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Web Content Guidelines
Content guidelines for authors of ABS web content

Version 1.0

Getting started

Great website content comes from focussing on our users and following some simple principles.

Useful content resources

Other resources available to assist you produce web content

IPE User guide (/statistics/standards/internal-publishing-environment-user-guide/version-10) - Provides content approvers and authors
information on how to use the internal publishing environment. 

IPE Learning  (https://learning.abs.gov.au/course/view.php?id=1244) - Capability Plus module which includes an eLearning module and

training scenarios

Australian Government Style Manual (https://www.stylemanual.gov.au/about-style-manual)  - The standard for Australian government
writing and editing

Who to contact for support

Any content related queries you can contact Dissemination Customer Support via the following channels

Skype the chat room: Client open Forum: Dissemination Customer Support (ma-chan://abs.gov.au/1fb09120-0aab-4e62-899b-
ce68be987ff4)  (8.30am - 4.30pm weekdays)
Email: Dissemination Customer Support WDB (mailto:Dissemination Customer Support WDB)

Feedback and comments

Web content guidelines are evolving and frequently updated. You should check back in regularly.

If you have any feedback or suggestions, please email them to Web Content Guidelines feedback (mailto:Dissemination Customer Support
WDB?subject=Web Content Guidelines feedback) 

 

Writing guides
ABS writing style

This writing guide provides advice on how to prepare your content for the ABS Website.

It uses the concepts of

Accessibility
Plain English
Active language
Structured content

It aligns with the Australian Government Style Manual  (https://www.stylemanual.gov.au/) 

Plain English
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Plain English

Plain English is using simple, and direct language to explain complex things.

There is lots of information in the Australian Government Style Manual (https://www.stylemanual.gov.au/writing-and-designing-content/clear-
language-and-writing-style/plain-language-and-word-choice) . 

Reduce risk of misunderstanding

Use language everybody can understand, even statistical experts prefer plain English. Our customers often describe our pages as ‘full of
jargon’.
If you can, test your writing with someone who isn’t familiar with your topic.
Avoid acronyms and technical terms. Use simple terms and explain those terms in the methodology.
Remember, we all want to understand what we’re reading the first time, even academics.

Easier to find

Most people use search, either directly on our website or a search engine. We need to be writing with simple language to help them find
what they need.

What to avoid
Avoid italics and bold. Sentences in bold or italics are harder to read.
Avoid abbreviations such as eg, ie and etc. Use ‘for example’.

Sentence case
Write headings in sentence case

It is easier to read sentence case than all capitals
Avoid colons where possible

Use capitals for single entities

Use of capitals for single entities such as specific people, places, things or ideas. Includes names of organisations, geographical areas, policies
and programs.

Examples

2021 Census
Australian Business Register
Economic Unit Model
Greater Sydney
Aboriginal and Torres Strait Islander people

Common nouns

Do not use capitals for common nouns such as classes of entities, they name generic people, places, things or ideas. This includes statistical

concepts

Examples

relative standard error (RSE)
clerical and administrative workers

Don't capitalise second references to proper nouns

Do not capitalise when writing about a proper noun or when using it as a second reference.

Examples

The register...
The model...
historical censuses

After colons

Do not capitalise when writing about a proper noun or when using it as a second reference.

Examples

https://www.stylemanual.gov.au/writing-and-designing-content/clear-language-and-writing-style/plain-language-and-word-choice
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Enhancing the CPI: a roadmap

Active language
Active voice and direct language

Active voice describes the situation from the perspective of the person or object that acts. Look for the use of ‘by’ in your sentences and see if
there is a more direct approach.

In 2017, it was most likely that jam would be eaten by people aged 15-20. (passive)
In 2017, people aged 15-20 ate the most jam. (active)

 
Know what you are trying to say, and edit your work ruthlessly. Avoid terms that extend your sentence needlessly.

Example

A brief summary is needed owing to the fact that each and every person doesn’t have the time to read long sentences.

Can be shortened to:

People don't have time to read long sentences, so they need a summary.

See the Australian Government Style Manual (https://www.stylemanual.gov.au/writing-and-designing-content/clear-language-and-writing-
style/sentences#use_active_voice)  on active voice

Headings
Simple and effective headings

Headings exist to help navigation.
Users are scanning and headings are the easiest way to find your way around a page.
Keep it short, but accurately describe the content in each section.
Every sentence should fit under a heading somewhere on the page.
Use headings often and use language the user understands, not jargon and acronyms.

 

Heading Levels

A hierarchy of headings helps people to find content. They are especially important for screen reader users.

Available heading levels

H1 Content title
The title of the product.  Appears at the top of the webpage and is defined in IPE in the Title field of the content type. 
H2 Sections headings
These headings create the On this page menu on the left side of the screen.  Use them to break your content down into related pieces of
information.   
H3 Subsections
They are added as subsections. They can be fixed or collapsible in IPE
H4 Sub headings
Use of these should be minimised as a simpler structure is easier to read.
H5 Sub headings
This level is only to be used for very complex content such as concepts, sources and methods.

Do not skip heading levels

Maintaining the heading hierarchy helps people to scan the content. Screen readers users also rely on this hierarchy.

https://www.stylemanual.gov.au/writing-and-designing-content/clear-language-and-writing-style/sentences#use_active_voice
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Heading structure in IPE

H4 Sub headings are not to be used in collapsible sections

All H4 level headings within a collapsible should be entered as H4 Subsections. This is in order to maintain the correct hierarchy to meet
accessibility requirements.

Social statistics

Categories could include:

Key statistics
Age
Gender
Education
Employment
Health

Economic statistics

Categories could include:

Key statistics
Quarterly change
Annual change
States and territories
Job vacancies by industry.

Punctuation
Full stops

Full stops mark the end of a sentence. Users need them to scan text easily.

Dot points that are full sentences need a full stop. Dot points in a fragmented list get a full stop at the end of the final dot point.

Example of full sentences
To write well:

Use everyday words.
Learn about the words people use.
Choose simple words, not complicated expressions.

Example of fragmented list
The committee met yesterday. It discussed:
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office space
working hours
managers’ salaries.

Do not use a full stop after a web or email address if it’s part of a sentence fragment or on a line by itself. 

Example
Website: department.gov.au
Email: example@department.gov.au

More details on full stops can be found in the Australian Government Style Manual (https://www.stylemanual.gov.au/grammar-punctuation-
and-conventions/punctuation-and-capitalisation/full-stops) 

Colon

Use a colon to introduce examples, contrasts, lists and block quotes. Only use a colon if it is needed.

When writing a list, use lower case following the colon.

Example
The participation rate:

remained at 1%
increased to 10% for women
decreased to 5% for men.

Don’t include a colon when the list flows on as part of a full sentence.

Pick any 2 of low price, high speed and high quality.
The requirements for the position are strong communication skills and experience across content management platforms.

More details on colons can be found in the Australian Government Style Manual (https://www.stylemanual.gov.au/grammar-punctuation-and-
conventions/punctuation-and-capitalisation/colons) 

Paragraphs and bullet points
Paragraphs

Most people do not read long paragraphs in detail.
People scan content quickly for key words and figures.
Short paragraphs and bullet points are easier to scan than long, dense paragraphs of text.

The most scannable way to write content

Write short paragraphs (no more than 3 sentences) that focus on one idea. 
Put the most relevant information first in every sentence and paragraph.
Lists should be presented in bullet points - use a lead in sentence.
Figures presented first, followed by analysis/narrative.
Narratives can be in short paragraphs.

Use structure and language to make reading easier

Use informative headings and subheadings
Use plain English and active voice
Front load key information
Avoid repetition 

Not all content should be placed into bullet points

Website users rarely read full paragraphs from beginning to end. They often scan for key words to find the answer they are looking for.
However some analysis is best left in paragraphs. Aim for less than 20 words per sentence and keep to one thought or point per sentence.

Bullet point lists

Bullet point lists are easier to scan for key information than paragraphs of text.

All lists should be in bullet points.
Use lead in sentences to add context and avoid repetition of words.

https://www.stylemanual.gov.au/grammar-punctuation-and-conventions/punctuation-and-capitalisation/full-stops
https://www.stylemanual.gov.au/grammar-punctuation-and-conventions/punctuation-and-capitalisation/colons
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Every bullet point should focus on a single idea.
Only use one level of bullet points (no bullets within bullets).
Keep lists short (aim for no more than 5 points).
 

Punctuation

In sentence style bullet points, capitalise the first word only and use a full stop at the end of each sentence. 
In fragment lists, use a full stop on the final bullet point.
In stand-alone lists, don't use any full stops.

More detail on the punctuation of list can be found in the Australian Government Style Manual (https://www.stylemanual.gov.au/structuring-

content/lists#punctuate_lists_according_to_style) .

When the sentence before the bullet points contributes to the list sentences don't use:

capitals at the start of each line
‘and’
'or'
semicolons (;)
commas (,)
 

Use bullet points to list information

They are easier to read than paragraphs of text. 

Instead of:

Attending classical music concerts was one event where a significantly greater proportion of older people attended: 14% of people aged 65 to
74 years and 10% of people aged 75 years and over, compared with 6% of 15-17 year olds.

Try this:

More older people attended classical music concerts compared to younger people.

14.1% were 65 to 74 years old.
1 in 10 (10%) were 75 years old and over.
6% were 15 to 17 years old.
 

Social Statistics
Begin the sentence with a fraction (such as ‘one in four’) and follow it up with a percentage in brackets (25%).
Avoid comparing fractions unless they have the same denominator. For example: 1 in 5 people x, compared to 3 in 4 who y.
Fractions are more relatable to the reader and help them understand the relevance to them.
Avoid using multiple figures in brackets (for example, percentage and number of people) as it breaks up the flow of the sentence.
Percentage is better than number of people.
Provide the main statistics upfront and make comparisons after. One statistic is easier to read and comprehend than a comparison of two.

Example

Almost two-thirds (63.4%) of adults were overweight or obese.

70.8% of men and 56.3% of women.
79.4% of men and 65.7% of women aged 45 year and over.
63.4% of adults in 2015 compared to 56.3% in 1995.
 

Economic statistics

The most important data for economic users is the change. Provide this as simply and clearly as possible. Key changes (month / quarter / year)
in short bullet points first, followed by a simple table that highlights changes since the last release.

Examples

The main contributors are:

2.5% rise in property rates and charges 
3.0% rise in gas and other household fuels  

https://www.stylemanual.gov.au/structuring-content/lists#punctuate_lists_according_to_style
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2.3% rise in water and sewerage.

This is the lowest September quarter rise since 1998 and is due to modest changes:

0.7% rise in utilities  
0.1% rise in rents 
0.2% fall in new dwelling purchased by owner-occupiers.
 

What not to do

You should not have a list of items within a single bullet point, this information can be better presented as a lead sentence followed by bullet
point list as shown above.

The main contributors to the rise in the housing group are property rates and charges (+2.5%), gas and other household fuels (+3.0%) and
water and sewerage (+2.3%). 
This is the lowest September quarter rise since 1998 and is due to subdued rises in utilities (+0.7%) and rents (+0.1%), while new dwelling
purchased by owner-occupiers fell 0.2%. 
September quarters typically observe annual price changes in property rates and charges. The modest rise in property rates and charges
reflects rate caps in some capital cities and a lower inflationary environment. 
The main partially offsetting contributor is a 0.7% fall in electricity. The introduction of the Default Market Offer (DMO) and Victorian Default
Offer (VDO) to replace standing offers in the eastern capital cities contributed to the fall. 
 

Names and terms
Names and terms

It is important to check official sources for correct names and terms.  Use consistent capitalisation and punctuation.

