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Our Brand

For years it's been challenging to balance our job as land managers between
conservation (keeping the parks well looked after) and visitor experience (keeping
our parks open, safe and clean for visitors). However, it's clear — the two can't live
without each other. We are in nature every day, out in Victoria's parks as well

as into nature every day through the important support work we do indoors.

Our brand is not one thing or another, it's everything. And that everything,

is nature. We exist to support all public land and waterways that we manage

and all their parts.

Our brand meaning, Into Nature relates to the work we do and the estate we
protect. This essence has been applied to the organisation’s vision statement as
something to strive for: We're into nature to create a better Victoria.

We apply our brand meaning in two ways;

For our staff, “We're Into Nature”. A simple expression demonstrating what we
do and why we do it.

For the Victorian public and our state’s visitors, “Get Into Nature”. A rallying cry
encouraging people to get out there, experience nature and make the most of
the special places Victoria has to offer.

It is through this lens that we also identify that our brand means many things
to the community.

Being in nature, or the outdoors more broadly, strengthens social bonds with
others, teaches us to preserve and respect the natural environment and opens up
new experiences that are inspired and unexpected. The unpredictability of nature,
combined with our commitment to protect and care for the environment is what
the Parks Victoria brand stands for when it comes to the visitor experience —

we provide the setting and nature provides the entertainment.

By expressing our brand meaning in this way, we accept the complex priorities
that exist working in nature.




Brand Architecture

Parks Victoria is identified by its Master Brand logo. As a Victorian Government statutory
authority, our brand reflects the State Government Brand Victoria guidelines that work in
combination with the Parks Victoria brand architecture.

Our brand architecture for both internal and external audiences includes the Parks Victoria
Master Brand logo as its anchor, symbolising Parks Victoria as an ‘endorser’ of action,
intervention; the things we stand by and value, and as a 'host’ of the diverse nature
experiences of the public land we manage.

From our PV Master Brand logo, we have two levels to our brand architecture:

e Visitor Experience Brand: 6x visitor experience landscapes
e Corporate Brand: 6x Endorsed Brand logo lock-ups

Visitor Experience Brand

The Parks Victoria Visitor Experience Brand represents Victoria’s diverse landscapes that

provide a variety of nature-based visitor experiences across the state. This brand design

system is used in campaigns and communications targeted at consumers where the aim
is to encourage visitation and destination marketing.

The Visitor Experience Brand helps people to plan a visit/trip based on the type of landscape
experience they're looking for. This brand suite enables Parks Victoria to produce inspirational
collateral that curates nature-based experiences for visitors. For more information about the
Visitor Experience Brand, refer to page 31.

Corporate Brand

A key element of the Parks Victoria Corporate Brand are the six Endorsed Brands. These are
six categories of ‘what we do’ outside of core park management activities that demonstrate
how we are Into Nature. They are our brand differentiators, showing how we're different
from other land management agencies.

The Endorsed Brands are used to give an item or message relevant endorsement on behalf
of Parks Victoria. Only one Endorsed Brand should be used per item/application based on
the key message and main purpose of the communication. For more information about each
Endorsed Brand, refer to pages 7 and 8.

Parks Victoria — Master Brand logo
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Endorsed Brands

RA
Farks | speneter

VICTORIA

Conservation through evidence-based research is
at the heart of what we do. We are committed to
conservation and look after the most important areas
of habitat for Victoria’s native plants and animals.

Conservation and Science programs enables us
to protect and preserve precious ecosystems across
Victoria for future generations to enjoy.

Purpose

Evidence of the positive impact of our conservation
activities provides greater social license for Parks
Victoria to advocate for nature on important
environmental issues.

Key applications

e Communication items that refer to Parks Victoria’s
Conservation and Science programs, partnerships
and initiatives

e Promotional materials of Parks Victoria’s
Conservation and Science team

e Temporary signs in-park that relate to Conservation
and Science activities

e Parks Victoria media releases on Conservation and
Science topics

Managing
ParKS Country
VICTORIA | Together

Parks Victoria recognises that Aboriginal people have lived
throughout Victoria for more than a thousand generations,

maintaining complex societies with many languages, kinship

systems, laws, polities and spiritualities.

Managing Country Together is the framework by which
Parks Victoria operates in the following areas:

e Our approach to managing Traditional Owner
relationships

e Jointly managed parks
e Aboriginal health and well-being

Purpose

To give endorsement of Parks Victoria's activities, programs
and initiatives that relate to Managing Country Together in
the three areas outlined above.

Key applications

e Promotional materials of Managing Country Together
programs, People & Parks Foundation

e Publications developed by the Managing Country
Together team

e Key signage in jointly managed parks

e Parks Victoria media releases on Managing Country
Together topics

If you require an Endorsed Brand logo, contact the Marketing team at marketing@parks.vic.gov.au
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Supportin
ParKS NoEc)Ere’s 9
VICTORIA | Future

Supporting Nature’s Future applies to items that
seek people’s support to help achieve Parks Victoria’s
vision statement; such as advocacy, volunteering,
giving, membership, commercial activities, capital
projects, community engagement and sponsorship.

Purpose

To give endorsement of Parks Victoria’s programs,
partnerships and initiatives linked to giving.
Giving may include people providing time, money,
professional skills, goods or services.

Key applications

e Promotional material for advocacy, volunteering,
giving, membership, commercial activities, capital
projects, community engagement and sponsorship

e Parks Victoria's commercial, public-facing templates
and documents

e Parks Victoria's media releases on topics included
in 1st bullet-point above.



Endorsed Brands (continued)

P Sharing
FrKS | Nature:
AKS | Naturet

Everything in nature is place-based — it happens
‘somewhere’ in nature.

Sharing Nature's Stories is the sharing of ecological,
geographical and historical stories that help people
understand the landscape (place) and its history.

Purpose

To give endorsement of Parks Victoria's programs,
partnerships and initiatives in the areas of post-
settlement historical heritage, information,
interpretation and education.

Key applications
e Key education and interpretation signage

e Heritage and education programs, activities and
promotional material

e Park information; eg. Visitor Guides and fact sheets

AN
Healthy Park:
Farks | ectthy earks

VICTORIA

Our parks play an essential role in people’s health and

wellbeing regardless of one’s age, gender, ethnicity or ability.

