Corporate Services,
Sacred Heart College

Programmed provides an exterior and interior painting
maintenance programme at the college. Programmed’s
continual provision of quality maintenance, flexibility,
and professionalism have enabled a positive 
long-term relationship with the College.

Programmed has assisted the College in 
extending the lifespan of its assets across 
both its modern and heritage buildings.

Our team work diligently to preserve 
assets of the College, and the current 
Programme is the continuation of 
consecutive contracts for painting 
maintenance across the 
school’s campuses.

South Australia
Cabra Dominican College

Safe. Stable. Reliable.

1800 620 911
maintenance.enquiry@programmed.com.au
programmed.com.au

Since 1951, Programmed has been satisfying
customers with our comprehensive services
tailored for schools. From interior and
exterior painting to maintenance programs
covering grounds and signage, we’ve been
dedicated to enhancing every facet of the
school environment, guaranteeing lasting
quality and functionality.

PPS Appendix
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Powerpoint templatesPPS Appendix
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Proposal templatesPPS Appendix

Growing in Size and Expertise

7

YEARS EXPERIENCE
Established in 1951

$3.02b

ANNUAL 
REVENUE
FY2022 Revenue 
(Programmed Group)100

BRANCHES
Across Australia and 
New Zealand

70+

LTIFR
Strong safety 
track record

CUSTOMERS
Experience and exposure 
to all kinds of projects and 
in every industry

10000+ 

<2 20,000

STAFF
Readily mobilised for 
projects of any size

Multiservice 

CAPABILITY
Tailored solutions to streamline 
and simplify maintenance.

xxxx Text goes here

xxxx Text goes here

xxxx Text goes here

xxxx Text goes here

xxxx Text goes here

We've been 
simplifying 
maintenance 
since 1951

5V# PNT-4.0-5.24Quote Number:

Dear

Copy relevant 
Address from the 

Assets Section at the 
back o f this presentation

Copy relevant Company 
Details from the 

Assets Section at the 
back o f this presentation

Office Location Line 1
Office Location Line 2
Office Location Line 3

[Date]
[Name]
[Phone Number]
[Fax Number]
[Email]

Company Details Line1
Company Details Line2

ABN Number
URL

[First Name] 

Re: Cost-effective solution for [Customer Name] - Painting Maintenance 

[Customer Name] can very cost-effectively update your property with a repaint. Further maximise your returns on this with 
maintenance that keeps your buildings looking as good as the day they were first painted. Achieve this in a reliable manner, 
where cost, safety and quality are assured so you can freely focus on key business priorities; especially where your property :

1. Refer to the customer’s specific circumstance (e.g. Had its last repaint in XXXX and needs a refresh that will continue to 
look good in the years to come)

2. Refer to the customer’s specific circumstance (e.g. Requires completion in XXX timeframe to meet [why])

3. Refer to the customer’s specific circumstance (e.g. Has multiple buildings in various condition requiring external/internal 
repaints in new/existing colours)

In our meetings, you have frequently mentioned the following:

• Service and finding the right solution

• Cost, affordability and assurance

• Timing, implementation and project management

Programmed Property Services (Programmed) has listened very carefully to you and drawn up this [XX] year maintenance 
program to meet you and your property’s specifically outlined needs. The proposed solution leverages our 70 plus years’ 
experience and capability, which includes solid industry understanding, strong proven delivery and safety track records, read ily 
deployable teams and multi-disciplinary service offerings.

[Quote Number - Insert / Header & Footer]

20 Tantalum Street, 
Beard, 

ACT, 2620

597 Ebden Street, 
South Albury, 

NSW, 2640

Unit 2, 5 Brooks Avenue, 
Wyoming, 

NSW, 2250

AU – ACT – Canberra

AU – NSW – Albury

AU – NSW – Gosford/Wyoming

Unit 1, 33 Crescent Road, 
Newcastle, 
NSW, 2298

AU – NSW – Newcastle

6V# PNT-4.0-5.24Quote Number:

Specifically, the proposal includes the below to assure you of presentation outcomes and longevity, while addressing key 
concerns around cost and affordability:

1. A tailored scope of works to <summary of the works to be undertaken and any additional service>. As a best-fit solution, 
it addresses your outlined site, asset and property needs and is based on actual site surveys and measures of your site to 
confirm requirements, assess risks and provide accurate costs. 