Australian place names

Using official Australian place names and styling them correctly helps to communicate more clearly. 

Examples:

Shortened forms for states and territories such as NSW, Vic, Qld, WA, SA, Tas, ACT, NT. Do not use a full stop after the shortened forms
unless it ends a setence.
Use capitals for names of places, roads and streets.

 

Government terms

Use capitals only for formal names and titles of government entities and office holders. Use lower case for generic references.

Examples:

For departments and agencies, use capital letters only for the formal names such as the Victorian Government, Department of Defence,
Federal Court of Australia
For government programs and agreements, use capitals for the full names such as the Artesian Basin Initiative, Consumer Price Index
For heads of state and prime ministers, use capitals for the formal and abbreviated titles of current heads of state such as Prime Minister of
Australia or PM

 

Organisation names

Organisations determine how their names should be spelled and punctuated. Write the name as the organisation writes it. For examples, eBay,
State Library Victoria, Meat & Livestock Australia, United Nations Educational, Scientific and Cultural Organization.

The For more detail on names and terms see the Australian Government Style Manual (https://www.stylemanual.gov.au/grammar-punctuation-

and-conventions/names-and-terms) 

Meaningful links
Precise links

Make the destination of the link clear.

https://www.stylemanual.gov.au/grammar-punctuation-and-conventions/names-and-terms
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When linking to related information, hyperlink a key word or phrase within the sentence. 
Don’t use vague terms such as “click here” or “read more”.
Don’t make the link text too long. 

 

Anchor links

When referencing content on another page, you can link directly to the relevant heading on that page.

For information on creating anchor links refer to the IPE User guide (https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-
publishing-environment-user-guide/version-10/linking#other-options) .

Numbers and measurement in text
Percentages

The standard approach is to show percentages to one decimal place.

This recommendation is flexible and you should use your judgement to decide what is best for your data. You can round to whole numbers or
include one more decimal place if appropriate.

Remain consistent throughout the page.

Large numbers

Add a comma between the third and fourth digit from the right for numbers 1,000 and above.

Write 'million' rather than digits for large, rounded numbers. For example:

10 to 9,999
10,000 to 1 million

Abbreviate in headings, tables and graphics— 1km, 2m, 3bn, 4tn.

Use digits instead of words where possible, they are easier to read on a screen than words. It is acceptable to start a sentence with a number,
percentage or fraction.

Use symbols for common units of measurement

You don’t need to spell out units of measurement, even for the first use, if they’re well known. For example:

‘mm’ for millimetres
‘cm’ for centimetres
‘km’ for kilometres

For a complete guide to numbers and measurements refer to the Australian Government Style Manual
(https://www.stylemanual.gov.au/grammar-punctuation-and-conventions/numbers-and-measurements) .

Replacing FAQ page
Avoid questions as headings

Reading questions are more work for customers

They take longer to scan and understand than simple headings
Key information is usually at the end of the question. 

What to do instead
Bring key words to the front
Change your question to a short, simple statement that broadly describes the content underneath.
 

Avoid FAQ pages

Where complex information and concepts need to be explained, it should be done within the content.
Customers generally don't like to use help pages.

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/linking#other-options
https://www.stylemanual.gov.au/grammar-punctuation-and-conventions/numbers-and-measurements
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The customer has to make a conscious choice to search for their question on a different page - this buries rather than surfaces key
information.

A more in-depth discussion of issues when using FAQ format is contained in the article Infrequently asked questions about FAQ pages
(https://www.stylemanual.gov.au/blog/infrequently-asked-questions-about-faq-pages) 

Website content types
Existing content types

Content types are used to group similar content and provide the structure of the website.

The table below provides a listing of available content types and examples of when to use them.

https://www.stylemanual.gov.au/blog/infrequently-asked-questions-about-faq-pages
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Content
Template

Examples when to use Additional information

Topic

Used when releasing statistics with key points, important

findings and data. A topic is the old ‘main features’ in
WCA.

A statistical release based on a theme and reference period,

usually released regularly. It show cases key points and

statistical analysis supported with data.

A ‘Topic’ (e.g. Job Vacancies) is connected to one of the

website’s ‘themes’ (e.g. Labour) and a parent topic (e.g.
Employment and Unemployment).

Typical audience could include education/research based users
(students, researchers and teachers/lecturers etc.), media and

government.

Methodology

Methodology was previously called Explanatory notes.

Describes the methods and practices used to collect,

process, prepare and release information.

Very detailed information explaining the methods and

practices used to collect, calculate and analyse the data that

are used to develop Articles and statistical releases.

Typically appeals to audiences interested in the granular details

behind a statistics release such as education/research based

users (students, researchers and teachers/lecturers etc.).

Story
Linked to a social media post or when promoting the

ABS.

A short and engaging time related piece of content used to

promote the ABS, and is usually linked to ABS social media
posts.

Typical audience could include the broad public.

Media Release
The media release presents the most noteworthy

statistics from Topic.

Journalists want a high level summary of statistical information

that impacts the community.

Media
Statements

Used to present our response to, or in anticipation of a
media article.

 

Article

Previously known as Feature article. Used when subject

matter areas want to provide more detailed content to

data users.

In depth analysis on a statistical release. More detailed than a

topic page.

Typical audiences could include users specifically interested in

the details behind the Topic/statistics release and Story such as

education/research based users (students, researchers and

teachers/lecturers etc.), media and government.

Standard
A set of rules that govern the way certain data are

collected, produced and disseminated.

Typical audiences could include niche and targeted users

interested in statistical background and detail such as

education/research based users (students, researchers and
teachers/lecturers etc.), media and government.

Research
Used when wanting to inform users of changes and

statistical developments.

Content, including public engagement outcomes, research

findings or conference materials, to inform proposed ABS

statistical developments and decisions. Typical audiences could

include education/research based users (students, researchers

and teachers/lecturers etc.), media, government and users
specifically interested in statistical background and detail.

About Creating ‘About Us’ content.
The information is timeless and details what the ABS’ purpose,
role and responsibilities are, and outlines its vision. Typical

audience could include general public, media and government.

Release Links IPE to Release Approval System (RAS). Links a statistical release to the release calendar on the

website. Is the means by which a group of statistical content is

linked together via common metadata.
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Content
Template

Examples when to use Additional information

Is an internal publishing tool and does not have an audience.

Topic page
Purpose of a topic page

Users want a single page with all the information they need on a particular topic so they can easily find, understand and use information.

This is achieved by providing:

A high level overview of findings
Displays the most sought after information
The page navigation allows users to see what is on the page at a glance and jump to relevant headings quickly
Provides pathways to more detailed data
Designed to be useful for high skilled, technical users as well as those with no statistical knowledge or low literacy levels

Topics pages are best suited to

Releasing statistics with key points, important findings and data. 
A statistical release based on a theme and reference period, usually released regularly. It show cases key points and statistical analysis
supported with data.
A ‘Topic’ (e.g. Job Vacancies) is connected to one of the website’s ‘themes’ (e.g. Labour) and a parent topic (e.g. Employment and
Unemployment).
Typical audience could include education/research based users (students, researchers and teachers/lecturers etc.), media and government.

Writing topics page content

Keep all 'like' content together in one place, users should not need to jump between different sections to get a full picture.
Graphs and images should support and summarise the written content. We recommend a maximum of one graph per heading if possible. 
Tables, graphs and images, should be simple, concise and be interpreted at a glance. 

Detailed guide and checklist

This guide will help you meet the following recommendations for topics pages:

Contains high-level summary and analysis only
Page description includes the search terms used by customers
Headings are easy to scan, understand and navigate
Key statistics reflect the most sought after information
Content is scannable using plain English, bullet points and short paragraphs
Tables, graphs and images are easy to understand and accessible

Topic page structure
Topic titles (Product name)

Easy to understand, scannable and use plain English
Written in sentence case (unless it is a proper name)
Australia, catalogue numbers, release dates and collection method (for example, survey) should not be included in the title
Geographical references should only be used in an established title (Australian National Accounts) or where essential to the release
(Integrated water accounts for the Canberra region)
Titles should never include acronyms

Heading Level 2 (H2) structure

Use this guide to order heading structures on your topics page. 

An H2 will appear in the left hand navigation so should be succinct and designed to help users navigate the page. Too few means the user is
not aware of the different sections in the release. Too many or too complex creates cognitive overload where users can't determine where the
information they need is presented.

The Headings (https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/web-content-guidelines/version-10/writing-guides/headings)
section of this guide provide more details on heading levels

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/web-content-guidelines/version-10/writing-guides/headings
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(only if required) Use a call out box after Key statistics to highlight major changes or promote new articles or spotlights - then anchor link to
relevant section below data downloads.

Key statistics

Their value

A short summary of the key findings at the top of the page
Key statistics are the most sought after information that your customers are after
Key statistics feature on all topic pages
Highlights the most important information, or most significant change since the previous release
Option to include a summary table
Aids users understanding of the type of content covered on the page

Writing key statistics

Up to four bullet points that highlight the most important items or changes in the release (300 character limit)
A lead in sentence if needed
Use short sentences to make it easier to scan and understand
Front load statistics in fractions followed by the percentage when relevant. E.g. 'Three in four (75%) defendants were male'
Can include a table to show high level overview, or changes since last release.

Recommend

One of the key statistics should be used to create the headline for the latest releases section of the homepage.
Key stats can also be shown in the media release. 

For sensitive business areas either:

Use the statistics you would have normally included in the media release
Use the same type statistics for each release, to be impartial



29/08/2023, 15:12 Web Content Guidelines, Version 1.0 | Australian Bureau of Statistics

https://mirror.test.abs.gov.au/book/export/35799/print 13/43

Example CPI
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Example religion

Commentary sections, graphs and tables
Information about the data in this release. Any non-data information should be placed below data downloads
Section headings divide content up into sections to help readers scan

Examples:

Quarterly/Annual change
States and territories 
Aboriginal and Torres Strait Islander people
Gender
Employment
Health
Industry
 

Interactive map

Only if required

An interactive map can display more complex information at a wide range of geographic scales. 
Users can also zoom into areas of interest for closer examination, and interactive with the map to receive additional information and
statistics. 

Relevant Web content guideline 
 

Data downloads
Only create one data downloads section. Call it 'Data downloads'. Add subsections if you need to categorise the data.
Add a callout box identifying any future additional data which will be released later on the same Topic page
For more details view the Data downloads (/statistics/standards/web-content-guidelines/version-10/internal-publishing-features-and-
sections-content-guides/data-downloads) section of this guide 

https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/internal-publishing-features-and-sections-content-guides/data-downloads
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Changes in this release

Only used when there are changes in relation to this issue or notes about the data you need users to be aware of.

Add in relevant collapsible sections/H3 as needed, for example:

Suspension of trend estimates
Update to seasonal adjustment methods
Re-referencing of chain volume estimates
Managing the impact of COVID-19
Changes to industry groups
Updates to classifications
Revisions

If there are changes identified in a previous release which continue to affect this release it should be added into Methodology as ongoing data
collection and processing detail.

 

Post release changes

To advise users about changes to this issue after it was published. This information was previously placed in history of changes.
Don't create this as a collapsable section.
Only include changes to the most recent release. Previous changes needs to go in the methodology history of changes.
Keep information concise.
 

Related releases

An optional section for areas whose users often jump to other relevant releases for context.

This heading should be in its own section (h2). The related releases list should include:
Maximum of 5 related topics pages (Linking to large amounts of products makes them all feel less relevant as it comes across as an index of
all products).
Do not use a collapsable section.
Make the page title a hyperlink to the product
Include a short, one sentence blurb (can be the page description) of the product to aid in user in understand what that page is about.
Put the section after the data downloads near the end of the page.

