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Our tone of voice is the
expression and embodiment of
our organisation’s personality,
beliefs and values.
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About our Tone of Voice Guide
Our tone of voice is the expression and
embodiment of our organisation’s
personality, beliefs and values.

What shapes our tone
of voice?

Our voice should be reflected in all we
do - not just in written communications, but
also in how we speak to our customers, chat
online and in person - in a tone relevant to
who we are talking to.

Our Y National Brand Architecture
- released and endorsed by the
Movement in November 2019 provides the foundations for our tone
of voice. It outlines our belief, our
character, our foundations, our areas
of focus and our desired actions.

Our voice should be evident in every
interaction, across all audiences staff, volunteers, customers, partners
and communities. The tone should be
appropriate for everyone, building familiarity
and awareness of who we are in all our
interactions.
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Our National Brand Architecture
OUR BELIEF
We believe in the power of inspired young people!

OUR CHARACTER

Above all, the Y as an organization
must be seen to be heroic, creative
and nurturing.

OUR FOUNDATIONS

We are influenced by a global mission
to provide opportunities for all to grow
in body, mind and spirit – based on
Christian values.

OUR FOCUS

For young people we focus on
healthy living, empowerment and
social impact.

OUR ACTIONS

We must support young people
to be heard and give them a
trusted place to turn to.

OUR CYCLE OF IMPACT
AND INSPIRATION

Believing in the power of inspired young
people means we must embrace a cycle
of impact and inspiration supporting
children to grow into inspired young
people and helping adults inspire and
support them. Though our activities may
be varied, we are united by our positive
impact on young people.

ADULTS

CHILDREN

We enrich the lives of
children and inspire
them to reach their
potential

YOUNG PEOPLE

are our primary focus
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Through our work with adults
we will provide opportunities
for them to inspire young
people and/or be
inspired by them
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About our brand
We exist because we believe young people are
powerful when they are inspired. As such, we are
all about finding ways to ensure that happens.
We want our communities to see young people as
we do – as the powerful change makers they can
be when empowered and listened to – but the truth
is, society often unknowingly disempowers young
people by not listening or not respecting their
worth or holding them back.
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That’s why we always act through our
deeply held belief that when young
people are empowered and heard, they
are inspiring.
It drives all we do. We’re here for young
people and ultimately, we want people
to say “I must have a Y in my community
because of what it stands for, and what
it does for young people.”

As such our voice must always be
fearless, competent and agile in
supporting and championing young
people’s value to society, however our
voice will adapt depending on our
audience.
We must be the brand that stands
for young people and holds society
accountable to its actions.

For that to happen, above all, we must
be relevant to the truths of the broader
community as they see young people
and we must be heroic, creative and
nurturing in our efforts and in our
character traits.
Our actions must support all young
people to be heard and valued, across
all our sectors, products and services
while providing a trusted place to come
to – whether this is in a physical
or online space.
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Why does tone
of voice matter and
what’s ours?
Tone of voice is the style of language used
by an organisation in its communication. It
shapes a message by looking at what is said,
as well as how it is said.
A distinct and recognisable tone of voice
can strengthen an organisation’s impact
by engaging stakeholders and making
communications more meaningful.
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Tone of voice is no less important than
our visual identity guidelines and should
be considered when creating all forms
of written and verbal communications.
It is valued so highly, it forms part of our
brand guidelines.
The tone of voice is important because,
as a diverse organisation competing for
customers and volunteers, we need to
be distinctive and consistent.
We are unique, and we need to be seen
this way. Our distinctive tone of voice
helps us achieve this.
However, as a tool, tone of voice
cannot be used alone. It covers three
approaches the Y uses to demonstrate
our ‘point of difference’. These are:

1. How we behave:
Our programs, services, campaigns,
initiatives and events.
2. How we look:
Our visual identity – design elements,
typography, colours, use of logo.
3. How we speak:
The tone of voice in our
communication and marketing
materials.

In harmony
To achieve maximum impact, we need
to make sure the tone of voice across all
these approaches are aligned and are
consistent.
This will ensure all our communications
sound like they are coming from the
one organisation – not a selection of
independent entities.

When we get it right,
the results are:
Consistency – our personality or
‘point of difference’ shines through.
Understanding – every message is
expressed easily.
Engagement – our communications
are meaningful for our audiences and
result in action.
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Creative

Heroic

We are heroic and this drives us to
stand to right wrongs, fight with and
for young people by amplifying their
voices and providing a platform for
them to be heard, to move society to
act.

We are creative and this drives
us to be visionary and innovative
in finding solutions to societal
issues that systemically disempower
or disadvantage young people.

Character of how we act:
The Creator: Imaginative,
inventive and driven to build
things of enduring meaning
and value.

Character of how we act...
The Hero: On a mission to make the
world a better place, the Hero
is courageous, bold and
inspirational.

Nurturing

We are caring and nurturing in all
we do, as a not for profit organisation
with a clear social purpose.