2. [Full repaint and the completion of the bulk of works in Year XX], annual maintenance and amortised costs. With 
costs spread across the maintenance program, you can plan with confidence knowing that repayments are clearly defined 
with the amounts set to suit your budget. The agreement term is strong assurance that Programmed will deliver high levels 
of consistent presentation throughout.

Or [Choose appropriate]
The proposed total cost of $XXX, includes:

a. [a full repaint and completion of the bulk of works required in Year XX] with annual maintenance for [XX] years.

b. Amortised costs. As costs are amortised over the maintenance program, you can plan with confidence knowing that 
repayments are clearly defined with the amounts set to suit your budget. The agreement term is strong assurance 
that Programmed will deliver high levels of consistent presentation throughout.

c. The full support of an engaged delivery team well-experienced in contracts of this size and complexity. 

3. We will fully project-manage the works on your behalf and are known for safely completing large jobs in tight timeframes 
(even short ones). So be assured of timely delivery.

Through it all, Programmed will simplify and streamline maintenance for [Customer Name]. We assign you a single point of 
contact for personal service and continuous communication. This includes being able to incorporate multiple service needs and  
trades (painting, grounds, building projects, fit outs, signage, AV and electrical works etc.) into one cohesive solution to minimise 
risk and procurement time. So, if or when [Customer Name] requires these, let us make it easy for you; just as we will for this 
painting maintenance contract.

To further discuss this proposal, please contact me via mobile 04XX XXX XXX or email (XXX.XXX@programmed.com.au).

Kind regards,

Hugh Woodgate
Regional Manager – Paint

Title I Subtitle

[QuoteNumber - Insert / Header & Footer]

10V# PNT-4.0-5.24Quote Number:

This tailored solution addresses exactly what you have highlighted; and is designed to deliver the specific outcomes you have  
said you’d like to see:

Yours sincerely,

Hugh Woodgate
Regional Manager – Paint

1 Lead with the benefit that your proposal 
feature is able to provide in addressing the 
customer’s particular key requirement/s 

4 On-site safety and the protection of the well-
being of your <e.g. students, staff, 
residents>. Programmed assures you that 
all Programmed staff working on-site will 
have current Working with Children checks

2 Upfront reinstatement and modernisation of 
your <organisation> which a complete full 
repaint across both internal and external 
surfaces and building repairs as per the 
schedule will deliver

5 Safe works completed using leading edge 
HSE management processes, including 
daily JSA /SWMS 

3 Completion of works within the timeframe 
nominated

6 Regular project review meetings conducted 
during repaint works to keep you updated on 
the works.

1 4

2 5

3 6

Programmed simplifies the multiple and concurrent demands of site presentation and performance for you. We will intuitively 
manage, maintain and deliver this on your behalf. 

In over 70 years delivering an array of property maintenance services, we have demonstrated an ability to meet and exceed our  
clients’ expectations. This is a result of our integrity and long term commitment to quality, safety and excellence in service 
delivery. 

Let us do the same for you. Please call me on 0411 205 159 so we can discuss this proposal in greater detail.

Title I Subtitle
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Included within this are:

• Building repairs to refurbish damaged areas due to wear 
and tear, and leaks

• Cleaning and surface preparation and a full repaint the 
external and internal surfaces of buildings A, B & C A

• Dulux specified colour change to modernise the site

• Landscaping of the front entrance to complete the finish

• A payment and property maintenance program option

• Execution in the Spring School holidays to minimise 
inconvenience

1. Contract flexibility – There are no lock-in contracts.  
They are flexible in time, payment structure and scope 
to work so they can be adapted to suit your evolving 
needs throughout the term of the Programme.

2. Total project management with a single point of 
contact - Our programme simplifies maintenance by 
providing you a single contact even if combining multiple 
service requirements; streamlining communication while 
reducing risks and procurement time.

3. Combined services - Programmed is uniquely 
positioned to enable you to bundle multiple service 
requirements as part of a streamlined solution, 
including painting, building works, landscaping, grounds 
and turf solutions, electrical solutions including AV, 
branding and signage.

4. Safety is a priority always - Our safety systems, Safe 
Work Essentials and daily JSEAs are industry-leading 
safety practices. Programmed’s onsite teams are 
appropriately experienced, qualified and hold current 
police and Working with Children clearances.

5. Timely Delivery – Our ability to deploy in-house trades 
teams rather than contractors to deliver most of our 
services drives cost efficiencies, and gives you 
improved operational, safety and procurement 
standards.