Examples

Methodology

This is a system set link to the relevant methodology page
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Example of methodology

Articles

This is a system set link to relevant article which creates tile link at the end of the product

Example of media article tile

Media releases

This is a system set link to relevant media release which creates tile link at the end of the product

Example of media release tile

Headings not to include

Catalogue numbers - instead use an H3 at the bottom of the page, under the last H2. Note this is being phased out.
Survey material - this must go in methodology
Forthcoming issues - already contained under future releases

Methodology
Purpose

Methodology pages support topics by providing users with important information on how the release is created together with other contextual
information. They need to allow users to broadly understand the statistics provided.

Creating a methodology

Just as with other content, write as simply as possible without losing statistical rigour.  You may be required to define certain technical phrases
in call out boxes and in the glossary.

Keep the needs of your customers in mind. They are here to complete a task, so present the information in a way to help them do this.

Paragraph numbering is not required.

Incorporate dot point lists when helpful.

Structure

Use the heading structure shown below to organise your methodology content.
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Most of the content you would expect to see about the methods will fit under Data collection, Processing the data and Data release. You can
also include additional headings for content that doesn't fit easily into these categories. Other sections shown can be incorporated as useful
and relevant.

Overview/Introduction

Your methodology overview will appear here if you have chosen to use it for your release.

For more on how to correctly create one, see the Methodology overview guide (/statistics/standards/web-content-guidelines/version-10/ipe-
features-and-sections/methodology-overview) .

If you're not using the feature, you can include a short introduction for your survey or program.

 

Data collection

Include information relating to how the data is collected in this section.

The following are examples of subheadings that will fit here, but you may want to include others as appropriate.

Scope
Source
Sample design
Collection method
Target population and statistical units
Response rates
Questionnaire
Prompt cards

If you include survey materials like a questionnaire, you will need to create a data downloads subsection.

Processing the data

Use this section for any information relating to how the data is processed.

The following are examples of potential subheadings:

Weighting
Estimation methods
Seasonal adjustement and trend estimation
Imputation
Rounding
Aggregation
Suppression
Data validation
Revisions

Data release

Include any information about the release of the data here.

Examples of subheadings include:

Release strategy
Survey output
Data item list
Confidentiality
Reliability
Accuracy

If you want to include a data item list, you will need to create a data downloads subsection.

Choice for author to add headings

Add any headings that don't fit into how the data is collected, processed and released.

Some examples may include:

a subject needing special attention

https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/ipe-features-and-sections/methodology-overview
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topics from the collection
Concepts, sources and methods
standards and classifications.

If you are linking to another publication, provide a brief description and its relevance to this release.

Example:

Quality declaration

A Quality declaration is no longer a requirement of methodology.

Author areas can determine if using this format would be useful for users.

If you remove it, include any important information elsewhere in the methodology.

If using a Quality declaration section:

create a section (H2 heading) "Quality declaration"
use collapsibles for subsections
include it before History of changes in the on this page menu.

Quality declaration example

History of changes

Describe significant changes to the collection methodology and when occurred.

Important changes include:

if the publication is new
changes in order of significance
gaps in the series.

Glossary

List your technical terms, definitions and acronyms used in this section. It can also include formulas and equations.

Present it as a collapsible section titled 'Show all', with each term as a separate subsection within the collapsible.
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Example:

Abbreviations

Include abbreviations in a collapsible section using a table, as shown below.

Example:

Appendices

Include any other additional information that might be relevant to your methodology, such as additional research.

Article
Purpose of articles

You can use them to explain:

More in depth analysis of underlying factors for a topic
Why the changes are important / significant
Why we collect information
Historical context (e.g. 70 years of CPI)

How to write an article

All content on the website should follow the web content guidelines.

Highlight your key findings and most important information first, so readers can find them quickly. They can then go deeper into the
content if they want to.
Articles have section headings just like topics pages, to divide up your content into scannable sections
Use plain English to make your content more user friendly. 
You can use a call out box to help readers understand definitions or contextual information.

Story
Story guide

Stories are short (300 – 800 words) engaging pieces that are relatable and conversational in tone
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They can provide a link between our social media channels and the website
They provide a space to promote interesting findings and facts pulled from the data.
Use active language and plain English when writing stories, just like other content types.

Purpose

ABS users have a desire for content that is interesting to them and relatable. Stories are where business areas can promote their value,
provide informative entertainment and write relatable content. 
Users want our statistics to be explained to them in a way that is personally relevant and to understand why the data are important.
Our internal motivation may be to promote the value of our statistics or increase understanding in the general community. 
Enhancing our interactions with users through channels like stories develops community trust. This enhances our ability to collect high
quality information with better response rates from participants.

Example concepts for stories
Relatable explanations of data / change (how is it relevant to me)
Media stories (the narrative of the content)
Longitudinal stories (history of topic)
Social media engagement pieces
Educational case studies

Media Release
What is it?

Journalists want a high level summary of statistical information that impacts the community 

Content that highlights key ABS information 
May include quotes from ABS spokespeople
Provides pathways to more information (topics page)

Concept sources and methods, standards and classifications
Purpose

Present findings first and analysis afterwards (this can be done in an executive summary)
Ask yourself - what is the goal of the user when accessing this content? How can you help them achieve it as quickly as possible.
Be short and concise where possible, explaining complicated terms as required (definitions in context (/statistics/standards/web-content-
guidelines/version-10/definitions-context) and call out box (/statistics/standards/web-content-guidelines/version-10/internal-publishing-
environment-ipe-features-and-sections-content-guides/callout-box) will help). 
Use intelligent heading structures that allow users to quickly find the section most relevant to them.
Accordions and subsection headings can be used to hold more in-depth information that users can find by scanning.
Put content in dot points where possible.
Content still needs to be written in a way that is accessible, this includes any use of graphs, charts and images.

Guiding principles

By follow these principals you are:

decreasing the risk of misinterpretation
building trust through improved reader experience
being more transparent as your content is more easily understood
increasing the likelihood people will actually read the content, and not make 'best guess' assumptions because content is too hard to find,
or understand. (This happens more than you would like to think with ABS content).
adding value your whole product, the data you provide is only as useful as your readers ability to understand and interpret it.

Principle 1

CSM users are looking for answers to questions, building their understanding of your product through searching. This means they will be
scanning and skipping through your content to find what they need. They will not be reading content in the order you have written it. To aid
them in their ability to find the content they need you should:

Use short clear headings, people are likely to 'CTRL F' their way through content as it is often long and complex.
Present lists in bullet points
Avoid essay style writing formats, use short, to the point language instead.
Use the reverse pyramid approach to authoring, with your most sought after and valuable content first, then more depth and detail
afterwards.

https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/definitions-context
https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/internal-publishing-environment-ipe-features-and-sections-content-guides/callout-box
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Principle 2

CSM users are using this content in relation to their employment or work. If they are working for a government organisation, in academia or in

private industry. Just like you or I, they are time poor and want to understand answers to the questions quickly and easily.

Use simple plain English whenever possible. Although most of your readers more than capable of understanding complex statistical jargon,
its easier to read, interpret and understand plain English making their job easier.
Avoid acronyms, and where you must use them, never assume the reader understands them.
Avoid repetition, when someone reads the same thing in two places they are more likely to start skipping through content as it frustrates
time poor people. This makes it harder for them to find what they actually need.

Principle 3

CSMs are complex in nature, and it is not uncommon for our key stakeholders at other government departments to not fully understand our
content. We have found this to be the case with a number of ABS products.

When explaining complex content keep sentences short and concise (aim for 20 words or less). This decreases the cognitive drain on the
reader
Ensure paragraphs are short and to the point.
Again where possible use plain English and avoid acronyms

By follow these principals you are:

decreasing the risk of misinterpretation
building trust through improved reader experience
being more transparent as your content is more easily understood
increasing the likelihood people will actually read the content, and not make 'best guess' assumptions because content is too hard to find,
or understand. (This happens more than you would like to think with ABS content).
adding value your whole product, the data you provide is only as useful as your readers ability to understand and interpret it.

Understanding statistics
When are they useful

To explain technical or complex terms or ideas to help our users understand the content on the website.
To answer common questions that users have about products, such as methodological or theoretical explanations.

Writing understanding statistics

Break down content into paragraphs with simple, scannable headings, like all content on the website. Users do not read from beginning to
end, they look for the answer they think they need, and then leave.
Front load content with the most relevant sought after information up front, followed by more in depth analysis and explanation if required.
Write lists in bullet point format, and keep sentences to less than 20 words each.
Avoid using FAQs. Instead, write answers to important questions using appropriate structure and headings where the user will expect to find
them.
 

Important caveats and short falls of understanding pages:

Don't use understanding statistics pages to explain the nuances between a number of similar collections. 

Research and best practice for website content tells us that users tend to only read answers caveats for content in context of the content they

wanted to find.  If it is not evident on the topic page what the data should be used for, the content on that page should be adjusted.

Remember that users take the first best answer they find. If context and caveats are required to use the data properly, most users will not go to
the understanding statistics section to check. As it requires the reader to know that they are not using it correctly for them to seek our the

correct use and application of the data.

This is the case, regardless of the statistical literacy of the user. There are cases of major government stakeholders using the wrong data set due
to a lack of understanding in the nuance between similar collections. As a rule of thumb, business areas should assume no one out side of the

ABS fully understands the complex nuances of the different collections.
 

IPE features and sections
The internal publishing environment (IPE) has features that you can use to develop your content

Collapsible content sections 
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Data downloads 
Sections (H2s) and subsections (H3s) 
Heading Level 2 (H2) Structure 
Callout box 
Promoting significant changes 
Related information 
 

Technical assistance

For technical assistance on how to implement these features in your product refer to the latest version of IPE User Guide (https://author-
mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10) . 

Please note the user guide is updated regularly with new features and functionalities. 

Collapsible content
Purpose

Users want to quickly scan for meaningful content. 
Users who need to access more detailed content or further breakdowns can expand the headings.
They enable users to self select the level of detail they need, as all information is not relevant to every user.
They are used to aid scanning and should not hide large blocks of text as a way to reduce page size and scrolling. 

How to use

Place the most sought after information above the collapsible section.
They work best for subheadings repeated throughout your content (for example: sex, age, industry category or state and territory
breakdowns). 
Use a meaningful heading to describe the content contained in your collapsible section. 
Content within a collapsible section still needs to follow the web content guidelines (using plain English, short paragraphs and bullet points).
As a general rule, avoid placing graphs, tables and images in collapsible sections. 

Examples

Industry category

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10
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Geographical categories

Abbreviation and Glossary

Data downloads
Data downloads structure

Only one data downloads section per page called 'Data downloads'
Add subsections if you need to categorise the data. E.g. If you have more than 10 files, consider categorising.
Create subsections by file type OR subject. E.g:
File type = Data cubes or Time series spreadsheets
Subject = Employment/ Hours worked/ Underemployment etc.
If you have ABS.Stat/Data explorer links, they should be in a subsection within Data downloads. (see ABS.Stat/Data explorer section below)

Note: For economic releases, ensure your stakeholders are aware of any changes being made to your spreadsheets (title, layout, formatting

etc.).

Data downloads by subject
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File names

File names should be consistent with previous publications 
The File naming conventions (https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-
guide/version-10/data-downloads#file-naming-conventions)  section of the IPE user guide provides more details on naming conventions.

