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These Pride Mark Guidelines 
form part of the overall  
Brand Botswana platform. 
This document should be 
read in conjunction with the 
Brand Bostwana Blueprint.

This document outlines 
the design guidelines  
for Botswana’s Pride Mark 
and associated brand 
elements. It is to be used 
by designers and other 
individuals implementing 
and using the Pride Mark.  

The contents of the 
guidelines cover all elements 
of the brand required for 
its consistent and most 
expressive application.  
 
Together the components 
seek to be informative, 
inspirational and 
motivational. 
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Introducing the 
Botswana Pride Mark
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Introduction
Background 
& Purpose

The Purpose 
of the Botswana
Pride Mark 

Launched in April 2010, the Botswana 
Pride Mark provides a symbolic 
reference point for projects and  
communications where the purpose 
is an expression of community pride 
within Botswana and internationally.  
It is an expression of the overall essence 
of ‘Pride and Progress’ linked to the  
Brand Botswana Blueprint. 

The Pride Mark symbolises the pride of 
Batswana and acts as a unifying mark for 
all community projects and events that 
are specifically designed to instill pride 
within the local community.  

Each activity or product that carries the Pride 
Mark must clearly support the Essence of Brand 
Botswana, deliver positive social outcomes and 
demonstrate the values of peaceful, progressive, 
trustworthy and inclusive.

Each application to use the Pride Mark will  
be required to show how the proposed product, 
activity or project actively supports each of  
the values. 

Individuals or project leaders can apply to the 
Brand Botswana team for authorised use of  
the Pride Mark.
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Introduction
Colour Inspiration

The colours used in the  
Pride Mark have been 
inspired by the multitude 
of natural wonders found 
across the country.

Refer to pg. 32  for further 
colour information.

Green

Represents growth and the  
lush environment found in  
some parts of the country.

Yellow

Represents optimism 
and positivity.

Blue

Blue is prominent in the 
national flag and represents 
prosperity for all and the significance
of water for Botswana.

Zebra Pattern

This pattern represents the 
zebra, our national pride, which 
forms part of our country’s 
coat of arms. Black and white 
represent racial harmony.

Earth Tones

Represent much of  
the semi-arid Botswana 
landscape – sand dunes, 
hills, rocks and deserts.
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Product:

A product, made in Botswana, which is specifically 
designed to stimulate pride in the community and 
produced in a manner consistent with our values.

Event/Activity/Project: 

A project or event that is designed to build 
community outcomes and express pride in 
Batswana, their community and their country.  
 

Introduction
Categories of Use

Community Group or Collective of people:

An organisation, group of people or whole 
community (e.g. a village committee) that has 
demonstrated over a minimum period of 12 months 
that they have consistently managed/governed 
systems and programmes to grow community  
value and instill pride in the people involved. 

Cultural Expression: 

Any form of cultural expression, such as music, 
digital, visual and performing arts that is inspired 
by a sense of pride in the local community. It would 
be expected that any such cultural expression has 
been created by local talent and targeted primarily 
to an audience within Botswana.

International Pride Expression: 

Organisations, agencies and businesses responsible 
for the international marketing and promotion of 
Botswana products and services, including tourism, 
can apply to use the Pride Mark in recognition of 
proven community development initiatives. 

Categories  
of Use
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Brand 
Botswana 
Context
The Pride Mark is an expression of 
Brand Botswana. It is consistent with 
its overall vision, community objective, 
values, personality and essence.
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Connecting the  
Key Territories

The Brand Botswana essence 
of Pride and Progress acts as 
the critical link between the 
3 territories of expression; 
Trade and Investment, 
Tourism, and Community, 
Culture and Heritage. 

Tourism

Community, 
Culture & 
Heritage

BRAND 
ESSENCE:
Pride and 
Progress

Trade & 
Investment 
(Business) 
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Our Vision  
& Community 
Objective

Our Vision By 2016, Botswana is recognised 
internationally as a developed 
economy and the most attractive 
country within Africa to live,  
visit and conduct business. 

Our Community 
Objective

To unify the national pride of all 
Batswana based on respect, hope 
and ambition towards a common 
goal for the future of our people 
and our country.
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Our Brand Values

The brand  
values are: Peaceful

Inclusive
Trustworthy
Progressive

Our values reflect our beliefs 
and guide how we behave in 
the world. 