Growing scientific evidence and generations of traditional
knowledge confirms that spending time in nature is good
for our mind, body and soul.

Parks Victoria's nature-based health programs connect
people to parks and enables them to experience the health
benefits of nature. With a range of guided Park Walks,
nature-based health seminars and partnerships we promote
the concept of Healthy Parks Healthy People.

Healthy Parks Healthy People has an important relationship
to park funding, economic growth and developing vibrant
communities.

Purpose

To give endorsement of Parks Victoria’s health programs,
partnerships and initiatives.

Key applications

e Promotional materials of Parks Victoria’s health products
and programs

e Fact sheets produced for Parks Victoria’s health products
e Parks Victoria's media releases on health-related topics

If you require an Endorsed Brand logo, contact the Marketing team at marketing@parks.vic.gov.au
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Putting
Pa.rKS Safety
VICTORIA | First

Putting Safety First — employee and visitor safety

is our number one priority in how Parks Victoria
manages risk in parks. We manage a wide range of
adventurous, thrilling and potentially dangerous places
so it's critical that people are prepared, aware of
reasonable risks and follow all directions given.

Purpose

To give endorsement of Parks Victoria's safety
campaigns, communications (including signage)
and initiatives.

Key applications

e Promotional materials of Parks Victoria's safety
programs

e Permanent and temporary signage in-park that
relate to visitor safety

* Parks Victoria's media releases on safety topics
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Logo placement

The Parks Victoria logo should only be o ]
viewed once on the same face of any Digital Print

application, except on websites where

it appears in both the header and footer

of the page.

Document

As a general rule, the Parks Victoria logo
should be placed in the bottom right
corner on the front of any application.

If an Endorsed Brand logo is required,

it is used in place of the Master Brand
logo. Please refer to the Endorsed Brands
(pages 7-8) for more information.

If you require an Endorsed Brand logo
or are unsure about which logo to use,
contact the Marketing team at
marketing@parks.vic.gov.au

DL Flyer

Website

Banner

Pull-up Banner

Postcard
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Logo placement don’ts

Don’t overuse logos

Digital Print
Please choose between the Parks
Victoria Master Brand logo or an

Endorsed Brand logo lock-up

(if required). Refer to the Endorsed
Document

Brands (pages 7-8) for guidance.

Do not use both the Master Brand and
an Endorsed Brand logo lock-up on the
same face of any application.

DL Flyer

Website

Banner

Pull-up Banner

Postcard
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Logo usage

The Parks Victoria logo should be applied in full
colour on a white background wherever possible.

Reversed and mono versions should only be applied

in special circumstances.

The Parks Victoria Master Brand logo is used

on communication items that represent the
organisation at a state-wide corporate level.
Examples of applications include: Annual Report,
Park management plans, operational items, Park
planning and policy publications, PV Corporate
publications (eg. Corporate Plan), PV uniforms,
PV vehicles, PV PowerPoint template, PV
stationary/letterhead, business cards, etc.

Co-branding

Parks Victoria is a statutory authority of the
Victoria State Government. We co-brand
with the Victoria State Government on
corporate communications.

See examples of applications on the next page.

N
Corporate Brand Guidelines w

Clear space and alignment Minimum size

The width of the 's’ character in ‘Parks’ should be maintained as ADA AN

clear space around the primary and endorser logos. ParKS Rarks
VICTORIA VICTORIA
| ] | ]

J_ l I 1 I 1

; } Print: 13mm Digital: 34px

P P Sharing

SIFArKS = “IFAlKS | Notures

. _VICTORIA | Stories

VICTORIA

Parks Victoria and the
Victoria State Government

Joint-management, partnerships and sponsorships

Co-branding logos must not exceed the height of the Parks Victoria logo
and should appear visually balanced next to it. All logos must be base-aligned
with the Parks Victoria logo.

The Parks Victoria logo should always
be positioned to the left of the Victoria
State Government logo. Both logos

should be used at equal heights. AR : . .
g g P Managing > Barengn Gadjm ORIA
a.rKS Country LAND COUNCIL State
""""""""""" T VICTORIA Together ABORIGINAL ConroRATION TTac Government

Parks & ToRIA

VICTORIA Government

Logos should be displayed in the following order (from left to right);

Parks Victoria, third-party partner, Victoria State Government (for corporate
messaging only).

A /T
Pa.rKS ﬁgecﬂpeg's Eastern Maar ;h:{d
> Aboriginal Corporation . ‘ arty
VICTORIA .| Stories
For signage;

Parks Victoria, joint-managed partner, third-party partner (if applicable).
11
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Logo usage (continued)

When to use the Victoria State L. .
Government logo Corporate communications Consumer messaging

The Victoria State Government logo can

be used on corporate communications led
by Parks Victoria that are endorsed by the
government. Collateral for visitor experience
communications should only feature the
relevant Parks Victoria logo.

Volunteer

at the Prom

Protecting our
most vulnerable
species

parks.vic.gov.au

Use the Victoria State Government logo on:
e Annual Reports
e Engagement collateral for Victoria

: ) e R Girtgan Kurtb
Government-funded capital projects Annual Report NoticE et
e Official reports and strategic documents 2019-20 ! Coluaetage pan

131963
parks.vicgovau

e Media releases
* Paid media campaigns

The Victoria State Government logo
is not required on:

Suburban Parks Program
Wattle Park upgrad

e Event pull-up banners
e Parks Victoria event
and information posters
e Main Information Board park signage

RarKs | sz

12



Logo usage don’ts

It is important that the Parks Victoria
logo is applied consistently across all
communications.

It should not be redrawn, digitally
manipulated or altered in any way.

For instructions on how to lock-up the
master brand logo with the peak device,
see page 17.

v

Rarks

VICTORIA

Do use the logo in full colour.

AN

RParks

VICTORIA

Do reverse white out where
necessary. Please adhere to
the primary colour palette.

Don’t rotate the logo.
Please keep it horizontal.

Don't apply to busy
backgrounds. The logo
must be kept legible.

Don’t colour block the logo.
Never house the logo in
additional shapes.

N
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X

N

RParks

VICTORIA

Don’t skew or distort
the logo.

RParks

VICTORIA

Don't use non-brand
colours. Please adhere
to the colour palette.

Parks
VICTORIA

Don’t recolour or apply
effects to the logo.