Title

Short heading that describes the main data in the file

Should help the user find the data most relevant to what they want
Be as precise as possible
Don't use ABS language or jargon
May be reflective/similar to the headings on the page

Description

A brief summary of the variables in the spreadsheet

Try to keep it under 150 characters, as people struggle to scan large blocks of text
Should give users more context of what is in the file to help them decide which one to download

Excel file type

Is .xlsx - for information on how to upload files please read the IPE user guide

Consolidating your data

Data spreadsheets should be put together in a way that is easy and logical for users
We should be reviewing our data releases regularly, rather than continuing to do the same or add to what was done last time

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/data-downloads#file-naming-conventions
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Data Explorer
If your data is available in Data Explorer, links should be provided to datasets in the Data downloads section
Data Explorer links should be provided under an addition subsection (h3) at the end of the Data downloads section. 
Each link should also have a very short description of variables that are used or the data displayed when you open the link.
If your data isn't available in Data Explorer, you can still include a link to the Data Explorer home page as a pathway for users (see below for
an example).

Linking to Data Explorer

Authors should:

1. Add a text subsection called- Data Explorer datasets
2.  Add a Callout subsection with the following text-

Caution: Data in Data Explorer is currently released after the 11:30am release on the ABS website. Please check the reference period when
using Data Explorer.

3. Include a link to the Data Explorer user guide
For information on Data Explorer and how it works, see the Data Explorer user guide (https://www.abs.gov.au/about/data-services/data-
explorer/data-explorer-user-guide)

4. Add links to datasets in Data Explorer with descriptions of variables

Example of Data explorer section

Instructions for setting up Data Explorer links

Data Explorer has persistent URLs that can link directly to custom data tables, including any filtering of data and customising of rows, columns,
etc. You can create any custom tables you want in Data Explorer, then copy the URL into IPE as a persistent link. Your Data Explorer tables will

be updated automatically with any new or corrected data in the future.

If you need any assistance in setting up your Data Explorer links, please email Data_APIs@abs.gov.au (Data_APIs@abs.gov.au)  and the APIs
team can assist you.

1. Open Data Explorer (https://explore.data.abs.gov.au/ ) , publically available
2. Browse or search for your data.  You can search for the name of your Topic page or your catalogue number. 
3. Your dataset will open with a default view. If you wish to link to this view, simply copy the URL and paste it into IPE

https://www.abs.gov.au/about/data-services/data-explorer/data-explorer-user-guide
https://mirror.test.abs.gov.au/book/export/35799/Data_APIs@abs.gov.au
https://explore.data.abs.gov.au/%C2%A0
https://www.abs.gov.au/about/data-services/data-explorer-user-guide/exploring-data
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4. You can use the links on the left hand side of Data Explorer to filter what data is displayed. Detailed instructions are available in the Data
Explorer User Guide. (https://www.abs.gov.au/about/data-services/data-explorer-user-guide/exploring-data)

5. Ensure you do not set an 'End' time period when filtering your table as this will prevent it updating when future data is released.
6. Don't make your table too big or it won't display all available data. You will see a yellow warning symbol near the table title if you exceed

the maximum table size (a few thousand observations)
7. Use the Customise tab above the table to change the layout such as what is in the rows and columns.  Detailed instructions are available in

the Data Explorer User Guide (https://www.abs.gov.au/about/data-services/data-explorer-user-guide/exploring-data) .
8. Once you are happy with your table, copy the URL from your web browser and paste it into IPE.  Make sure you set the link text to a

description of the data in your table.
9. You can then return to Data Explorer and customise the table again to generate a new link to a different view of your data if you wish.

Linking to the Data Explorer home page

If your data isn't available in Data Explorer, links can still be provided in the Data downloads section to create a pathway for users. See the
Linking data explorer example below:

1. Add a Callout subsection after their excel files as demonstrated below:
2. In the title field of the callout add the following text

Create your own tables and visualisations

3. In the text field of the callout add the following
We provide access to a number of other datasets for you to create your own tables and make visualisations.
See what's available in Data Explorer (https://explore.data.abs.gov.au/) .
Caution: Data in Data Explorer is currently released after the 11:30am release on the ABS website. Please check the reference period when
using Data Explorer.
For information on Data Explorer and how it works, see the Data Explorer user guide. (https://www.abs.gov.au/about/data-services/data-
explorer/data-explorer-user-guide)  

Example of linking to the Data Explorer home page

Sections (h2) and subsections
Section heading

Section headings divide content up into sections to help readers scan for what they need as easily as possible. Section headings feature on the
left-hand navigation.

Headings:

Are short, simple and accurate, describing the content underneath.
Are understandable to everyone. Use language the user understands not internal ABS language.     
Reflect the reader’s priority of what is most relevant.

https://www.abs.gov.au/about/data-services/data-explorer-user-guide/exploring-data
https://www.abs.gov.au/about/data-services/data-explorer-user-guide/exploring-data
https://explore.data.abs.gov.au/
https://www.abs.gov.au/about/data-services/data-explorer/data-explorer-user-guide
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Logically divide up information, such as location, time and relevant subject matter breakdowns. 
Help scanning by making it easier to navigate through the page.

Avoid questions as headings

Reading questions are more work for customers

Questions take longer to scan and understand than simple headings
This of often because the key information is placed at the end of the question. 

What to do instead:

Bring the key words to the front
Change your question to a short, simple statement that broadly describes the content underneath. 

Examples

Customers often look for certain types of information. It is recommended that authors use the following headings when relevant to help
customers find what they need:

Geographical Breakdown:

States and Territories 
Capital cities
Rural/ remoteness areas

People or cultural breakdowns

Aboriginal and Torres Strait Islander people
Not citizens etc.
Age
Gender

Changes over time

Quarterly change
Yearly change
Trends and estimates

Statistical specific

Employment
Health
Education
Job vacancies by industry

Callout box
Callout box

 A blue box that highlights important information for the reader help them understand the content and statistics on the page.
Ensure users are aware of qualifying and critical information in context

When and how to use callout boxes correctly

Callout boxes can be used at the page or section levels.

These boxes can be used to:

Allow the author to use replace a complex term with a simplified term used throughout the page.
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Highlight when sought after content isn't available.
Highlight when there is information that the user needs to know to interpret the content correctly.
Highlights any majors changes, adjustments and/or corrections to the release

To keep the boxes small and less intrusive, authors can:

Provide links to further detail in the methodology
Use intext definition over definitions?

Important to remember

Never used to highlight data
Callout boxes should be used sparingly and only when necessary. If too many callout boxes are used on the same page, it will distract users
and diminish their value.
When required, a callout box can be used after the key statistics on a topic page to aid the user in understanding the content.

Promoting significant changes
Communicating changes

Ensure readers stay informed of collection changes and have a consist experience across collections.

Change in the way data is presented

Explain the details of the change in an article
The explanation should answer any questions users may have about the change.  These questions should be answered in statements (see
FAQ guide (/statistics/standards/web-content-guidelines/version-10/writing-guides/replacing-faq-page) )
Reference the article using a call out box at the top of the topics page 
For example - the suspension of trend estimates

Change in methodology (How the data is collected processed or released)

High impact changes use a callout box on topics page that links to methodology page
Low impact changes should be placed in the methodology page under the history of changes

Example

Having something short and succinct users are less likely to skip over it.

Definitions in context
Purpose of definitions in context

Easy to understand definitions help users understand content without going further to seek clarification.

Only create a definition when really necessary

Definitions in context can be used when a plain English alternative to a statistical or technical term doesn't exist and it is not understood in the
broader community. 

https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/writing-guides/replacing-faq-page
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Best practice

Use plain English as your first choice

Be sure there really are no plain English equivalents to your term before creating a definition.
Plain English terms are more accessible and inclusive than technical terms for our users.

Create concise definitions and use them sparingly

Definitions need to be as short as possible. The feature has a 250 character limit but they can be shorter.
Aim to make your definitions clear and concise. Use the simplest possible words. 
For reoccurring terms, apply a definition the first time it appears in a H2 section. Only reapply the definition once per H2 section after this.
Use definitions consistently, don't use different definitions for the same terms.

Avoid creating confusing definitions

Technical, complex or uncommon language blocks understanding, use simple language.
Don't use definitions that need more definitions to understand. For more information visit Government Style Manual for Defining words:
harder than it sounds (https://www.stylemanual.gov.au/blog/defining-words-harder-it-sounds)
If you find you need to define a lot of terms, this is a sign that your content needs to be developed. For support with content
development contact the Content design team (mailto:Dissemination Customer Support WDB?subject=Content development support) .

Don't use the feature for other purposes

The definitions in context feature is not for:

Spelling out acronyms
Providing contextual information
Defining technical terms which have plain English alternatives.

Examples

Income unit:

A group of two or more people who usually live in the same household and are related to each other through a couple relationship or

parent/dependent child relationship; or a lone person who is not party to either such relationship.

Independent schools:

Schools associated to religious (excluding Catholicism) or non-religious bodies, or are entirely independent from government administration.

Inflation:

Increase in prices over time.

Seasonally adjusted:

Removes seasonal price changes in goods and services to make trends more accurate and clear. 

Examples of what not to do

Inflation

The phenomenon where, in the economy, the purchasing power for goods and services diminishes with ongoing time progression.

Unnecessary words and complexity, includes technical terms which have plain English alternatives or need further definitions

The inflation rate rise was the largest since 20xx

Contextual information - external

Note the methodology for calculating inflation changed this quarter - see methodology for details.

Contextual information - internal

Related information
Related information releases

This is an optional section for areas whose users often jump to other relevant releases for context.

This heading should be in its own section (h2). The related releases list should include:

https://www.stylemanual.gov.au/blog/defining-words-harder-it-sounds
mailto:Dissemination%20Customer%20Support%20WDB?subject=Content%20development%20support
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Maximum of 5 related topics pages (Linking to large amounts of products makes them all feel less relevant as it comes across as an index of
all products).
Do not use a collapsable section.
Make the page title a hyperlink to the product
Include a short, one sentence blurb (can be the page description) of the product to aid in user in understand what that page is about.
Put the section after the data downloads near the end of the page.
 

Methodology overview
Purpose

The methodology overview gives users a high-level summary of essential information.

There are six fields to complete. Suggested content for each field is shown below.  

If there's a section you don't need, write 'not applicable to this release'.
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Example

Building approvals

 

Example of Methodology overview

Headings

Headings are predetermined and have been chosen to answer the most commonly asked questions from our customers.

Scope

Describe who or what is included and excluded in the release. You might include:

Target population or Statistical unit
Sample inclusions and exclusions

Geography

List the statistical geographies available.  You might include:

What area level the data is available at (national, state, etc.)
Significant and relevant geographical exclusions

Source

Provide the name of the collection or provide a succinct description of it if it doesn’t have one.

Collection method

Describe the most important aspects of how the data is collected.  You might include:

Collection type (survey, admin, census)
How the information is collected
Frequency
Number of items / people in the sample
Where data is derived from (dataset combinations)
Response rates
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Concepts, sources and methods

Provide a link to the relevant Concepts sources & methods document if available.

Use the text: Descriptions of the underlying concepts and methods used are available in Name of concept sources and methods (Not a link) 

If no Concept, sources and methods documents exist, other supporting material may be linked here, for example standards and
classifications. Otherwise you can write “Not applicable for this release”.

History of changes

Briefly describe when significant changes to the collection methodology occurred.

If there are multiple, describe the most recent or significant change and link to the relevant section in the methodology using the text: Full

history of changes (This is not a link) .

If there are no history of changes write “Not applicable to this release”.

Important changes include:

Changes in order of significance
Gaps is series
If the publication is new.

History of changes

Link to History if changes section will need to be updated each release.