Peaceful: We take pride in being a 
peaceful nation.

Inclusive: Our society is built on the 
principles of Botho, the Kgotla system, 
and Therisanyo, which guide our 
personal and business interactions as 
we strive to find new and better ways  
to enhance the lives of all Batswana. 

Trustworthy: We are economically 
and politically stable with a 
democratically elected government 
and good governance structures.

Progressive: We are committed to 
innovation and success, investment 
in knowledge, infrastructure and the 
growth of our community. We aspire 
to be a leading nation – socially, 
politically and economically. 
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Our Brand 
Personality

Friendly: We are always welcoming 
in our interactions with other people. 
We are naturally warm and respectful 
towards others and take pride in 
projecting this warmth to the  
outside world.

Reliable: Our people are consistent 
in their behaviour, providing greater 
reliability in social and business 
communications. This is achieved 
through Botswana’s social, economic 
and political stability which creates  
a safe and secure environment for  
people to live and work. 

Optimism: We believe we can 
make life better for all Batswana 
by cultivating ideas, seeking out 
opportunities and facing the  
future with a positive outlook.

The brand
personality 
traits are:

Thoughtful: We respect the views of 
others. We strive to find new and better 
ways to enhance our society. We act 
with responsibility, accountability  
and a genuine appreciation of our  
role in helping others.

Confident: While committed to 
the principles of democracy and 
consultation, we are decisive and  
clear in our views and keen to present  
a leading position on important issues.

Friendly
Reliable
Optimistic
Thoughtful
Confident

Our brand personality reflects the 
unique attributes that define our 
brand expression – or how  
we connect with others. 
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Our essence sits at the core 
of our brand and our reason 
for being. It supports our 
internal culture and our 
values, and informs the way 
that we behave in the world.

Reasons to 
believe

•      Good governance

•     A stable, independent, democratic government

•   Neutrality - a history of independent and informed 
decision making

•   Productive diamond industry

•   Friendly, open and engaging people

•   The most peaceful country in Africa

•   Economic stability

•   Unique and diverse tourism experiences 

•   Commitment to dialogue and consultation

•   Gender equality

•   High adult literacy rate (81%) 

•   Ongoing success of the beef industry

Our Essence Through our personality 
traits it is expressed to the 
outside world in terms of 
proof points and belief 
statements. These are  
our ‘Reasons to Believe’. 

Pride and ProgressThe essence is:
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The following section is designed 
to help us all understand, embrace
and protect the integrity of the Pride 
Mark. It articulates our core brand assets 
and the rules governing their application 
and use. It will enable us to easily adopt 
and implement the Pride Mark into all 
marketing and communications and 
maintain a consistent look and feel.

The 
Brand 
Tool Kit
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Pride Mark 
Description of 
Components

Tagline

Word Mark

Symbol

The Pride Mark is made  
up of a number of elements: 
the word mark, symbol  
and tagline. 

The word mark consists of 
a uniquely crafted typeface, 
and uses the national colour blue, 
making it a strong identifier 
for the country.

The sun symbol holds positive 
connotations of beauty, 
discovery and light, as well  
as a source of energy, progress 
and growth of the nation.

The tagline instills a sense  
of ownership and pride of the 
Batswana people, yet also talks 
to an international audience.
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Pride Mark
Formats

In addition to the full-colour 
version, the Pride Mark is 
available in mono, black  
or reversed. 

These formats are required 
when printing a black and 
white/limited colour job,  
or when the logo is placed 
over a darker background.

Mono

The mono logo can be produced 
in any of these Brand colours: 
Botswana Blue, Sienna, Orange 
and Gold.

Black/White Reversed
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Pride Mark
Minimum Size

Width

Paper Size Minimum Mark Size
(ISO 216 – A Series) (Width)

A4 45mm
(210 x 297mm)

A5 40mm
(148 x 210mm)

A6 / A7 and smaller 35mm
(105 x 148mm) 

Special Consideration 25mm
For circumstances when the
logo is required at a smaller 
size, eg. web banners,  
the tagline is removed. 
The zebra pattern is also 
replaced with a solid black. 

Use of the Pride Mark  
must follow best practice  
as shown below. 