Recommendation 

We are recommending a [XX] Year [Programme Name] as 
the most efficient and effective solution for specific outcomes 
you have outlined.

[Programme Name]

The [Programme Name] will enable you to achieve:

• Completion of the works you have requested in 
Year [X]

• On-going preservation of appearance and substrate 
protection through the yearly maintenance specified 
in the Scope of Work, maximising your returns on 
your maintenance dollar

• Ability to spread cost for any upgrading works and 
annual maintenance over the term of the 
programme 

0
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Year 1 Year 2 Year 3 Year 4 Year 5
Work % Cumulative Work % Annually

Year 1 $x00,000

Year 2 $x00,000

Year 3 $x00,000

Year 4 $x00,000

Year 5 $x00,000

Total (exc. GST) $x00,000

Programmed prides itself on building a partnership that 
elevates our customer’s outcomes.

As your painting and property maintenance partner, you can 
leverage the Programmed Difference, assuring you of:

[Quote Number - Insert / Header & Footer]

And – importantly - the underlying confidence you 
get regarding the assurance of continued first-
class building presentation that underpins all our 
maintenance programmes.

108V# PNT-4.0-5.24Quote Number:

Local Procurement – State Based
LOCAL SUPPLIERSSTAT OPTIONS

$XX
annual spend
over the last

years/months
$XX

Materials 
& Supply

Local Fuel 
Provides

Local Trades 
& Hospitality

Local Sub-
contractors

Local Jobs & 
Employment

Supporting 
Local 

Businesses, 
Subcontractors 

& Suppliers

XX$
contribution to 
local economy 

through this 
contract

LOCAL TEAMS

XX full time local 
employment 
opportunities

XX apprenticeships, 
Indigenous 
employment etc. 

XX

local businesses 
supported

Aiming Higher Mentoring Program 
(AHMP) Sponsorship

Disability Support - Wallara
Australia

University of Tasmania 
Scholarship Program

Programmed is proud to sponsor the 
Aiming Higher Mentoring Program at 
Cranbourne East Secondary College. It 
aims to challenge gender stereotypes 
and develop their leadership and peer 
mentoring skills. 

Selena Karlson, who started off as an 
apprentice with Programmed, and who 
is now working with the landscaping 
team in irrigation, attended the event as 
a panel member. She spoke to the 
students about her career journey so 
far, working in a trade with the additional 
commitment of her other career passion 
– playing AFLW football for St Kilda.

Programmed continually exceed the 
social procurement requirements of the 
service contract with Monash University 
for Urban Space Maintenance and 
Management Services.

We recently partnered with Wallara 
Australia to provide outdoor furniture 
cleaning and loose litter management 
services within the grounds of Clayton 
Campus. 

Wallara are a disability Support Service 
organisation that provide land 
management services to a range of 
organisations, both private and 
government.condition reports and 
photos

To help students continue to learn 
throughout the pandemic, Programmed 
announced a scholarship program at the 
University of Tasmania to help support 
students during 2021.

As an equal opportunity employer, 
Programmed recognises a gender gap 
in STEM fields and aims to help close 
this gap in our industry. The 
Programmed Women in Engineering 
Scholarship supports women studying 
electrical or mechanical engineering.

This year, two recipients were chosen 
for their academic ability and 
commitment to building a career in 
engineering.

Click here to read more about the 
scholarship and recipients.

[Quote Number - Insert / Header & Footer]

Expertise that works for 
our partners
Programmed offers the assurance and strength 
of a national footprint, with strong local expertise 
and proven ability

Our customers choose Programmed as a partner 
who is constantly:

Reliable

Easy to deal with 

Innovative and safe, delivering quality 
solutions that change your business

Diversity and Inclusion
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AT PROGRAMMED, WE SEEK A WORKFORCE THAT REPRESENTS THE COMMUNITIES IN WHICH WE LIVE AND WORK IN.