Formatting
Each box is limited to 250 characters, including spaces.
Use dot points for lists.
Hyperlink to relevant pages as appropriate.
As with all content, use plain language, front loaded active sentences.

Character count

There is a known issue with the 250 character count. Currently dot points in lists are being counted as characters.  This will be rectified with an
IPE release in Dec 2023. Until then you will need to include dot points as part of the character count.

Visualisation
Choosing the right visualisation

When thinking of using a visualisation, you should ask the following questions:

Who is the target audience?
What is the simplest way to present this information?
How will this visualisation help the reader understand the information quickly?

Visualisations reveal stories, patterns, clusters, relationships, anomalies and outliers that are not as obvious or are harder to see in table or text.

A simple visualisation reduces the risk of misinterpretation and is more likely to be read.

Example: A highly detailed graph that shows a number of ideas with caveats is difficult to understand quickly. A topic page will provide limited
value as users of these pages are time poor and looking for quick answers. However, this detailed graph in an in-depth article or information

paper would be of higher value, as users are there to understand more complex issues.

When to use a graph

Graphs and visualisations are traditionally used to reveal stories, patterns, clusters, relationships, anomalies and outliers that are not as obvious
or are harder to see in table or text. They show:

Trends, such as change over time
Statistical distributions and patterns
Simple comparisons, such as totals for different categories or different rates of change
Processes and relationships, such as an organisational structure or a workflow chart

https://mirror.test.abs.gov.au/book/export/35799/Not%20a%20link
https://mirror.test.abs.gov.au/book/export/35799/This%20is%20not%20a%20link
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When to use an image
Images should be used sparingly and only when there is necessity to improve understand through a visual medium
Any useful information displayed in an image, needs to be repeated in text. Having images described in text also helps search engines find
content
Users want to easily understand information

How to?

To ensure value, please read the detailed image and diagram guide (/statistics/standards/web-content-guidelines/version-10/images-and-
diagrams)  
Ensure your image looks professional and is  and works well in IPE by following the improve image quality guide (/statistics/standards/web-
content-guidelines/version-10/images-and-diagrams#ensuring-image-quality)
To ensure your image is accessible (/statistics/standards/web-content-guidelines/version-10/making-visualisation-accessible) , use the
articulated purpose of the image to guide your authoring of the long description
 

When to use a map

What is the purpose of releasing the information in a map?
In the context of your release, what do you want your users to know? 
How is a map going to assist them in understanding this release or key data?
Consider whether a map is the best and clearest way to tell the story you want to tell - written content or a table may be better, or referring
to the downloads

Understanding user needs

The ABS is responsible for presenting information in a way that is accurate and easy to understand. To do this, content needs to be presented in

graphs and charts that are easy to read and interpret.

Quotes from ABS website users:

“Give me the data behind the graph so I can use it!”
“ABS graphs are unattractive and hard to understand, so I usually have to recreate them myself. This can be difficult when it’s not clear
where the data has come from."
“…sometimes if the graphs are there then we'll take those graphs and use those, but they don't always fit what we need them to fit in terms
of being easy to understand"

By making graphs easy to read and interpret:

Decreases the likelihood of misinterpretation
Improves overall understanding of the content
Makes scanning and quick analysis of the content easier
Is more relevant to data consumers

“I just want to read it and understand it. Sometimes when you're looking at a graph, you're like, what was all that?"

Our research told us that users:

Want to scan and understand content at a glance
Need easily digestible content that can be copied and pasted
Desire to understand our information, irrespective of their statistical experience or cognitive ability
Can be overwhelmed by the amount of information on the current website
Are confused by the lack of consistency in style of current graphs

“Having really easy to access complete data stats and graphs are the things that I would like to see on the site.”

How do we keep it simple and consistent?

Identify graph types that are easy to read whilst being statically accurate
Understand the narrative of the data and match it to a digestible graph type
Understand the best graph to convey different types of information
Refine and update content based on user needs and feedback. Don't repeat because we didn't get a complaint last time
Ensure the data is easy to access so customers can make their own graphs

“If I wanted to customise it I would pull it out and put it into excel”

*All quotes where collected during research with ABS users. These users are from a range of statistical backgrounds, including data analysts,
academics and data journalists.

https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/images-and-diagrams
https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/images-and-diagrams#ensuring-image-quality
https://mirror.test.abs.gov.au/statistics/standards/web-content-guidelines/version-10/making-visualisation-accessible
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Making visualisation accessible
Why it's important

Accessibility is about ensuring our website and content is easy to use for everyone, including the vision impaired. By making it easier for people
who find it the most difficult, you will inherently make it easier for everyone to use.

Easy to consume content results in improved understanding and appreciation. This leads to an improved sense of value.

Alt text, captions and long descriptions
Alt-text is a hidden description of an image that can be read by screen readers or appears when the image fails to load
A caption is a viewable description of what an image is. This is also read by screen readers
Alt-text and captions both describe what an image is. The difference is that alt-text will also describe that there is an image, and any system
functions, such as if the image is also a link
A long description is optionally viewable for the user and describes in text what the image conveys in full. This is also read by screen readers.
 

Long descriptions

A long text description is a full description of a complex image. It helps people who don’t understand diagrams as well as those who can’t see
them, such as those using screen readers.

Long descriptions also aid search engine discovery.
 

When a long description isn’t needed

When the image does not contribute any additional information to what has already been described in the text on the page. (If this is the case,
you may reconsider whether you still wish to include the image).

How to write

To write long description, imagine you're describing the essential elements of the image in a radio interview or over the phone. Explain the
important data aspects, not necessarily the visual details.

Be sure to include:

The type of image. E.g. graph, diagram, map (unless this has been specified in the alt text)
Information contained in the image not described elsewhere in text
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Static map example

Map of the 2016 Remoteness areas of Australia that shows the distribution of remoteness areas in Australia. The map divides Australia into the
five remoteness area categories: major cities of Australia; inner regional Australia; outer regional Australia; remote Australia and very remote
Australia. Very remote areas make up the vast majority of the country. The less remote areas are shown to be mainly along the east and south
east coast, as well as in the south west. Levels of remoteness tend to increase with increased distance from the coastline. Major cities comprise
the smallest areas, surrounding the capital cities in each state or territory except the Tasmania and Northern Territory.
Long text:

Map of the 2016 Remoteness areas of Australia that shows the distribution of remoteness areas in Australia. (Potentially leave this out if this
information is contained in the alt text).

The map divides Australia into the five remoteness area categories: major cities of Australia; inner regional Australia; outer regional Australia;
remote Australia and very remote Australia.

Very remote areas make up the vast majority of the country. The less remote areas are shown to be mainly along the east and south east coast,

as well as in the south west. Levels of remoteness tend to increase with increased distance from the coastline. Major cities comprise the smallest
areas, surrounding the capital cities in each state or territory except the Tasmania and Northern Territory.
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Example: Flow diagram

The not employed population is classified by the conceptual framework as either unemployed or not in the labour force. The population not in
the labour force is further subdivided according to their level of marginal attachment to the labour force. This is determined by their desire to
work, whether they are actively looking for work, and their availability to start work in the next four weeks. To be considered marginally
attached to the labour force, persons must be wanting to work. Those actively looking for work but not available to start work in the reference
week are considered marginally attached. They may either be available to start work within four weeks or not available to start work within four
weeks. Those not actively looking for work but available to start within four weeks are also considered marginally attached. They may be not
actively looking for labour market reasons or not actively looking for other reasons. Those not actively looking for labour market reasons make
up a subcategory called discouraged job seekers. The populations considered not marginally attached are those not wanting to work, as well as
those wanting to work but not actively looking for work and not available to start work within four weeks.
Long description behind image

The not employed population is classified by the conceptual framework as either unemployed or not in the labour force. The population not in
the labour force is further subdivided according to their level of marginal attachment to the labour force. This is determined by their desire to
work, whether they are actively looking for work, and their availability to start work in the next four weeks.

To be considered marginally attached to the labour force, persons must be wanting to work. Those actively looking for work but not available to
start work in the reference week are considered marginally attached. They may either be available to start work within four weeks or not
available to start work within four weeks. Those not actively looking for work but available to start within four weeks are also considered
marginally attached. They may be not actively looking for labour market reasons or not actively looking for other reasons. Those not actively

looking for labour market reasons make up a subcategory called discouraged job seekers.

The populations considered not marginally attached are those not wanting to work, as well as those wanting to work but not actively looking
for work and not available to start work within four weeks.

Images and diagrams
Ensure their value

Images such as flow charts, diagrams and word clouds should be used sparingly and only when they support the story you are trying to tell with
the data.

Ensure their value

Clearly articulate the purpose of your image
Use sparingly and only when they support users understanding the content
Everything on the new website must be fully accessible, so include a long description

Guidelines

'Decorative' images are not to be used in statistical content
Graphs should be produced in high-charts in IPE and should not be uploaded as an image
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Images and diagrams should avoid having large amounts of data or text in them, as it can be difficult to read. A guiding principal is one idea
or concept per image.

Ensuring image quality

The ABS website has limited horizontal space for images. As a result, large images can suffer in quality when re-sized on devices such as tablet
and smart phones.  To ensure the best image quality, apply the following principals:

Use the correct file type and canvas size. To learn how to do this, follow the step by step guide to higher quality images
Avoid the use of decorative colours. When colour must be used, ensure you use the correct colour contrast ratios. See Making accessible
visualisations for colour contrast recommendations
Use large text, clear font types (Segoe UI or Calibri) and use more line spacing
Avoid large amounts of data and text in the images. Instead follow the image with a table and/or text
For wider images like time lines, present them vertically instead

Important: Always preview your image in IPE at different screen sizes before you publish and check for mistakes or reduced visibility of content.

Important

Always preview your image in IPE at different screen sizes before you publish and check for mistakes or reduced visibility of content.

Accessibility

Any useful information displayed in an image, needs to be repeated in text
Having images described in text also helps search engines like Google find content
We provide detailed descriptions for our images, supporting those who may be vision impaired
Images must contain accessible colours and colour contrasts 

Why we avoid infographics on the new website
They don’t scale well on mobile devices
Aren’t accessible for people with vision impairments- screen readers can’t read text in a picture
Not findable - text is effectively hidden from Google searches

Graphs
Graphs on the website

Graphs and visualisation are traditionally used to reveal stories, patterns, clusters, relationships, anomalies and outliers that are not as obvious
and/or are harder to see in table or text. They show:

trends, such as change over time
statistical distributions and patterns
simple comparisons, such as totals for different categories or different rates of change
processes and relationships, such as an organisational structure or a workflow chart.
 

Guide to better graphs

The Guide to better graphs (https://author-mirror.absweb.aws.abs.gov.au/articles/guide-better-graphs#key-principles) helps you create graphs

that are:

easy to read and understand
statistically accurate
in line with best practice data visualisation techniques

Available graph templates

Area - Stacking
Bar - Default
Bar - Stacked Normal
Bar - Stacked Percentage
Bubble - Default
Column - Default
Column - Stacked Normal
Column - Stacked Percentage
Combination - 2 Column with Line
Combination - Bar with Line
Combination - Bar with Spline

https://author-mirror.absweb.aws.abs.gov.au/articles/guide-better-graphs#key-principles
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Combination - Column with Dot
Combination - Column with Line
Combination - Column with Spline
Combination - Column with Two lines
Combination - Line with Area Stacking
Combination - Line with Spline
Combination - Stacked Column with Line
Dot plot (Cleveland)
Dual Axis - Column(Reversed) with Line
Dual Axis - Column Overlaid
Dual Axis - Column with 2 Lines
Dual Axis - Column with Column
Dual Axis - Column with Dot
Dual Axis - Column with Line
Dual Axis - Column with Spline
Dual Axis - Combination Column with Line Overlaid
Dual Axis - Line with 2 Lines
Dual Axis - Line with Line
Dual Axis - Line with Shaded area
Dual Axis - Line with Spline
Dual Axis - Stacked Column Overlaid
Dual Axis - Stacked Column with Line
Line - Connected Nulls
Line - Default
Line - Delayed (Concept)
Line - Logarithmic
Line - Series Break
Line - Standard RSE area
Line - Standard with Shaded area
Pyramid - 1 series (Gender)
Pyramid - 2 series (Gender)
Scatter - Default
Scatter - Line of Best Fit
Spline - Default
Treemap - Default
Treemap - Grouping

Tables
Key principles

Good tables allow users to scan, analyse and compare information quickly.