Minimum size conditions 
ensure reproduction and 
appropriate scale of the  
Pride Mark. 
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Pride Mark 
Exclusion Zone/ 
Clear Space

Clear space ensures the 
impact of the Pride Mark  
is not diminished by being 
crowded by other design 
elements or logos.

height = the height of the word ‘BOTSWANA’

X
X

X
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Pride Mark
Exclusion Zone/ 
Clear Space

Pride Mark on light  
colour background
(The full-colour Pride 
Mark should never  
appear on a brightly 
coloured background)

Examples

Pride Mark (reversed) on  
dark colour photograph

Pride Mark on light  
colour photograph
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Pride Mark 
Usage over Colour 
Backgrounds

The Pride Mark can appear 
over any of the brand 
colours (refer to pg 32 for 
all colour options). When 
placed over a solid colour,  
the logo should not be in 
colour, but instead appear 
in either black or white

Examples
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Pride Mark 
Usage over 
Photography

When the Pride Mark 
is applied directly over 
photography, the mono or 
reversed version should be 
used. The full-colour Pride 
Mark should never be used 
directly over photography. 

It is important that the clear 
space rule is respected and 
the Pride Mark is placed 
in a quiet section of the 
photograph to allow for 
maximum contrast and 
stand out. 

Examples
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Pride Mark
Usage over 
Photography

Examples
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GABORONE CITY 
MARATHON

Pride Mark
Maintaining 
the Mark

It is important that we 
protect our Pride Mark.  
The Pride Mark must  
never be altered, recreated  
or distorted in any way.

Remove any part of the  
Pride Mark

Change any colours or typefaces 
within the Pride Mark

Relocate any elements 
within the Pride Mark

Stretch or skew out of 
proportion

Change the proportions of the 
elements within the Pride Mark

Add any additional text to the 
Pride Mark

Should you ever have 
a specific need that is 
not answered in this 
document please direct 
your request to Botswana Export
Development and Investment Authority
(BEDIA) through the Brand Botswana unit (details pg 3)

Our pride, your destination
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2x

2x

2x

2x

2x

Pride Mark
Co-branding  
with Partners

The following rules  
are a guide to managing 
relationships between 
the Pride Mark and 
its potential partners, 
supporters or related  
organisations. 

In situations where there 
is more than one logo 
supporting or collaborating 
with the Pride Mark, 
consistency and clarity  
are the priority.

LOGO

LOGO

LOGO

LOGO

The rules for scale and 
position are based on  
the Clear Space guidelines 
and a proportionate scaling 
approach. The overall 
volume is the guide to the 
scale of the other logos  
in the lock-up, as shown 
in the diagram below.
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Meta Plus Book Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Meta Plus Bold Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Brand Tool Kit
Typography –

Meta Plus

Meta Plus Book Roman

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Meta Plus Bold Roman

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

The typography operates 
on two levels. The first 
level is the humanist sans 
serif typeface, Meta Plus. 
First released in 1991, the 
typeface is characterised by 
its legibility, neutrality, and 
space-saving qualities. 

The typeface is strong and 
sturdy, powerfully delivering 
messages as a headline 
font, yet also reproducing 
particularly well at a small 
point size, giving it vast 
flexibility.

This neutral typeface  
is highly adaptable and 
suitable for use in print 
communications, online  
and in signage. 

While maintaining clarity,  
the small irregularities of  
the angles and curves  
create a friendly and  
unique personality, and 
compliment the ‘hand crafted’ 
feel of the Pride Mark.

This typeface is primarily used 
for headings, sub-headings 
and statement text.
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Tiempos Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Brand Tool Kit
Typography –

Tiempos Regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Tiempos Semibold

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Tiempos Semibold Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+

Tiempos was originally 
designed for a Spanish 
newspaper redesign. It 
is characterised by the 
sturdy serifs and the 
robust skeleton. 

It’s sharp without being shrill 
or brittle, with snug spacing 
to optimise copyfit. The 
lengthened ascenders and 
descenders aim to strike a 
balance between practicality 
and elegance.

Tiempos

Tiempos works well 
alongside the primary 
typeface Meta Plus. 

This style of typography is 
used in body copy, campaign 
statements and ‘pull-outs’.
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Brand Tool Kit
Primary Colour 
Palette

The use of colour is an 
important element of any 
brand expression. The use 
of colour helps to convey 
our brand’s uniqueness  
and personality.