Farks

Healthy Parks
Healthy People”

Don’t use old
versions of the
Parks Victoria logo.

13



Colour palette

The Parks Victoria colour palette consists

of three primary colours and six secondary.
The secondary colour palette is designed to
accomodate a range of internal applications
across Parks Victoria. For consistency, only use
the exact colour specifications outlined here.

For printed material, use the spot colour
(Pantone) or 4-colour process (CMYK)
breakdown for each colour. For digital
applications, use the RGB or HEX breakdown.

Primary

CMYK 78, 02, 98, 09
PMS 362C

RGB 63, 156, 53
HEX#  3F9C35

AA compliant for Parks
Victoria website only:

RGB 36, 136, 33

HEX# 248821
CMYK 100, 06, 01, 12
PMS 7460C
RGB 00, 137, 196
HEX# 0089C4
CMYK 80, 24, 69, 70
PMS 350C
RGB 0, 64, 46
HEX# 00402E
Body copy
CMYK 77,74,59,81 CMYK 0,0,0,0
PMS  Black 6C PMS  000C
RGB 17,13, 23 RGB 255, 255, 255
HEX# 110D17 HEX#  FFFFFF

N
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Secondary

CMYK
PMS
RGB
HEX#

CMYK
PMS
RGB
HEX#

CMYK
PMS
RGB
HEX#

CMYK
PMS
RGB
HEX#

CMYK
PMS
RGB
HEX#

CMYK
PMS
RGB
HEX#

63,93,17,4
7662C
120, 54, 126
78367E

25,88, 29,1
2451C

188, 67, 119
BC4377

89, 51, 12,1
7690C

6, 113, 168
0671A8

82,16, 51,1
7716C
0, 157, 143
009D8F

10, 82, 99, 1
7579C

216, 83, 39
D85327

20,40, 99,1
7563C
206, 153, 43
CE992B

Colour combinations

14



Corporate Brand Guidelines ?,‘-
Accessible colour palette

CMYK 78, 02, 98, 09 AA compliant for Parks CMYK 100, 06, 01, 12 CMYK 80, 24, 69, 70
Primary PMS  362C Victoria website only: PMS  7460C PMS  350C

RGB 63, 156, 53 RGB 36, 136,33 RGB 00, 137, 196 RGB 40, 78, 54 This page provides examples of colour

HEX#  3F9C35 HEX# 248821 HEX#  0089C4 HEX#  284£36 combinations using the Parks Victoria

v AA Vv AA v AA v AA v AA v AA X AA X AA COlour pa|6tte

X AAA v AAA X AAA v AAA X AAA v AAA X AAA X AAA
Please use combinations that meet
AA or higher standard of accessibility
compliance.

X AA v AA v AA v AA X AA v AA v AA v AA

X AAA X AAA X AAA v AAA X AAA X AAA v AAA v AAA

Large Large
Text Text
X AA v AA v AA v AA X AA v AA v AA v AA
X AAA X AAA X AAA v AAA X AAA X AAA v AAA v AAA
Neggial Large Normal Large Négatal Large Normal Large
Text Text Text Text Jext Text Text Text
CMYK  63,93,17,4 CMYK 25, 88, 29,1 CMYK 89, 51,12, 1 CMYK 82,16, 51, 1 CMYK 10, 82, 99, 1 CMYK 20, 40, 99, 1
Secondary PMS  7662C PMS  7662C PMS  7690C PMS  7716C PMS  7579C PMS  7563C

RGB 120, 54, 126 RGB 120, 54, 126 RGB 6,113, 168 RGB 0,157, 143 RGB 216, 83, 39 RGB 206, 153, 43

HEX#  78367EF HEX#  BC4377 HEX#  0671A8 HEX#  009DSF HEX#  D85327 HEX#  CE992B

X AA X AA X AA v AA v AA v AA v AA v AA v AA v AA

X AAA X AAA X AAA X AAA X AAA v AAA v AAA v AAA

v AA v AA v AA v AA Vv AA X AA v AA
v AAA v AAA X AAA v AAA X AAA v AAA X AAA X AAA
v AA v AA v AA v AA v AA v AA X AA v AA *K AA v AA X AA X AA
v AAA v AAA X AAA Vv AAA X AAA v AAA X AAA X AAA X AAA X AAA X AAA X AAA
Normal Large Normal Large Normal Large Neradal Large Neradal Large Neuafal Narg€
Text Text Text Text Text Text Jext Text Jexy Text JeXy Jext

15



Typography

Frutiger is the primary brand font to be used
across all corporate communications.

Where Frutiger is unavailable, such as for
on-screen presentations or internal Microsoft
Office templates, Calibri should be used.

Primary font
Frutiger

Headings and sub-headings

Frutiger Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Frutiger Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Body copy

Frutiger Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

N
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Secondary font

Calibri

Headings and sub-headings

Calibri Bold
ABCDEFGHIJKLMINOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Body copy

Calibri Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

16



Peak device

The peak device is drawn from the land and
water elements represented in our logo,
reflecting our three primary colours in its form.

It incorporates textures from the Parks Victoria
Managing Country Together artwork, Meereeng,
by Gary Walker which tells the story of the many
communities around the state who work with
Parks Victoria to protect and manage Country.

The peak device is used to frame our logos at
the bottom right of an application. Logos should
adhere to the minimum clear space requirements
when used in conjunction with the peak device
(refer to Logo usage on page 11).

As a general rule:

When used with the Master Brand logo
The peak device should cover no more than
two-thirds of the base width of the application.

When used with an Endorsed Brand logo
The peak device should cover no more than
three-quarters of the base width of the
application.

Peak device positioning — Master Brand logo

A6

A4 16:9

I

Peak device position

A4

AA
AN
Parks z s:tgeR'A
VICTORIA Government

]

N
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Parks

LVICTORIA M

ing - Endorsed Brand logo

A6

16:9
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Organic lines

Being Into Nature is at the heart of our brand.
From the tall eucalypt in our local parks to
breathtaking landscapes viewed from mountain
peaks, or the smooth and ever-changing coastal
dunes, we are inspired by the unique diversity in
nature and embrace the fact that ‘there are no
straight lines in nature’ as a design principle.

We incorporate subtle organic lines and shapes
to border photographs and create content
breaks within applications as part of Parks
Victoria’s visual language.

For examples on how organic lines may be used
across different applications, see page 19.