Character of how we act:

Our brand voice
in a nutshell

The Nurturer: Protects and cares for
others, is compassionate, nurturing
and generous.

Our brand is also positively associated with fun
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Heroic

What it means to be...
Heroic
Being heroic drives us to stand to right
wrongs, fight for young people who
need a voice and move society to act.

When should we speak with a
heroic tone?
When we advocate with and
for young people on issues of
importance to them.
When we speak with government,
partners or media about our goals for
a better society for children or young
people (from a national level).

National Treasurer Tom Stephenson, at age 29, challenging Y leaders around the world by calling
out an injustice at the Y175 global gathering in London, 2019 – “if we believe in young people why
don’t we have more young people involved in governance at their Ys”.

For all of our service lines, Recreation,
Children’s services and Youth
services.
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Heroic

Example
Thousands of Australians across over 100
locations will take part in a global strike to
demand stronger action on climate change.
Many young people will be leading this
action, with hundreds of countries to be
part of some of the biggest environmental
protests in history.
The Y stands for empowering young people
and believes in their right to be heard on
issues that affect them.
(Example: from a National media release)
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Creative

What it means to be...
Creative
Being creative drives us to be visionary
and innovative in finding solutions
to societal issues that systemically
disempower or disadvantage young
people.

When should we be creative
in our voice?
When campaigning on behalf of
young people or when young people
are campaigning themselves

The #YWeAreHere for Young People national campaign is an example of creatively
hearing from young people on issues of concern to them.

For all of our service lines –
Recreation, Children’s Services and
Youth Services
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Creative
SHOP GOGGLES

Example
Goggles - Forget 2020 vision, this year’s been
a bust – underwater vision is where it’s at.
Shop goggles here.
Hoodies - Clothing is pretty essential, make
sure you’re covered. Shop clothing here.

SHOP CLOTHING

The Y Crayon Set - Hours of entertainment,
the world is a canvas. Goes great on paper or
those freshly painted walls.
(Example: from Y Gear product ad for social media)
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Our Humour
We know that our brand is positively
associated with fun. The ‘YMCA song’
has got something to do with that, and
we shouldn’t back away from humour
and friendliness in our tone, particularly
when connecting and communicating
with our customers and young people.
We know that humour is a great
communication tool. In keeping with
the principle of being “cool” and less
corporate sounding and looking, our
tone of voice of should reflect this.

We are:
Clever but never unkind (our humour
is not at the expense of others)
Witty when appropriate but not corny
Always friendly, and not sarcastic
Respectful of others
Professional at all times

When might we add some fun
to our tone?
When we are communicating
with young people
When we are communicating with
our health club customers
When we have positive ‘regular
everyday’ news to celebrate
On digital platforms that are
designed for engagement
with young people
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Nurturing

What it means to be...
Nurturing
We are caring and nurturing in all we do,
as a not for profit organisation with a clear
social purpose.

When might we use a caring and
nurturing voice?
Being caring and nurturing are elements
in our tone that we must always seek to
include, even when our primary drive is
to be heroic or creative. We can never
forget the importance of empathy.
We must always seek to try to stand in
the shoes of others and acknowledge
their particular struggles, barriers or
ideas. In all our communications, we
must be inclusive.
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Nurturing

Example
YMCA centres are offering free access to students
currently completing their Year 12 exams.
‘Take the Pressure Off’ is a Y initiative designed to
give students the opportunity to stay active and
keep their wellbeing in mind during stressful exam
periods. Alice, a HSC student, said the free gym
access enabled her to add more structure to her
study routine when she participated last year.
(Example: from an Association Media Release)
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Our lingo and how
we use it

Rule of thumb...
treat others the
way you want to
be treated

At the Y, we say it as it is. There’s no need
for cliches, complex copy or conversations.
Simple works best for our communities,
customers and service lines.
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We are positive:

Write about what things are, rather than what they are
not e.g. try to avoid statements that start with ‘don’t’ or
‘not’ and the words ‘just’ and ‘only’. For instance, writing
‘apply by’ rather than ‘applications close’ is shorter and
more positive.

We’re inclusive:

Move toward gender inclusive language – use ‘all’ or
‘everyone’ instead of ‘guys’.
Best practice recommends we use neutral terms like
‘everyone’ or ‘people’ ‘educators’ and ‘team’. To be
inclusive of staff and clients who identify as gender
fluid or trans, try to move away from binary normative
identity (eg. men/women) to describe activities/a
collective or nouns.
It’s also respectful to communicate your pronouns
“e.g. my pronouns are she/her etc.”

We respect:

We value all ages and stages, and we don’t want
to create an ‘us and them’ culture – instead, an
intergenerational leadership culture.
We acknowledge the traditional indigenous owners of
the land.
When lobbying government, we are respectful and
nonpartisan. We work with all levels of government,
and can be heroic, whilst respectful while we stand for
young people. We don’t bring our own political views
into communications.

We’re authentic

It’s important to just be yourself. Our humour should
never be at the expense of others – individuals or
groups. And if it’s not natural for you to be witty, don’t
force it. Being friendly trumps everything else.
When in doubt, do a sense check with your trusted
colleagues. If it doesn’t feel right, it probably isn’t.