The colour palette of the 
Pride Mark brand has been 
derived from the logo. The 
array of colours each hold 
special meaning, having 
been inspired by the culture, 
landscape and heritage  
of the country. 

For the colours to work 
together as a family and 
provide impact and clarity in 
communication, there must 
be careful consideration of 
scale and proportion  
of colour.
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This diagram represents the 
proportional colour usage of 
the colour palette. Blue is the 
dominant colour, backed by 
the rich earth tones. Green is 
used sparingly.

Brand Tool Kit
Primary Colour 
Palette
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Brand Colour

PMS 2925c, 299u

PMS 131c, 124u

PMS 144c, 144u

PMS 476c, 476u

PMS 7526c, 471u

PMS 116c, 115u

PMS 166c, 166u

PMS 362c, 362u

PMS Pro. Black C, 
PMS Black u

C 84
M 21
Y 0
K 0

C 3
M 36
Y 100
K 6

C 0
M 52
Y 100
K 0

C 32
M 67
Y 63
K 78

C 10
M 78
Y 100
K 46

C 0
M 12
Y 100
K 0

C 0
M 74
Y 100
K 0

C 78
M 2
Y 98
K 9

C 0
M 0
Y 0
K 100

R 0
G 152
B 219
HTML 0098DB

R 206
G 142
B 0
HTML CE8E00

R 233
G 131
B 0
HTML E98300

R 76
G 51
B 39
HTML 4C3327

R 141
G 60
B 30
HTML 8D3C1E

R 254
G 203
B 0
HTML FECB00

R 224
G 82
B 6
HTML E05206

R 63
G 156
B 53
HTML 3F9C35

R 30
G 30
B 30
HTML 1E1E1E

Pantone Matching 
System (PMS)
– Coated ref. (c) 
– Uncoated ref. (u) 

CMYK RGB / HTML

Botswana Blue

Botswana Gold

Botswana Orange

Botswana Brown

Botswana Sienna

Botswana Yellow

Botswana Sunset

Botswana Green

Botswana Black

Accurate representation  
of these colours is critical  
to building brand awareness 
and reinforcing Botswana’s 
ownership of this colour 
palette.

The table below outlines the 
PMS/CMYK & RGB breakdowns 
of the Pride Mark’s primary 
colour palette. 

Note: Colours may vary 
depending on paper stock 
and printer. Please match  
as closely as possible to 
PMS Coated swatches.

Brand Tool Kit
Primary Colour 
Palette
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Tints of the Primary Brand 
Colours are allowed for use 
in items such as diagrams 
and charts. The light end of 
the spectrum should never 
be used for text.  

Text should always be 50% 
tint or greater.

100% 70% 50% 30%

Brand Tool Kit
Primary Colour 
Palette
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The colour palette is 
broad and rich, however 
this diversity needs to be 
managed to ensure brand 
strength.

The below palette 
combinations can be used as 
a guide for choosing colours, 
and proportional usage.

Palette 01

Palette 02

Palette 03

Botswana 
Blue

Botswana 
Blue

Botswana 
Blue

Botswana 
Gold

Botswana 
Sienna

Botswana 
Brown

Botswana 
Brown

Botswana 
Yellow

Botswana 
Sunset

Brand Tool Kit
Colour Use Systems

We recommend only using 
three colours within an 
application to give strength 
and consistency to the Pride 
Mark communications. 
 
The common colour across 
each of these scenarios is 
Botswana Blue. 
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Palette 04

Palette 05

Palette 06

Botswana 
Sienna

Botswana 
Gold

Botswana 
Orange

Botswana 
Blue

Botswana 
Sienna

Botswana 
Brown

Botswana 
Green

Botswana 
Blue

Botswana 
Blue

Brand Tool Kit
Colour Use Systems
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Brand Tool Kit
Secondary Colour 
Palette

In addition to the primary 
Pride Mark brand colours 
is an extended palette or 
secondary palette. 

These colours are shared by all 
three territories of expression; 
Trade and Investment, 
Tourism, and Community, 
Culture and Heritage. 