N
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Corporate Brand Guidelines S’,-
Using organic lines

The examples provided show how organic lines may be applied across
corporate and visitor experience collateral. Avoid the overuse
of organic lines and shapes.

Corporate communications Visitor experience communications

Organic lines may be applied to horizontal borders (top and bottom)
of imagery and shapes used for infographics, pull-out quotes, case
studies, and diagrams.

Organic lines may be applied to imagery, captions, call-to-action buttons and shapes
used in maps and signage. For further information and layout examples, refer to the
Visitor Experience Brand Guidelines section (page 29).

Accountability structure Strategic Plan structure Strategic Plan framework
Proin laot lacus

M\SSIBV‘L vision, guiding Land Management Strategy 10 years wehicula
Case study prindples Shaping Our Future 10 years

h o Strategic priorities
Improving seagrass habitat in . gicipriontt ) Nature Consenvation Strategy 10 years
eastern Victoria B > Organisation-wide goals

v
“Proin laoreet

TV FET TS Corporate Plan 2020-2024
In 2014, large numbers of a native purple Or Learning for Nature Strategy H
d ! ‘ganisation-wide goals for
sea urchin (Heliocidaris erythogramma) were education and interpretation 2021-2025 I acus ve h Icu I a

observed overgrazing seagrass in a crucial
wetlands biodiversity site in Nooramunga

Marine and Coastal Park in eastern Victoria. Regional Regional level plans and > Learning for Nature Regional Action
The barren areas created by the urchins initiatives for E&I Plans 2022-2025

were estimated to be expanding by 0.5-1m

per month, with the largest 2.6 ha, which — Supporting plans and ) Annual Action Plans and Personal
prompted an investigation. o< > dvidual contributions Development Plans

In a bid to manage the overabundance, Parks
Victoria and the Victorian Fisheries Authority
(VFA) invited local commercial fishers to
participate in a program to reduce the number
of sea urchins. VFA issued 6 applicants with
permits allowing them to collect and sell
the urchin between May and September.
This approach greatly improved the seagrass Adventurers Discoverers Lifestylers
habitat, as well as providing a valuable Motivated by individuality. Motivated by learning Motivated by balance Motivated by belonging.
commercial opportunity for the fishers. Kinesthetic learning style, Critical thinking Intrapersonal learning Interpersonal learning
enjoys challenge and disposition, enjoys style, recharging alone style, enjoys collaboration,
problem solving, hands- novel insights, revealing away from crowds, sharing, listening to
on active participation, interconnectedness, thoughtful reflection, others' perspectives,
adventurous learner. probing assumptions, introspective, asking questions.
seeking reason. independent thinkers

We're building a new playscape,
a walking/running track and making
upgrades to the picnic area at Wattle Park.

Scan to learn more
Visit parks.vic.gov.au/projects
or call 13 1963

Above: Sea urchins, Nooramunga Marine A~
and Coastal Park Parks |szeetrs Q13 1963
VicToRIA | ot parks.vic.gov.au
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Applying QR codes

A dynamic QR code may be applied to print
communication materials for improved user
engagement where appropriate.

All new dynamic QR codes for use on Parks
Victoria collateral must be created using the
Marketing team’s QR code generator, which
offers flexible codes with a tracking feature and
the ability to alter linked URLs if there have been
changes made to the Parks Victoria website.

Requests for a dynamic QR code should be made
through marketing@parks.vic.gov.au

QR code layout

QR codes may be right-aligned or positioned
beneath call-to-action content when applied
to corporate and visitor experience print
collateral.

The examples provided are intended as
a guide only.

Corporate

Volunteer

at the Prom

Join Friends of the Prom
and help care for this amazing place.

9131963 RS | e
parks.vic.gov.au ViGTORR | Pt ©

Construction is starting on a new playscape, upgraded walking and
running track and picnic area upgrades at Wattle Park in Autumn 2022,
th: illion i ent from the Victorian Government.

We're building a new playscape,
a walking/running track and making
upgrades to the picnic area at Wattle Park.

T Scan to learn more o)
2 Visit parks vic govauprojects
" - orcall 131963 &

Corporate Brand Guidelines

Visit parks vic govau/projects
al 13 1363

P - T
‘‘‘‘‘‘‘ [ SR eva i

Visitor experience
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Corporate Brand Guidelines S,‘-
Print examples — Reports

The front cover of a Parks Victoria report or strategic
document must feature only one photograph. This Report covers (A4)
provides a clear visual focus to the front cover and
works more effectively to draw the viewer’s attention
to the document title (rather than distract from it). The
relevant logo(s) should be positioned in the bottom
right corner with the peak device.

A primary dark green panel with an organic line edge
is applied to frame the title. The panel sits at 8cm
from the base of the page at a -6° rotation angle.

For colour specifications, refer to page 14.

Annual Report
2019-20

80mm

Healthy Parks Healthy People
Strategic Plan

2019-23

Parks

VICTORIA ¥ Goverment

21



Print examples — Reports (continued)

The internal spread examples provided are for

a 297mm x 210mm (A4) report or document contains

facing pages (i.e. left and right). These layouts are used
when the report or document is to be professionally

printed and bound.

Margins and specifications are intended as a guide only.

N
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Internal pages — data tables

Balance Sheet

Cash Flow Statement

Our Overall Prioritie

To support our legislative and Governmen
established clear ongoing priorities for Par}

Putting Safety First

arks Victoria prioritises the safety and wellbeing of
s staff, contractors, volunteers and visitors.

/e support our people to be physically, mentally and
ulturally safe at work

Protect, conserve and
gnhance nature

arks Victoria works to conserve nature in Victoria's
arks, in the face of unprecedented threats. We
eliver intensified action, new techniques and
increased community collaboration and aim to

nsure high value natural systems, cultural values and

Internal pages — text with image

Header graphics may be used for visual distinction
to mark the start of new sections

D
w

palicy obligations, the Board has
s Victoria which inform this plan.