Provide data in a manageable and easy to read format.
Should be self-explanatory, as often users read tables before reading text.
Use informative, plain English titles, row and column headers for easier understanding.
Only include the most sought after data, the rest can stay in the spreadsheets (data downloads).

See the Australian Government Style Manual Tables (https://www.stylemanual.gov.au/structuring-content/tables)  guide for additional

information.

Tips on how to simplify tables 

Simplify your tables to reduce cognitive overload and make it easier for people using screen readers.

Split large tables into smaller tables that focus on a single idea or data set.
Avoid indentation where possible. Screen readers have difficulty navigating a table with blank cells.
Flatten the heading structure of the table.
Do not leave cells empty. Use ‘zero’ or ‘nil’ or 'n/a' where there is no data.
If it is numeric data, use the numeric zero (0). Only use zero if that is the true value.
Align text to the left and numeric data to the right. It’s helpful to give column headers the same alignment as the data in the cells below.
Decimal points in a column should align
Before importing excel tables to IPE using macro, it is important to format the tables correctly such as column alignment, bold text,
thousand separator for numeric data, and adding unit to column headings.

https://www.stylemanual.gov.au/structuring-content/tables
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Simple tables

Have a maximum of 1 row/column of headings. These tables are easier to read and more accessible. 

Type of long-term health condition(a) by dwelling type, 2021

Type of long-term health condition Living in non-private dwellings (%) Living in private dwellings (%)

Arthritis 11.2 8.4

Asthma 5.4 8.2

Cancer 4.0 2.8

Dementia 11.3 0.4

Diabetes 5.6 4.7

Heart disease 7.5 3.8

Kidney disease 2.0 0.9

Lung condition  2.8 1.7

Mental health condition 13.4 8.6

Stroke 3.1 0.9

Any other long-term health condition(s) 13.2 7.9

a. Respondents had the option to record multiple long-term health conditions therefore aggregations of percentages will not equal 100%.

Hierarchical tables

For more in depth analysis the data may display better using a hierarchical table.

These are tables with:

irregular headers have header cells that span multiple columns and/or rows.
multi-level headers have multiple header cells associated per data cell.

Accessibility of complex tables

To improve the accessibility of complex tables it is important to minimise the number of blank cells in a table.  This is why it is recommended to
merge cells where possible.  The examples below demonstrate some complex tables with the collapsible section providing details of how to

achieve the most accessible table possible.

Irregular headings

Dwellings approved, states and territories, trend

 
Private sector houses Total dwelling unit approvals

no. Monthly change (%) no. Monthly change (%)

New South Wales 2,243 -1.8 3,923 -2.5

Victoria 3,144 0.6 4,657 -3.1

Queensland 2,047 0.3 3,082 -0.1

South Australia 873 3.4 1,087 2.0

Western Australia 1,178 -0.6 1,499 0.6

Tasmania na na 269 3.1

Northern Territory na na 61 5.2

Australian Capital Territory na na 442 0.7

Australia 9,842 0.0 14,974 -1.5
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Table setup when using irregular headings

Multi-level headings

March key figures, percentage changes (a)

   
Dec 20 to

Mar 21
Mar 21 to

Jun 21
Jun 21 to

Sep 21
Sep 21 to

Dec 21
Dec 21 to

Mar 22
Through the year, Mar 21

to Mar 22

Chain volume GDP and related measures (b)

  GDP 1.8 0.8 -1.8 3.6 0.8 3.3

  GDP per capita (c) 1.8 0.6 -1.8 3.5 0.3 2.5

 
Gross value added market
sector (d) 1.9 1.4 -1.6 3.6 0.7 4.2

 
Real net national disposable
income 3.4 2.5 -4 2.6 1.4 2.4

Productivity

  GDP per hour worked 0.8 -1.1 3.1 -0.8 1.7 2.8

  Real unit labour costs 0.3 - 0.1 -0.8 -2 -2.7

Prices

 
GDP chain price index
(original) 3.1 3.4 0.2 -0.6 4.9 8.2

  Terms of trade 7.7 8 -0.5 -4.9 5.9 8.3

Current price measures

  GDP 3.8 3.2 -0.6 3.5 3.7 10.2

  Household saving ratio 13.8 11.8 19.7 13.4 11.4 na

na not available

a. Change on preceding quarter, except for the last column which shows the change between the current quarter and the corresponding quarter of the previous year.
Excludes Household saving ratio.

b. Reference year for chain volume measures and real income measures is 2019-20.
c. Population estimates are as published in the National, state and territory population (https://www.abs.gov.au/statistics/people/population/national-state-and-

territory-population/latest-release)  and ABS projections.
d. ANZSIC divisions A to N, R and S. See Glossary - Market sector.

https://www.abs.gov.au/statistics/people/population/national-state-and-territory-population/latest-release
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Table setup when using multi level headings

Table footnotes

These are notes at the bottom of a table to assist users to understand the table.

They should be applied in the following order:

abbreviations (na, np)
lower case alpha list of annotations
general note to the table
source of data (if from external source).

 The IPE user guide provides information on creating a lower case alpha list in the section Adding bullet, number and alpha lists (https://author-
mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/editing-ipe#adding-bullet-number-

and-alpha-lists) .

Creating tables in IPE

When creating tables in IPE it is recommended to use the Complex table from the Add paragraph menu. Complex tables in IPE have more
formatting options that align with content guidelines.

For more information on how to create tables in IPE refer to the IPE user guide section Complex tables (https://author-

mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/tables#complex-table) 

Maps
Purpose of maps

Maps can help people visualise statistical data and discover spatial patterns hidden in tables and charts. 
Maps can present a clear story if they are simple and easy to read. 
Maps are not always the best option; written content, a table, chart, or referring to available downloads may be better for your publication.

There are different type of maps as well as many different ways of presenting information on a map. The type of map used will depend on the
topic and the data's geography.

In the context of your release, what do you want your users to know? 
How would a map assist users to better understand this release or key data?

Maps

Maps also sometimes referred to as 'Graph maps' allow you to visualise your data using a geographical region. They are the preferred over
Static maps.

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/editing-ipe#adding-bullet-number-and-alpha-lists
https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/tables#complex-table
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These maps are available at

State and territory (2016)
Greater Capital City Statistical Area (GCCSA 2016)
SA4 Australia and individual State and territory (2016 & 2021)
SA3 Individual State and territory (2016 & 2021)

For more details on these maps refer to the IPE user guide section on Maps (https://author-

mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/maps) 

Interactive maps

An interactive map can display more complex information at a wide range of geographic scales. Users can also zoom into areas of interest for
closer examination, and interactive with the map to receive additional information and statistics. 

An interactive map may be a useful tool for complex comparisons across regions or for more detailed data.
These maps are linked externally through a direct ArcGIS URL (https://absstats.maps.arcgis.com/
(https://absstats.maps.arcgis.com/home/index.html) ...), not embedded directly into the page.
The link name should have 'interactive map' at the end.
Don't rely on the map to reveal the key highlights. Include an adequate summary before or after the map link on the topic page.
After new data is released, existing interactive maps can be updated in turn. Embargoed or non-released content is not to be published in
interactive maps.

To discuss the development of an interactive map please contact the Geography section. (mailto:geography.reference.wdb@abs.gov.au) 

Example: At risk populations: health conditions distribution interactive map (https://absstats.maps.arcgis.com/apps/MapSeries/index.html?
appid=bacd58f73b554c329f431ceb02ef9ab8)
 

Static maps

This option is the least preferred map 

Are captured as an image and used to demonstrate simple information. 
Users should be able to quickly understand the information displayed.
ABS Standards for colours, fonts, and format etc. must be used in all maps. 
If detailed information is included as part of the map image, then further description may not be required. Otherwise, a detailed description
will need to accompany the map.

To discuss the requirements of a static map please contact the Geography section (geography@abs.gov.au) 

https://author-mirror.absweb.aws.abs.gov.au/statistics/standards/internal-publishing-environment-user-guide/version-10/maps
https://absstats.maps.arcgis.com/home/index.html
mailto:geography.reference.wdb@abs.gov.au
https://absstats.maps.arcgis.com/apps/MapSeries/index.html?appid=bacd58f73b554c329f431ceb02ef9ab8
https://mirror.test.abs.gov.au/book/export/35799/geography@abs.gov.au
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Static map example

Detailed description:

2016 Remoteness Areas of Australia

The map divides Australia into the five Remoteness Area categories:  Major Cities of Australia; Inner Regional Australia; Outer Regional Australia;
Remote Australia and Very Remote Australia. 

Very Remote Areas make up the vast majority of the country. The less remote areas are shown to be mainly along the east and south east coast,
as well as in the south west. Levels of remoteness tend to increase with increased distance from the coastline. Major Cities comprise the
smallest areas, surrounding the capital cities in each state or territory except Tasmania and Northern Territory. 
 

Help and support

Contact geography@abs.gov.au (mailto:geography@abs.gov.au) for more information on:

whether your publication could, or should, include a map, 
what type of map is right for your publication, and
established mapping standards. 

mailto:geography@abs.gov.au
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Luke Penrith Naseli Tamwoy

The artists

Badu Island artist Naseli Tamwoy’s works focus on 
cultural traditions and practices. Naseli’s works are 
inspired by cultural traditions embedded in him 
through his father’s knowledge and teachings. His 
identity and heritage comes from the Maluililgal 
people of Badu Island on his father’s side.

Naseli’s artworks tell of his strong connection with 
cultural traditions and practises and depict his 
style of Torres Strait linocut designs. Many of his 
works capture sea life and food sources through 
hunting practices shown in many of his linocut 
prints.

“Words cannot define my emotions of being away 
from country but my art keeps me connected to 
my stories, family and Island”

Luke Penrith’s ancestry is connected through 
the Wiradjuri, Wotjobaluk, the Yuin and the 
Gumbaynggirr Nation. His passion is mentoring 
and nurturing Indigenous Australian job seekers 
and supporting Aboriginal businesses.

Lore, culture and heritage are paramount to 
Luke. His art reflects what he sees, hears and can 
smell and touch; he is a modern contemporary 
Aboriginal Artist living in Brungle NSW.

Luke’s bloodlines are connected through the rivers, 
the mountains, the coastline and the plains.
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Artwork

Artwork title:  
Our Story. Our Future.

The artwork should be 
credited at all times. Credit 
should be applied by including 
either the citation or the 
brand story.

Brand story
‘Our Story. Our Future.’ was created by proud 
Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr 
artist Luke Penrith and Maluililgal people, Badu 
Island artist Naseli Tamwoy. 

It tells the story of how the ABS works with 
communities to see, hear and acknowledge 
Aboriginal and Torres Strait Islander peoples, 
cultures and experiences in our national story. 

The artwork celebrates our stories being seen 
and heard for the benefit of future generations. 
It embraces the cultural importance of storytelling 
and information sharing, entwined with a focus on 
working together for a strong future for children, 
family and community. 