8% women in 
trades employed 
nationally, with a 
+2% increase 
targeted 
year-on-year

Indigenous Engagement

4.6% 
First Nations people 
employed nationally 
exceeding our 4% 
target

Gender Diversity

28% 
women in leadership 
team

36% 
women in workforce

1.3% 
of employees 
identify with a 
disability

Disability Inclusion

Silver member of the Australian Network on Disability and disability access champion through our internal Disability Engagement Network

Premium 
Corporate Member 
of NAWO and 
WORK180 
endorsed gender 
equitable 
employer

Collective commitment 
to spend $3 billion 
over five years to boost First Nations 
businesses, as one of the 16 Raising 
the Bar signatories

Over 3,000 
First Nations 
people employed 
as part of our Target 5,000 initiative 
through to 2026

Creating supplier diversity as a member of Supply Nation (since 2016) and Social 
Traders (Premium Member)
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SERVICES 
• Minor and major capital works
• Refurbishments, reinstatements 

and renovations
• Indoor & outdoor facility design and 

construction
• Carpentry, joinery and partitions
• Space conversions 
• Demolitions, excavation and 

earthworks
• Concrete footings, floor slabs and 

paving
• Structural steelwork
• Brickwork
• Roofing and wall cladding – metal,
• timber, fibre cement

• Aluminium framed glazed 
windows, doors and screens

• Wall and ceiling finishes
• Floor coverings
• Tiling
• Refurbishments and 

Reinstatements
• Space upgrades, conversions & 

modernisation
• Exterior façade enhancements
• Fit Outs
• New Colour Schemes
• Capital Works
• Project & Programme 

management 
• Associated Trades

Experience, insight and the ability to combine industry-
specific knowledge and economies of scale to deliver 
innovative, unique and cost-effective solutions.
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Key benefits
Large team size (easily 
deployable); strong expertise, 
national coverage, local teams

Length of relationships Number of maintenance programmes

Customer names Strong Safety Focus

Industry experience 
Schools, healthcare, Retirement 
Living/Aged Care, Hotels, Body 
Corporate, stadiums, factories

Assets we maintain  
Buildings, steelwork, light 
towers, roofs, floors, carparks,

Specialist services
Abseil, working at heights (EWP), 
washing, heritage works, linemarking

Expertise in comprehensive large-scale 
projects that take brands from good to great.expertise, experience and capacity

Recalibrating
Delivery & Project
Management for
our Partners and
Customers
Capability Overview
July 2024
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1

Proposition / Tag
Benefit Statement

Expertise that 
works for you
lorest arunt, consequ iduscimusam sin et, nitis mosam, nt, 
sus solorrovit hicae ne la sus esevole earis nus sitas 
magnien dandis et andio. Upisimi, cones a veliam, officae. 
Oristo blaborem sedisque occullaborit quundi tem.

Core Competencies/
Capabilities

• Bullet 1 consequ iduscimusam sin, 
nitis mosam, nt lorem ipsum dolor

• Bullet 2 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

• Bullet 3 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

• Bullet 4 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

Key services

• Bullet 1 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

• Bullet 2 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

• Bullet 3 consequ iduscimusam sin, 
nitis mosam, nt, lorem ipsum dolor

• Bullet 4 consequ iduscimusam sin 
nitis mosam, nt, lorem ipsum dolor

Tailored Solutions/
Simplified Implementation 

Proven Results/
Projects examples

Image

Project Name
Short summary lorest arunt, 
consequ idususam sin et, nitis 
mosam, volen.

• One point of contact

• Ability for flex and scale around your 
project and your operational needs. 

• Safety & quality every time

Specialist services

Image

Project Name
Short summary lorest arunt, 
consequ idususam sin et, nitis 
mosam, volen.

National reach – Local delivery 

Why customers 
choose us?

2 lines for 
description

2 lines for 
description

2 lines for 
description

Infographic here
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Complete School
Maintenance Solutions.

Plan now for your next
school holiday works

And the
winner is...

Reliving the
Excitement of the

2025 National Village
Manager Awards

Reliving the
Excitement of the
2025 National Village
Manager Awards

Reliving the
Excitement of the
2025 National Village
Manager Awards

Reliving the Excitement
of the 2025 National
Village Manager Awards

Reliving the
Excitement of the

2025 National Village
Manager Awards

School early planning for us was really important so that we could
achieve all the outcomes we needed for year one in the beginning
stages, I sat down with [the team] and we kind of mapped out what
we would try and achieve through the term breaks....The guys were
really great with that, and we were able to achieve everything we
needed to achieve.

Sherrin Hepworth
— Haileybury Rendall, Facilities Manger

Cost-saving & budgeting
tips from your school
maintenance specalists.
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20+ Years of
Painting Excellence
at Stella Maris, NSW

Reviving Docklands
Waterfront City through 
a 7-Year Maintenance
Programme

Business Update Refurbished, Refreshed &
Ready to Welcome
Danebank Students 
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Linkedin 
Headshot

Linkedin 
Headshot

Linkedin 
Headshot

Linkedin 
Headshot