Environmental Sustainability

[Parks Victoria strives to achieve environmental
kustainability in the parks estate, and be a model
lenvironmentally sustainable organisation, including
fthe work of its volunteers, contractors and other
fproviders. Parks Victoria is committed to contributing
o the UN Sustainable Development Goals

Healthy Parks Healthy People

IHealthy Parks Healthy People recognises the
lconnection between the health of our environment
land the health and wellbeing of communities. Parks

ictoria builds this philosophy into its day to day park
imanagement

T e mm mmn mew ECTIECT] e andscapes are protected and estred
N e | e e e e e B e
et s [——— i Culture and Staff Wellbein, . . i jversi ithi
s - e e Managing Country Together 9 Sound Financial Management Increasing Diversity within
s : . ; deses . v wem e e strive for an outcomes-focussed organisational lour Workforce
s v ove e » e o e e - lanaging Country Together s Parks Victoria's ot wihieh & pOSte oo thics and Financial discipline and rigour enable optimal
Total Financial Assets 96,925 ; . fommitment to recognising Traditional Owners as fallocation and responsible use of our resources and

land owners and managers - working in partnership
o protect the unique natural and cultural values
cross Victoria's parks estate. It is our contribution
o the Victorian Government’s clear support for the

kulturally safe. We have an integrated approach to
ellbeing that supports our people to feel healthy
ind engaged at work. We are accountable for our

lactions and committed to being responsive to the
ictorian public, Traditional Owner partners, our key

lsupports ongoing financial sustainability. Accurate,
ftransparent financial reporting informs our decision-
Imaking and improves performance.

Diversity and inclusion are central to our
|development as a modern, high performing,
lsustainable organisation. We are a culturally
|competent organisation that provides a safe and
inclusive workplace for our diverse workforce.

M Ny ” ear s : felf-determination of Aboriginal people and the

. . o o . P a3 " ecognition of Aboriginal cultural rights. ptakeholders, and our vistors (Good Governance Strengthening Victori

ot o hanc Ases sema_sesam_smamn smenm swoss Tt rayments o aeve _omun _anmn osmsw

s aim IRRRIN ks e e o e commited to doing more than st meeting. | Working in Partnershi l600d governance and quality management support rengthening Victorian
2 /e are cof ing more than just meeting g P Communities

ur responsibilities - we strive to build meaningful
elationships with Traditional Owners

Providing Park Services

faintaining a parks estate that is open to the public,
ith safe and clean facilites is core business for

\with DELWP

PParks Victoria works closely and collaboratively with
IDELWP and other land managers to ensure effective
nd efficient public land management

106514 195,176 3,595 @L01)  (101130) (ST (102%4)  (2651) i i j
e povis arks Victoria. We work to deliver baseline service Delivering Key Projects
v o S o tandards to connect people and nature and enhance | fSound project management enables our people o
¥ bases » QRS o he visitor experience. fectively deliver key infrastructure projects that
Tota Equity et Worth e srasm  seam sesunisseaod e lcontribute to the Victorian economy including
apital works, recovery works, and Government
(ROU Asse i, . . |commitments.
25k Cosh Peorn/ fhved (©583) 1150 @y .04 ®826)

improved performance, risk management and
ldecision-making. It helps us to deliver services to
fthe Victorian public in an efficient, effective and
kustainable way.

Parks Victoriafs operations support tourism by
lattracting visitors to regional Victoria. In addition
to supporting local businesses through increasing
|Visitation to parks, the organisation is a significant
lemployer of people living in Regional Victoria

Parks Vit te Plan 2020-2024

J_12mm

20mm
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Print examples — Reports (continued

Organic lines may be applied to horizontal borders
(top and bottom) of images to reflect our visual
language that there are no straight lines in nature.

Feature images Supporting images

Any overuse of organic lines and shapes should

be avoided.

Image captions

Feature images that cover 50% or more width
of a page should apply a caption using the below

organic shape.

The shape should be positioned to allow for the

caption to sit in the corner of an image.

Image captions should be succinct and kept to 2-3

lines of text where possible.

Organic top
and bottom edges

Image description, lorem ipsum rem

Name of park

Position in corner
of an image

Primary Dark Green fill,
65% opacity

Conserving Victoria’s Special Places

Increase the resilience of natural and cultural assets in parks and maintain ecosystem
services in the face of climate change and other stressors

Conserve and restore
ecological processes

Conservation achievements
through biodiversity protection
programs

Prior to the summer bushfires, which caused
profound devastation to Australia's biodiversity, Parks
Victoria worked to improve the health of biodiversity
in protected areas. This benefitted native species and
plant communities such as the threatened Mountain
Pygmy-possum, Southern Brown Bandicoot, alpine
peatlands and warm temperate rainforest. Programs
were focused on protecting and restoring habitats,
reducing the impacts of introduced predators,

deer, goats, feral pigs and weeds.

The programs were delivered in partnership with

Traditional Owners, DELWP, universities, Zoos Victoria,

Catchment Management Authorities, Alpine Resorts,
and other partners.

Key achievements included

Weed control following bushfires in areas
including Cape Conran Coastal Park and
Croajingolong National Park

Feral goat numbers significantly reduced
from the national heritage-listed Grampians
National Park

Mountain Pygmy-possums protected through
fox and feral cat monitoring and trapping.

Seventy-four Eastern Barred Bandicoots
(listed as extinct in the wild on the mainland)
were released into French Island National Park
Early indicators show reproductive success

in the new population (pictured).

Alpine plant communities protected by removing
by hand more than 10,000 Ox-eye Daisy plants.
Expansion of predator control i the Great Otway
National Park and surrounding areas.

Fragile dune systems and culturally significant
sites protected by aerial control of feral goats
in the Murray-Sunset National Park

Traditional Owner
partnerships

Budj Bim World Heritage listed

In July 2019, the Bud Bim Cultural Landscape,
including most of Budj Bim National Park, was
inscribed on the UNESCO World Heritage List, which
recognises the outstanding universal value of this
landscape and its aquaculture systems. t is the first
Australian site to gain international recognition solely
for its Aboriginal cultural values

Damaging bushfires in Budj Bim National Park in
early 2020 saw Parks Victoria and the Gunditjmara
Traditional Owners working closely together in both
the emergency response and planning for recovery

in the cultural landscape. Although fire impacted
much of the landscape, the burns revealed cultural
sites that were concealed beneath vegetation.

These include sites that may be part of the aquaculture
systems recognised by UNESCO.