The use of colours and inclusion of country, land 
and sea, rivers and desert, reflect the diversity 
of our peoples and culture across the country.

Citation
‘Our Story. Our Future.’ was created by proud 
Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr artist 
Luke Penrith and Maluililgal people, Badu Island artist 
Naseli Tamwoy.
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Understanding the artwork

The yellow river of knowledge flows 
through the center of the piece, 
representing the two way flow of 
information, from and to community 
– a central stream of sharing and a 
sign of unity. Also representing the
importance of the old people to 
carry culture with strength into the 
future and their footsteps reflected 
on either side of the river.

Across the top left of the image, 
blue and green reflect the land, 
sea and communities of the 
Torres Strait Islands. 

The Torres Strait Islander 
communities joining and 
sharing in the river of 
knowledge. 

The Aboriginal 
communities joining and 
sharing in the river of 
knowledge. 

The yarning circles in 
the river reflect the 
role communities play, 
engaging with data 
and sharing insights 
that enhance individual 
and family life, through 
health, education and 
employment outcomes. It 
shows a coming together 
through people, cultures 
and knowledge to develop 
relationships based on 
trust, capability, and 
support. 

The stars allow us to navigate 
naturally and know the true 
path, while the moon tells us the 
different tides and time of the 
seasons. 

The artists aknowledge all 
people from the sea, to the 
rivers, into the mountains and 
through to the desert. Working 
together for a strong future for 
children, family and community.

The six moons reflect 
Torres Strait communities 
sharing stories, trading 
goods, dancing and learning 
– passing knowledge from 
one generation to the next. 

1
2

4

5

6

3

The white inside the 
Aboriginal community 
yarning circles represents 
a cleansing smoke from 
ceremony, a commitment 
to journey forward 
together.

sea

mountains

desert

river

Across the bottom right of the image, the 
red, sand and ochre colours reflect the 
communities of the Aboriginal nations. 
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Extended brand story

‘Our Story. Our Future.’ was created by proud 
Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr artist 
Luke Penrith and Maluililgal people, Badu Island 
artist Naseli Tamwoy. 

It tells the story of how the ABS works with 
communities to see, hear and acknowledge 
Aboriginal and Torres Strait Islander peoples, 
cultures and experiences in our national story. 

The artwork celebrates our stories being seen 
and heard for the benefit of future generations. It 
embraces the cultural importance of storytelling 
and information sharing, entwined with a focus on 
working together for a strong future for children, 
family and community. 

The use of colours and inclusion of country, land 
and sea, rivers and desert, reflect the diversity of 
our peoples and culture across the country. 

The river of knowledge flows through the center 
of the piece, representing the two way flow of 
information, from and to community – a central 
stream of sharing and a sign of unity. Within 
the river of knowledge, are two yarning circles, 
representing both Aboriginal (with a sequence of 
dots coming together) and Torres Strait Islander 
communities (through the traditional star motif). 
The flowing river of knowledge also symbolises the 
importance of the old people to carry culture with 
strength into the future, their footsteps reflected on 
either side of the river. 

The yarning circles in the river reflect the role 
communities play, engaging with data and sharing 
insights that enhance individual and family life, 
through health, education and employment 
outcomes. It shows a coming together through 
people, cultures and knowledge to develop 
relationships based on trust, capability, and support. 

Across the top left of the image, blue and green 
reflects the land, sea and communities of the 
Torres Strait Islands. The stars allow us to navigate 
naturally and know the true path, while the moon 
tells us the different tides and time of the seasons. 
These elements signify our strength in culture, 
traditionally gathering for ceremonies, for lore 
and for celebration. Within this section the moons 
reflect Torres Strait communities sharing stories, 
trading goods, dancing and learning – key elements 
of Torres Strait culture and shared knowledge from 
one generation to the next. 

Across the bottom right of the image, ochre 
represents the land and country of the many 
Aboriginal people who have walked before us and 
the long and continuing connection to country. The 
white lines represent the cooler climate where frost 
is frequent, the browns represent the river people, 
blues represent the saltwater people, and the green 
is for the mountains. The white inside the Aboriginal 
community yarning circles represent a cleansing 
smoke from ceremony, a commitment to journey 
forward together.
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Headline font

Headline font

Quicksand Regular
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890

Headline font

Quicksand Bold
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890

Aa Aa

An important ingredient in our 
brand is the soft and rounded 
san serif font, Quicksand. 

It is designed for display 
purposes but legible enough 
to use in small sizes as well. 
Quicksand font family is 
available in three styles which is 
Light, Regular and Bold including 
true italics for each weight.

Use this fonts for:
•	 Headlines
•	 Pull quotes
•	 Feature text
•	 Covers
•	 Captions

Quicksand is a free google 
font that can be used across 
all applications. It can be 
downloaded from here:  
https://fonts.google.com/
specimen/Quicksand

If Quicksand, is unavailable for 
general business use, please use 
Arial Regular and Bold.

Arial Regular / Arial Bold 

* �Please note: The following 
page should be reviewed in 
relation to corporate templates 
and font use.
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Body font

Frutiger Condensed Bold
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890

Frutiger Condensed Light
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890

Aa Aa

Supporting brand synergy with 
the ABS corporate brand, our 
Aboriginal and Torres Strait 
Islander brand features the 
same body font family. 

Frutiger Condensed has been 
shown here for use in all body 
and table copy. A san serif 
condensed font like Frutiger is 
perfect for use when a lot of 
information needs to fit in a 
smaller space. 

Use this fonts for:
•	 Body copy
•	 Graphs
•	 Tables

As per the ABS brand guidelines. 
If Fruitger, is unavailable for 
general business use, please 
use Calibri Regular and Bold.

Calibri Regular / Calibri Bold 

* �Please note: Calibri is the 
only font that should be used 
when creating corporate 
templates to share within 
the organisation. This is to 
maintain a simplified and 
consistent standard.

Body fontBody font
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Title

When locking up the ABS logo 
and the brand title, please use 
the EPS files supplied to ensure 
consistent spacing is applied. 

Please adhere to the minimum 
size requirements of the ABS 
corporate logo. The minimum 
width of the ABS logo is 20mm. 
The minimum width of the 
artwork title is also 20mm. 
However, where it may not be 
possible to adhere to this, the 
logo and title may be altered 
in width, but must remain 
recognisable. They must not be 
stretched disproportionately for 
any reason and must not be 
overlaid over each other. 

When minimum sizing is a 
concern. The ABS logo can be 
used as the official logo, and the 
Our Story. Our Future. title can 
be used independently within 
the design.

Title

Minimum size 20mm

Minimum size 20mm

ABS logo and title in-line lockup ABS logo and title vertical lockup

Minimum size 20mm
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Primary colours

To ensure synergy with the ABS 
corporate brand, the Aboriginal 
and Torres Strait Islander brand 
features the same colour palette 
with the addition of tints to 
soften the colours to enable use 
with the artwork.

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

20%

5%

30%

10%

30%

5%

20%

5%

20%

5%

30%

10%

Existing ABS colour palette

CMYK: 24/100/79/18
RGB: 164/30/52
HEX: #a41e34
PMS: 201

CMYK: 4/67/100/0
RGB: 235/114/3
HEX: #eb7203
PMS: 152

CMYK: 4/16/87/0
RGB: 246/207/63
HEX: #f6cf3f
PMS: 129

CMYK: 34/12/100/0
RGB: 181/190/0
HEX: #b5be00
PMS: 376

CMYK: 100/15/59/2
RGB: 0/147/131
HEX: #009383
PMS: 3285

CMYK: 87/63/17/2
RGB: 50/98/151
HEX: #326297
PMS: 653



Our Story. 
Our Future.

12

Supporting colours

Additional colours have 
been chosen to support the 
iconography.

These colours may be 
used in higher level brand 
communication in replacement 
of the ABS coporate brand 
colours as a hero colour 
where approved by Strategic 
Communications.

See following pages for more 
information on iconography.

Indigenous brand supporting colours

CMYK: 13/25/52/6
RGB: 199/171/126
HEX: #c7ab7e
PMS: 466

CMYK: 38/22/59/18
RGB: 138/145/106
HEX: #8a916a
PMS: 5773

CMYK: 25/38/55/20
RGB: 154/128/103
HEX: #9a8067
PMS: 2470

CMYK: 51/26/0/0
RGB: 123/165/233
HEX: #7ba5e9
PMS: 659

CMYK: 20/50/27/9
RGB: 176/124/139
HEX: #b07c8b
PMS: 5005

CMYK: 0/31/97/0
RGB: 244/98/151
HEX: #f4af2d
PMS: 4008

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

30%

10%

30%

10%

30%

10%

30%

10%

30%

10%

30%

10%
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Elements and iconography

The commissioned artwork 
features a series of yarning 
circles, moons, and meeting 
place iconography.
 
These graphics will build 
a visual language around 
connection, representation, 
inclusion, sharing information 
and storytelling.

These designs and elements 
can be combined with 
additional storytelling 
illustrations (see following 
page) to improve 
communication and reduce the 
number of words needed.

Visually representing important 
points and key messages can 
improve readability.

Naseli Tamwoy (Maluililgal people, Badu Isand, Torres Strait) – Artist elements

Luke Penrith (Wiradjuri, Wotjbaluk, Yuin and Gumbaynggirr) – Artist elements

Combined iconography examples. More can be created from combinations of the elements above and these can be adapted as required
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Story illustrations

Illustrations can be created to 
visualise the story the data is 
telling. 

Illustrations should be made up 
primarily of the brand colours, 
with flexibility to create new 
tones where context is needed.

Story telling illustrations are 
colourful, fun, engaging and 
help to visualise the data. 

Using the artist elements to 
create these circular illustrations 
helps to add character, texture, 
interest and connection to the 
brand artwork.

On the following page is a 
general guide for how to 
create new story telling 
illustrations.
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Creating story illustrations 

A handrawn circle, that isn’t a 
perfect shape is the ideal base.

Use colours from:
•	 ABS corporate brand palette 
•	 ABS Indigenous brand palette 

Use tints of 80%, 50% or 40%.

Create illustration elements that 
are simple, friendly and have 
character. Examples provided.

This may mean a traditional 
symmetrical shape will need to 
be redrawn so that it isn’t perfect.

Colours outside of the brand can 
be introduced in small amounts 
here. 

Final step is the layer together.

Sometimes it is nice to:
•	 �Have the pattern on the circle 

protrude slightly
•	 Use the circle to hold the 

shape of the character as 
seen in our doctor icon

•	 Use an outline to emphasis 
a shape

Create new story illustrations to suit your content. Illustrations support visual 
story telling, break up heavy content and create a focus point.
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Cropping the artwork

The area of the artwork 
highlighted in blue represents 
the Torres Strait Islander culture 
through colour and design. 
Equally the opposite corner is 
strong with Aboriginal designs 
and recognisable colour palette.

These colours are also reflected 
in the ABS corporate brand and 
symbolise the way we partner 
with communities.

This portioning of the artwork 
ensures brand flexibility which 
can be tailored for specific 
audience communication. 

When cropping the artwork, 
ensure elements from both the 
Aboriginal and Torres Strait 
Islander portions are included 
to create balanced cultural 
representation. Where possible 
the white stars from the top left 
should be included.

Balance may not always be an 
even 50% split, and may vary 
depending on your audience.

However, for general use, a 50% 
split is ideal.

When cropping, it is nice to 
focus on a key element. 