We are personal: Never ‘Dear Valued Customer’ – if we don’t know your
name, you can’t be valued.
It takes extra time to prepare personally-tailored
information, but when you can do it, it’s well worth the
investment.
We use:

We behave:

‘Young People’ instead of ‘Youth’ (unless it’s
a program or descriptive name – e.g. Youth
Parliament, youth leadership, youth empowerment
etc.). Note: when we are talking to young people we
don’t refer to them as young people but rather “you”.
Children rather than kids or little ones.
OSHC in some states and OOSHC in others (for
Outside School Hours Care).
Childcare (one word) in some states, child care
(two words) in others. National Government uses
childcare (one word).
LGBTIQA+ Community.
No swearing
No racism
No bigotry
No ableism/ableist language
No transphobia/homophobia/xenophobia
No anti-religious sentiments/language
Rule of thumb – treat others the way you want to
be treated
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Bringing it to life
Attributes of our tone:
Playful
Light-hearted
Short and to the point at times
Positive
On-trend
Upbeat
Welcoming
Inclusive
Progressive/modern
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Heroic

IS
Respectful, active (not passive)
voice; honest, upfront, clear,
consistent, transparent, sincere,
real, puts the customer at
the heart of the message /
the communication (walks in
their shoes), understands the
audience/who they are talking to
(young people, parents, partners,
government); taking responsibility;
positivity – avoid statements
starting with ‘don’t’ or ‘not’, avoid
‘just’ and ‘only’, consider ‘apply by’
rather than ‘applications close’.

ISN’T

Creative

Nurturing

IS

IS

Light-hearted, uses emoji’s and
language that connects with our
younger audience - “You totes get
it, right?” - quirky not extreme.

ISN’T
Irrational, irresponsible, too
complicated, illegal, conventional,
trying too hard, words that
are too ‘clever’ and not in our
common language spoken to/
by ordinary people (don’t use
words you need a dictionary to
understand), avoid clichés.

Empathetic, caring, explains
things clearly, honest, considered
language, no ageism, no racism,
gender inclusive language,
no stereotypes, careful use of
pronouns (not ‘him’ or ‘her’ but
‘they’), genuine empathy, we are
personal (don’t use Dear Valued
Customer) etc.

ISN’T
Baby talk, dumbing things down,
dismissive, complicating things so
they are hard to understand.

Egotistical, arrogant, chest
beating, trying to justify
something when it’s not the
truth or whole truth, hiding
behind something when the
message is difficult.
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Our tone of voice
for different
audiences
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Y Communities

Recreation

Audience

Tone

Short & Long Form Examples

Our staff &
volunteers

Nurturing, Creative • Job ad. Click here
and Fun
• Welcome note to new staff.
Click here

Our contract
partners

Heroic and
Nurturing

• Letter or email. Click here

Government and
other partners

Heroic and
Nurturing

• Media Release. Click here

Y Communities
(internal &
external)

Heroic, Nurturing,
Creative

• Social media post. Click here

Creative, Fun

• Social media post. Click here

• Letter or email. Click here

Audience

Tone

Health Club
members

Nurturing, Creative • Social media post. Click here
and Fun
• Social media post. Click here
• Website news article. Click
here

Camps

Heroic, Nurturing,
Creative and Fun

Disability Services

Nurturing, Creative • Link to video here
• Link to video here
• Website article or media
release. Click here

• Ads for website or social
media. Click here
Heroic & Nurturing

• Social media post. Click here
• Media release. Click here

• School holiday camp
welcome card (for ages 8 to
12). Click here
• Post-camp participant
survey (for ages 12-13). Click
here

• Submission. Click here

• Social media post. Click here

Short & Long Form Examples

To see all of these examples in one document - click here
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Youth Services

Children’s Services

Audience

Tone

Short & Long Form Examples

Audience

Tone

Short & Long Form Examples

Young people

Heroic, Nurturing,
Creative

• Media release or website
news item. Click here

Children

Nurturing and
Creative Tone

• Link to video here

• Website article. Click here
• Website article. Link here
• Social media post. Click here

• Social media post. Click here
Children

• Social media post. Click here
• Social media post. Click here
• Video. Click here
Young people

Creative and
Fun Tone

• Website. Click here

• Link to video here

Parents of
children in Y
programs or
services

Creative and
Fun Tone

• Link to video here

Nurturing Tone

• Website article. Click here

• Link to video here

• Social media post. Click here
• Website article or social
media post. Click here
• Video. Click here
• Invitation to parents.
Click here
• Thank you letter to parent/
guardian (one child
attending). Click here

To see all of these examples in one document, please click here.
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Resources
Other key reference
brand resources:
National Brand Architecture see full
Brand Guidelines
CLICK HERE

Youth Voice, Intergenerational
Leadership and Body Mind Spirit.
Click under - Principle and Practice
Statements

Our Manifesto

CLICK HERE
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