Above: Tae Rak channel and holding pond, Budj Bim
Cultural Landscape (Credit: Gunditj Mirting Traditional
Owners Aboriginal Corporation)

Protecting Aboriginal
Ancestral Remains

Parks Victoria progressed the major ‘Resting Places'
Project - Ponnun Pulgi, which looks after Ancestral
burial places in north-western Victoria. Working
closely with the First People of the Millewa-Mallee
Aboriginal Corporation and the People and Parks
Foundation, conservation and critical stabilisation
works at burial site B16 were undertaken with
support from the landowner. Development of a
monitoring and evaluation plan for the program
commenced and a Resting Places Coordinator was
employed through project funding by the First People
of the Millewa-Mallee.

Joint Management Plan
for Barmah National Park

The Joint Management Plan for Barmah National
Park was released on 4 April 2020. Developed by
the Yorta Yorta Traditional Owner Land Management
Board with extensive community consultation,

the plan sets the direction for nurturing Barmah
National Park back to health over the next ten

years. It demonstrates the commitment of the

State Government and the Yorta Yorta people to a
collaborative partnership in managing this significant
park and supports the enduring connection of Yorta
Yorta People to Country.

This plan s supported by the Strategic Action Plan,
Protection of Floodplain Marshes in Barmah National
Park and Barmah Forest Ramsar site, which outlines
a four-year plan of actions to address the threats

to significant native plants and animals in the
Barmah Forest.

Traditional Owner engagement
in the Grampians (Gariwerd)

In 2019, a new governance partnership was
established between Parks Victoria and three
Traditional Owner representative organisations

the Barengi Gadjin Land Council Aboriginal
Corporation, Eastern Maar Aboriginal Corporation
and the Gunditj Mirring Traditional Owners
Aboriginal Corporation to give effect to their shared
responsibilites in the Gariwerd Cultural Landscape.
This collaboration has supported work to expand the
understanding of cultural values across the landscape
and the development of a landscape management
plan, which will guide management of the area over
the next 15 years,

Joint Management

Traditional Owner and Parks Victoria ranger teams
worked closely to fulfil the directions set out in a
number of Joint Management Plans

Dja Dja Wurrung Clans Aboriginal Corporation
improved its planning and notification process to
strengthen decision-making on Country. A highlight
of the year was establishing the Native Vegetation
Initiative for monitoring pest plants and animals in
Kara Kara National Park. Dja Dja Wurrung continues
to support the ranger exchange program between
Dja Dja Wurrung and Gunaikurnai joint management
rangers to share skills, knowledge and perspectives,

Parks Victoria Corporate Plan 2020-2024



Print examples - Postcards and flyers

The examples provided show layouts
of information, images, logos, and
use of Parks Victoria’s visual language,
and are intended as a guide.

Note: Victoria State Government logo
is included on communication items
for capital projects and community
engagement activities.

50mm

Postcard (A6)

Yallock-Bulluk

Marine and Coastal Park

Have your say on Bass Coast’s

newest coastal pa
Supporting
Natures,
VICTORIA | Future

Front

Did you know that there’s a new park

coming to Bass Coast?

Yallock-Bulluk Marine and Coastal Park will combine existing parks and reserves along 40kms
of coast between San Remo and Inverloch on Bunurong Country.

An Access and Infrastructure Plan has been drafted that maps the future trail network and facilities
in the park. The trail, facilities and proposed infrastructure for Yallock-Bulluk are in your area

We are seeking community feedback on a draft design for a trail and infrastructure along this
beautiful and rugged coastline in Autumn 2021

‘ Join the conversation

We're seeking feedback about the draft plan for Yallock-Bulluk
in March and April 2021.

To learn more, find an event, or view the draft Access and
Infrastructure plan and have a say visit engage.vic.gov.au
or scan this QR code.

AR
Parks | 9131963
VICTORIA | Future parks.vic.gov.au

Back

70mm

N
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Flyer (DL)

Become a Park Explorers School

Park Explorers is an inquiry learning program for upper
primary school students to discover and fove what's in
their big backyard!
Program includes;
« Teaching and learning resources designed
to engage students in their local places
« Professional development opportunities
for teachers
« Interaction with a Parks Victoria staff member
Curriculum links include Science, Geography, Health
and Physical Education, Aboriginal History and Culture,
Sustainabilty, and the Capabilities.
Places are limited; contact the Parks Victoria
Education Team at education@parks.vic govau
o secure your spot.

Q131963
parks.vicgov.au

ar
VICTORIA

Back

Become a Park
Explorers School

Empower the next generation of nature
stewards through place-based learning.

The peak device covers the

~—
A [
Parks g | full base width when used

on a DL flyer.

Front
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Corporate Brand Guidelines S,‘-
Print examples - Pull-up banners

The examples provided are for
a 850x2000mm banner, and are
intended as a guide.

Image captions may be applied Protecting our

h iate.
YWnere appropriate most vulnerable 450mm
species

Three-line heading Two-line heading

Making parks
accessible for all

Keeping parks
safe for all
520mm

parks.vic.gov.au parks.vic.gov.au

parks.vic.gov.au

Note: Victoria State Government
logo does not need to be included
as it is aimed at a consumer
audience.

Parks

VICTORIA

R
Parks ety ks
ronin

ieaithy People

Putting
Safety
First

65% opacity

Plains-wanderer,
Terrick Terrick National Park

| The peak device covers the
full base width when used
on a pull-up banner.

200mm

“RA
Rarks | e

VICTORIA

25



Corporate Brand Guidelines S,‘-
Print examples — Posters

The examples provided are for
a 297 x 420mm (A3) poster, and
are intended as a guide.

Volunteer

at the Prom

Serendip

| | foomm Wildlife Tours
Feature image height may be
adjusted as required to fit varied
poster content length. 1.

Note: Victoria State Government
logo does not need to be included
as it is aimed at a consumer
audience.

Join Friends of the Prom
and help care for this amazing place.

Friends of the Prom volunteer group started in 1979 and works with

ce forfuture generations to enjoy

Have you ever wanted to explore wetlands and -
have a close encounter with endangered wildlife? s o

Register as aParks Victoria volunteer
at parkconnectvic govau or scan

See and learn about the habitats and wildlife of the Western Volcanic Plains

on a volunteer-guided tour. Tours are suitable for visitors of all abilities ©13 1963 PN':A Supporting
and offered on weekends. parks.vic.gov.au arks | e

For tour times and to register, [OF0]
visit park-walks.eventbrite.com
or scan for more details [OEN

Q13 1963
parks.vic.gov.au

Sharing
Nature's
VICTORIA | Stories
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Digital examples — Powerpoint presentations

The examples provided are for
a widescreen (16:9) presentation,
and are intended as a guide.