Brand artwork areas Brand artwork example crops

 GOOD – This example shows the yellow and green moon element

 GOOD – This example shows the star element

 GOOD – This example shows the two moons and star elements

 GOOD – This example shows the moon element on left

 NOT AS GOOD – Only a little slice of the star and moon elements

 NOT AS GOOD – Only a little slice of the star, no clear focus
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Do’s and don’t’s

	� Do crop and zoom the artwork in any banner 
or boarder format to suit a design layout

Title goes here 
Subtitle goes here

	� Don’t skew the artwork out of 
1:1 proportion

	� Don’t flip/mirror the artwork 	� Don’t combine elements to create 
a new version of the artwork

	� Do maintain the artwork in 1:1 
proportion

	� Do use the artwork in black 
and white where colour 
printing is not available.

	� Do neatly cut around elements in the 
artwork to create a shaped edge

	� Do rotate the artwork

	� Do use artwork elements
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Application of the brand 

There are four ways to apply the brand to allow for 
flexibility to meet different project requirements.

What is the NATSIHS?
The National Aboriginal and Torres 
Strait Islander Health Survey (NATSIHS) 
2018-19 was conducted by the 
Australian Bureau of Statistics (ABS) 
from July 2018 until April 2019.

The survey collected information 
about the health status of Aboriginal 
and Torres Strait Islander peoples. It 
focused on health conditions, lifestyle 
factors, health service use, social and 
emotional wellbeing, and physical 
measurements. For the first time, in 
2018-19 the NATSIHS also included a 
voluntary, self-administered hearing 
test for people aged 7 years and over 
who did not have a cochlear implant.

Who was included
A random selection of Aboriginal and 
Torres Strait Islander peoples of all 
ages were interviewed. The survey took 
place across all States and Territories, 
including remote communities. 
Nationally, the sample included about 
10,500 people from around 6,500 
households.

How the NATSIHS supports our 
communities
Information from the survey is used 
to better understand the health and 
wellbeing of Aboriginal and Torres 
Strait Islander peoples to assist 
in improving services and health 
programs to help them live healthier 
and happier lives.

Thank you
The ABS thanks everyone who 
contributed to the survey, especially the 
Aboriginal and Torres Strait Islander 
people who shared their stories – your 
support and help are so important.

About the 2018-19 National 
Aboriginal and Torres Strait 
Islander Health Survey

‘Our Story. Our Future.’ was created by proud Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr artist Luke Penrith and Maluililgal people, Badu Island artist Naseli Tamwoy.

Have your say!
Aboriginal and Torres Strait 
Islander health survey workshops

The Australian Bureau of Statistics (ABS) is committed 
to early and ongoing conversations with Aboriginal and 
Torres Strait Islander people to help shape an upcoming 
Aboriginal and Torres Strait Islander health survey. 
We want to hear about your data needs, including how 
it should be collected to help make the survey culturally 
appropriate and successful.

The results of this survey are important to:
•   Provide a picture of Aboriginal and Torres Strait Islander 

peoples’ health and wellbeing
•   Inform policy, services and programs to help people live 

healthier and happier lives.

‘Our Story. Our Future.’ was created by proud Wiradjuri, Wotjobaluk, Yuin and 
Gumbaynggirr artist Luke Penrith and Maluililgal people, Badu Island artist Naseli Tamwoy.

Our Story. 
Our Future.

Text goes here 
Text goes here

‘Our Story. Our Future.’ was created by proud Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr artist Luke Penrith and Maluililgal people, Badu Island artist Naseli Tamwoy.

Text goes here

– Text goes here (L1)
  – Text goes here (L2)
   • Text goes here (L3)

1. �Artwork as a solid block or 
background

This block and background application 
allows the artwork to surround or 
punctuate content. This is the truest 
application of the artwork.

2. �Artwork outline to finish on an element
A more fluid application of the brand that 
allows for creating a custom shape that 
wraps around an artwork element. 
Be mindful that this application can be 
harder to achieve balanced representation 
of Aboriginal and Torres Strait Islander 
elements.

3. Artwork elements in colour
A subtle application of the brand. The 
Artwork elements are featured in any 
combination of the brand colours that is 
suitable for the audience and application. 

4. Artwork elements as a watermark
A subtle application of the brand. The 
Artwork elements are made one single 
brand colour and used in a light tint 
(Generally 5-20% tint). 

1 in 5 Aboriginal and Torres 
Strait Islander children learn 
a traditional language

Note: Children aged 4-14 years whose main language is not an Australian Indigenous language. 
Source: ABS, National Aborginal and Torres Strait Islander Social Survey, (cat. no. 4714.0) 2014-2015

Title goes here 
Subtitle goes here
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Links to the corporate brand

The Aboriginal and Torres 
Strait Islander brand has been 
developed in consideration of 
the existing ABS corporate and 
social media brands. 

It uses the ABS corporate brand 
colours and body font, and has 
been designed to be flexible in 
application to support use with 
other ABS brands.

The range of options for 
application of the Aboriginal 
and Torres Strait Islander brand 
can be seen on the Application 
of brand page. 

Colours

Body Font

Frutiger Condensed Bold
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890

Frutiger Condensed Light
ABCDEFGHJKLMN 
OPQRSTUVWXYZ
abcdefghjklmn 
opqrstuvwxyz
1234567890
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Social media

Where required, the artist 
elements or combined 
iconography can be added as 
a pale tint to the background. 
5% is used in these examples

Ether of the two social media 
colours can be used.

Placement and size of elements 
and combined iconography 
can vary depending on the 
complexity of the data being 
depicted.

1 in 5 Aboriginal and Torres 
Strait Islander children learn 
a traditional language

Note: Children aged 4-14 years whose main language is not an Australian Indigenous language. 
Source: ABS, National Aborginal and Torres Strait Islander Social Survey, (cat. no. 4714.0) 2014-2015

1 in 5 Aboriginal and Torres 
Strait Islander children learn 
a traditional language

Note: Children aged 4-14 years whose main language is not an Australian Indigenous language. 
Source: ABS, National Aborginal and Torres Strait Islander Social Survey, (cat. no. 4714.0) 2014-2015

Original Updated design with background

Elements can be used to create unique backgrounds. Here are a few examples.
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Merchandise – Full print polo shirt

Artwork adjustment for clear 
space – A few elements have 
been removed to make way for 
clear space around the logo. 

This is acceptable to achieve 
a high impact merchandise 
item. Elements should only be 
removed in consultation with the  
Strategic Communications team.
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Merchandise – Full print polo shirt

Noting mandatories:

Sleeve – The artwork on sleeves 
is a separate section of the 
artwork rather than continued 
wrap of the artwork. This was 
done to maximise elements 
visual on the shirt body.

Star – This element must be on 
every shirt in this area.

ABS Our Story Our Future logo 
–  ABS logo size requirements 
may need to be larger than 
the minimum 20mm to ensure 
clear visibility of the Australian 
Government crest. For this 
particular design, the ABS logo 
needed to be 45mm.

Artwork wrap around – On the 
left side.
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Merchandise – Partial print polo shirt

An example of a more subtle 
approach to the brand.
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Factsheet template

Limiting graphics to the artwork, 
or specific iconography related 
to content.

Draw out key figures at top of 
page representing content.

Use of simpler language and 
clearer tables for data delivery.
Separation of content neatly 
into columns.

Use of corporate Frutiger font 
as body copy, with a clearer 
and softer font replaced for 
headings and subheadings.

What is the NATSIHS?
The National Aboriginal and Torres 
Strait Islander Health Survey (NATSIHS) 
2018-19 was conducted by the 
Australian Bureau of Statistics (ABS) 
from July 2018 until April 2019.

The survey collected information 
about the health status of Aboriginal 
and Torres Strait Islander peoples. It 
focused on health conditions, lifestyle 
factors, health service use, social and 
emotional wellbeing, and physical 
measurements. For the first time, in 
2018-19 the NATSIHS also included a 
voluntary, self-administered hearing 
test for people aged 7 years and over 
who did not have a cochlear implant.

Who was included
A random selection of Aboriginal and 
Torres Strait Islander peoples of all 
ages were interviewed. The survey took 
place across all States and Territories, 
including remote communities. 
Nationally, the sample included about 
10,500 people from around 6,500 
households.

How the NATSIHS supports our 
communities
Information from the survey is used 
to better understand the health and 
wellbeing of Aboriginal and Torres 
Strait Islander peoples to assist 
in improving services and health 
programs to help them live healthier 
and happier lives.

Thank you
The ABS thanks everyone who 
contributed to the survey, especially the 
Aboriginal and Torres Strait Islander 
people who shared their stories – your 
support and help are so important.

About the 2018-19 National 
Aboriginal and Torres Strait 
Islander Health Survey

‘Our Story. Our Future.’ was created by proud Wiradjuri, Wotjobaluk, Yuin and Gumbaynggirr artist Luke Penrith and Maluililgal people, Badu Island artist Naseli Tamwoy.

Our Story. 
Our Future.

2018-19

2018-19 2012-13

Health conditions

More people aged 15+ rated their own health as 
excellent or very good

45% 39%

Overweight and obesity rates have increased for 
children aged 2-14 years

37% 20%

Overweight and obesity rates have increased for 
children aged 15+ years

71% 66%

More people had at least one chronic condition that 
posed a significant health problem

46% 40%

More people had hypertension 8% 5%

Depression reported by people aged 2+. 13% –

Depression reported by people aged 2+. 17% –

People living with profound or severe disability 

– non-remote areas 9% –

– remote areas 6% –

Asthma

– non-remote areas 9% –

– remote areas 6% –

Mental or behavioural conditions for people 2+ 

– non-remote areas 28% –

– remote areas 10% –

Risk factors

Never smoked, people aged 15-17 years 85% 77%

Never smoked, people aged 18-24 years 50% 43%

Less people smoke every day, aged 15+ 37% 41%

Less people 18+ drank more than four standard 
drinks on one occasion in the last 12 months

54% 57%

More people aged 15+ had used substances for 
non-medical purposes 

28% 22%

Sugar sweetened* drinks drunk every day by children

– aged 2-14 years 20% –

– aged 15+ 24% –

Recommended daily amounts of fruit and vegetables were consumed

– aged 2-14 years 6% –

– aged 15+ 3% –

2018-19 2012-13

People aged 15+ getting enough exercise 11% –

Physical or threatened physical harm was expe-
rienced at least once in the last 12 months by of 
people aged 15+.

16% –

Use of health services

The proportion of people who needed to go to the doctor but didn’t (at 
least once) in the last 12 months

– non-remote areas 14% –

– remote areas 8% –

People aged 2-17 years saw a dentist or dental 
professional in the last 12 months 

57% –

Placeholder headline

Example of content across two columns X% XX%

Example of content across two columns X% XX%

Example of content accross two columns X% XX%

Example of content across two columns X% XX%

Example of content X% XX%

Example of content accross two columns X% XX%

Example of content across two columns X% XX%

Example of content X% XX%

– non-remote areas X% XX%

– remote areas X% XX%

Asthma X% XX%

– non-remote areas X% XX%

– remote areas X% XX%

Placeholder headline

Example of content across two columns X% XX%

Example of content X% XX%

– non-remote areas X% XX%

– remote areas X% XX%

Asthma X% XX%

– non-remote areas X% XX%

– remote areas X% XX%

14%
of people who needed 
to go to the doctor but 
didn’t. This reduced to 
8% in remote areas.

57%
of 2-17 year olds 
saw a dentist or 
dental professional.

45%
people aged 15+ rated 
their own health as 
very good (compared 
to 39% in 2012-13).

Note: Where age is not specified, data refers to people 0 years and over.
*Sugar sweetened drinks include soft drinks and non-carbonated drinks.
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