Brand Botswana (Pride & Progress) Colour Palette

Primary Pride Mark Colour Palette
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Secondary Pride Mark Colour Palette
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Brand 
Applications

This section shows examples of the 
application of The Pride Mark across 
different mediums. It includes print 
material, web, promotional material 
and events. 
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Brand Applications
Print / Marketing

Our Pride Mark
What it means for you

Using the Mark

The Pride Mark is symbolic of an

active commitment by an individual 

or group in Botswana to outcomes that 

instil pride in the community. 

Each activity or product that carries 

the Mark must clearly support the 

essence of Brand Botswana and 

the values of peaceful, progressive,

trustworthy and inclusive.

Applications to use the ‘Pride Mark’ 

must be lodged through the Brand 

Botswana Office of the Botswana

Export Development and Investment 

Authority (BEDIA).

For further information contact:

[insert contact details]

Our Pride Mark
What it means for you

Using the Mark

The Pride Mark is symbolic of an

active commitment by an individual 

or group in Botswana to outcomes that 

instil pride in the community. 

Each activity or product that carries 

the Mark must clearly support the 

essence of Brand Botswana and 

the values of peaceful, progressive, 

trustworthy and inclusive.

Applications to use the ‘Pride Mark’

must be lodged through the Brand

Botswana Office of the Botswana

Export Development and Investment 

Authority (BEDIA). 

For further information contact:

[insert contact details]

Our Pride Mark
What it means for you

Each activity or product that carries 

the Mark must clearly support the 

essence of Brand Botswana and 

the values of peaceful, progressive,

trustworthy and inclusive.

Applications to use the ‘Pride Mark’ 

must be lodged through the Brand

Botswana Office of the Botswana

Export Development and Investment

Authority (BEDIA). 

Using the Mark

The Pride Mark is symbolic of an

active commitment by an individual 

or group in Botswana to outcomes that

instil pride in the community. 

For further information contact:

[insert contact details] 

Our Pride Mark
What it means for you

Brochure
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Brand Applications
Print / Marketing

Celebrating our people 
our culture, our heritage 
& our future

Our new pride mark celebrates the national pride of all Batswana, 
a pride based on respect, hope and ambition towards a common 
goal for the future of our people and our country; a symbol of pride 
in the community.

Celebrating our people 
our culture, our heritage 
& our future

Our new pride mark celebrates the national pride of all Batswana, 
a pride based on respect, hope and ambition towards a common 
goal for the future of our people and our country; a symbol of pride 
in the community.

Posters
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Website

Register / Sign In

ABOUT     NEWS    HELP    CONTACT     Search

© BOTSWANA Pride 2010

PRODUCTS
receps, nu quam. Sentris 
tantrav ericave ssedemus.

COMMUNITY
receps, nu quam. Sentris 
tantrav ericave ssedemus.

BUSINESS
receps, nu quam. Sentris 
tantrav ericave ssedemus.

SERVICES
receps, nu quam. Sentris 
tantrav ericave ssedemus.

Celebrating
Our People 
Our Culture  
Our Heritage 
& Our Future
Our new pride mark 
celebrates the national 
pride of all Batswana, a 
pride based on respect, 
hope and ambition 
towards a common goal 
for the future of our 
people and our country; 
a symbol of pride in the 
community.

Brand Applications
Online
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Brand Applications
Promotional items

Carry bag

Front Back

T-shirt
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Swing-tags

Celebrating our people, our culture, 
our heritage & our future

Our new pride mark celebrates the national pride of all 
Batswana, a pride based on respect, hope and ambition 
towards a common goal for the future of our people and 
our country; a symbol of pride in the community.

Brand Applications
Product
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Celebrating our people 
our culture, our heritage 
& our future

Our new pride mark celebrates the national pride of all Batswana, a 
pride based on respect, hope and ambition towards a common goal 
for the future of our people and our country; a symbol of pride in the 
community.

Celebrating our people 
our culture, our heritage 
& our future

Our new pride mark celebrates the national pride of all Batswana, a pride 
based on respect, hope and ambition towards a common goal for the 
future of our people and our country; a symbol of pride in the community.

CD Front

35mm

CD Back

Music CD

Brand Applications
Product
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Music Festival

Soccer Team

Brand Applications
Cultural Expression

Brand Applications
Community Group
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Tertiary Education Open Day

Brand Applications
Event / Activity / 
Project

Education 
Showcase

Local Art 
Exhibition