This is a presentation title
over two lines
This is a subtitle

450px

Cover slide

This is a heading. This is a heading i i This is a heading.
s

concusionemave hasan tine ffcintur pi o, i

Sample slide layouts

27
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Digital examples — Social media tiles

The examples provided are
1200x1200px images for social
media, and are intended as a guide.

Mindfulness Walk
400px £ onal Park

28
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Experience Brands

The Experience Brands represent Victoria's diverse landscape and visitor
experiences available across the state.

Each Experience Brand visualises and communicates the brand essence —
Into Nature — with an immersive and inclusive experience-led design approach.

BEACHES
& COASTS

Represents parks
located on the coast
where the beach is a
key reason for people

to visit or a marine
park/sanctuary outside
of the bays.

Wilsons Promontory
National Park,
The Twelve Apostles
Marine National Park

A

RUGGED
BUSHLANDS

Represents varying open,
dry forest, woodland or

bushland where dry, arid
conditions and Mallee
vegetation dominates.

Also includes parks on
grassy plains or scrub.

(
I
EES
TALL
FORESTS
Represents rainforest or
tall forest settings where
Mountain Ash, large
old growth trees

and/or Myrtle Beech
or Sassafras exist.

Greater Bendigo
National Park,
Budj Bim National Park

N
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The Experience Brands are underpinned by a sense of discovery with each
illustration alluding to an array of iconic features and experiences in nature.

There’s a story behind each illustration and always more to see, in the same
way that nature is always evolving and your experience is different each time
depending of time of year, time of day, etc.

—>

BAYS, LAKES
& RIVERS

Represents parks that are

on a bay (including Port

Phillip and Western Port),
or beside a lake, river

or stream and
water-based activities
are key to the visitor
experience.

Example locations

Great Otways
National Park
Dandenong Ranges
National Park

Lake Eildon
National Park,
Lower Glenelg
National Park

é’%\;.b

-

MOUNTAIN
PEAKS

Represents parks
where rocky ranges
and geological rock

formations dominate,
including Victoria‘s
alpine high country.

Mount Buffalo
National Park,
Grampians National
Park (Gariwerd)

URBA
PARKS

Represents parks
and gardens that
contain modified
parkland, botanic
gardens managed
for horticultural display
or parks located
in a predominantly
urban setting.

Albert Park,
Dandenong Ranges
Botanical Gardens



N
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Brand architecture and design

Meereeng tells the story of the many communities around the state who work

The Visitor Experience design concept takes reference from the Parks Victoria
with Parks Victoria to protect and manage Country.

Managing Country Together artwork ‘Meereeng’ by Gary Walker.

You will find visual elements from ‘Meereeng’ embedded across the designs,
from the quills in the Echidna in Rugged Bushlands to the footer device used

to house the logos.

Meereeng by Gary Walker Logo illustrations Footer designs

Proin laoreet
lacus vehicula

RUGGED
BUSHLANDS

32



Logos

Our brand architecture for visitor experience communications feature the Parks
Victoria master brand logo as its anchor, symbolising Parks Victoria as a ‘host’
of the diverse nature-based experiences of the public land we manage.

The Primary version of the Experience Brand (with Parks Victoria logo
next to Experience Brand name) should be used in most cases.

|

Primary

N
Visitor Experience Brand Guidelines w

In online applications, the Secondary logo can be used in place of the Primary logo
in situations where the Primary logo is below the minimum digital size of 50px.

The Secondary logo can also be used in online applications where the Parks Victoria
logo appears on the page such as a social media post or the Parks Victoria website.

Rafks £ consrs Rafis[alishianos <o roREsts Rafks | gRNERS
Secondary

5 p
BEACHES RUGGED TALL BAYS, LAKES
& COASTS BUSHLANDS FORESTS &RIVERS

Clear space and alignment
The width of the ‘s’ character in the ‘Primary’ logos
should be maintained as clear space around the logos.

Explore Victoria's diverse landscapes.

F%arkxs

VICTORIA.

BEACHES BEACHES s> 2 | ;
& COASTS Parks | bALTe phUGED. " TALL T BAYC LAKES WOUNTAN

URBAN =
__PARKS

S

—
MOUNTAIN URBAN
Faris Fars | PARKS
—
MOUNTAIN URBAN
PEAKS PARKS
Minimum size
Primary Secondary

BEACHES
SO 8 COASTS

ParKs

VICTORIA

Print:18mm width
Digital: 50px width

Print:14mm width
Digital: 40px width
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Logos usage

Logo don’ts

X

/(
l#‘

= TALL
FORESTS FORESTS

Below Squash or stretch
minimum size

X X

2 i

TALL g TALL
Pars|ronests PR FoREsTs
Tilt or slant Single colour Recolour

Experience Brand logo order

When all logos are in use, the order of the logos must follow the ‘Primary logo sequence’.

Place on image

i

"'A

TALL
FORESTS

Reverse-out
the logo

For example, when the ‘Beaches & Coasts' Experience Brand is being used, the Primary
logo is Beaches & Coasts, and the next logo from the Primary logo sequence is Rugged
Bushlands; then Tall Forests; Bays, Lakes and Rivers; Mountain Peaks and Urban Parks.

The order will change depending on your Primary Experience brand (which is the feature

of the communication piece).
Primary logo sequence

Lo B E &
a & £ 5,

BEACHES RUGGED TALL Bl-\YS, LAKES MOUNTAIN
& COASTS BUSHLANDS FORESTS & RIVERS PEAKS

URBAN
PARKS

Visitor Experience Brand Guidelines

Correct logo order using the Primary logo sequence

Explore Victoria's diverse landscapes

= &\ s £ &, &

CH TALL  BAYS LAKES MOUNTAIN ~ URBAN
& COASTS ausuumns FORESTS ~&RIVERS  PEAKS  PARKS

@}z

V\CTDF\IA

Explore Victoria’s diverse landscapes
= »"g‘ ﬁa =
! b

TALL  BAYS LAKES MOUNTAIN URBAN  BEACHES
BUSHLANDS FORESTS ~&RIVERS ~ PEAKS  PARKS  &COASTS

\/\CTOR\A

/[
W Explore Victoria’s diverse landscapes

£ 5 Gl @

BAYS LAKES MOUNTAIN ~URBAN  BEACHES _RUGGED
FORESTS &RIVERS PEAKS ~ PARKS  &COASTS BUSHLANDS

\/ICTOR\A

Explore Vlctona 's diverse landscapes

=
=3 W POy W
BAYS, LAKES  MOUNTAIN

URBAN ~ BEACHES RUGGED
B%%As &RIVERS  "DEAKE" DRRKS  £cOASTS BUSHLANDS FORESTS

-

J3 Explore Victoria's diverse landscapes

@& YW
MOIEINTAIN & Q & %

URBAN  BEACHES RUGGE TALL  BAYS LAKES

Parks PARKS ~ &COASTS BUSHLANDS FORESTS &RIVERS

VICTORIA

&

Explore Victoria's dlverse landscapes

URBAN  “BEyChs aucczn AL BAYS LAKES MOUNTAN
ROrKS | PARKS ~ SCONSS BUSHLANDS FORESTS LANERS: DEAKS

A~
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Logo placement

All visitor experience creative must feature the primary Experience Brand logo. In digital, only one Experience Brand logo is permitted. All single logos used
In print, the primary logo must appear with the secondary logos in the correct in static banners must be contained within the digital footer and right-aligned.
logo sequence (see page 34). Single sided creative must house the logos within All end-frame logos that appear on animated creative must be centered.

the appropriate footer.

All muti-logo creative and footers must be left aligned.

All creative and single-sided creative Digital single logo

|

s | TALL
RS | pontsts

Horizontal static digital

(N

s | TALL
RaRs | pontsrs

Horizontal static digital

e
| i
o = RS | ohTs
P

TALL
Rk | roREsTs

Vertical Horizontal Vertical static digital End frame digital
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Colour palette

BEACHES
& COASTS

Primary

PMS C 7720
PMS U 3536
CMYK 95 6 50 46
RGB 0 99 91
HEX 00635b

For use on signage only:

PMS C 3165
PMS U 3292
CMYK 100 47 51 37

Secondary

PMS C 2462 PMS C 467

PMS U 2244 PMS U 7556
CMYK 63 19 40 14 CMYK 13 3163 12
RGB 75 132 118 RGB 181 146 89
HEX 4b8476 HEX b59259

Supporting

PMS C 3599 PMS C 460

PMS U 3599 PMS U 460
CMYK 9 16 52 2 CMYK 74550
RGB 218 194 135 RGB 228 215 126
HEX dac287 HEX e4d77e

|
>

RUGGED
BUSHLANDS

PMS C 147
PMS U 4625
CMYK 45 57 87 35

PMS C 4216

PMS U 2427
CMYK 55 6 98 64
RGB 62 88 36
HEX 3e5824

RGB 110 84 46
HEX 6e542e

PMS C 2287

CMYK 65 16 100 4
RGB 102 159 65
HEX 669141

—D>

BAYS, LAKES
& RIVERS

PMS C 7476

PMS U 3165
CMYK 78 50 50 37
RGB 51 82 87

HEX 318080

PMS C 4158
PMS U 7705

CMYK 75 27 18 14

RGB 56 127 151
HEX 387f97

PMS C 629

PMS U 629
CMYK 36050
RGB 155 211 221
HEX 9bd3dd

PMS C 4022
PMS U 4023
CMYK 12 23494
RGB 206 180 126
HEX ceb47e

MOUNTAIN
PEAKS

PMS C 4245

PMS U 2322
CMYK 47 50 64 48
RGB 99 85 69

HEX 635545

PMS C 4226

PMS U 7504
CMYK 37 32 53 21
RGB 141 127 107
HEX 8d7f6b

PMS C 7450
PMS U 7450
CMYK 241400
RGB 189 197 219
HEX bdc5db

PMS C 7743

PMS U 2427
CMYK 65 14 80 45
RGB 68 105 61
HEX 3f6138

PMS C 576

PMS U 2277
CMYK 486 79 17
RGB 120 157 74
HEX 789d4a

PMS C 5445
PMS U 5445
CMYK 26 1030
RGB 183 201 211
HEX b7c¢9d3
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Colour application

The Experience Brand colour pallete is designed to highlight the natural earthy tones
found in nature. The primary colour drives the brand connection, the secondary and
supporting colours work together to highlight information. When used in harmony
creative should always have at least 70% of the primary colour and 30% of either
the secondary colour or a mix of secondary and supporting colours.

Primary Secondary Supporting
: 70% ¥ 10%-30% [E 10%
dl overalluse [l overalluse [l overall use
TALL Background . Footerand Graphic highlights
FORESTS : colour, H1's : patterns, H1' : and pull out copy

10%
9 30%
& COASTS
g
10%
RUGGED 30%
BUSHLANDS
IW(
< @ O

273

TALL
FORESTS
% 1o
BAYS LAKES E
& RIVERS
.
MOUNTAIN L
PEA

URBAN
PARKS

10%
30%

N
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Urban Parks example

URBAN
PARKS

Proin laetlacus

vin vehicula
Havius procto sevus limpti

Action here

Rugged Bushlands interpretive signage example

. ele,

Tulloch Ard Lookout Walk q\'t % ’; R g

RUGGED
BUSHLANDS

Snowy River National Park

‘Sunman Njinde’ (Gunnai language) - you are walking on the land of the GunnaiKurnai people
‘Ngooringe' (Monero language) - you are also walking on the land of the Monero people.

ok to try th o T -

Sipars e BT

L]
or the park.

- L
Ploasa hetp us 1o oa '
e B b 4
Mﬂm .
Sallow Wattle =

tstop

R S You are here
Rarks | S

VICTORIA | Stories

For guidance on the creation of in-park signage, please refer to the Signage Manual.
Signage artwork files and templates can be downloaded here.
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https://parksvic.sharepoint.com/sites/Warnawi/policiesproceduresandforms/Policies%20Procedures%20and%20Forms/Signage%20manual.pdf
https://spaces.hightail.com/space/8WxslVQTZn

Typography

Aktiv Grotesk is the primary Experience Brand font to be used across all visitor
expeirence communications. Aktiv Grotesk takes an authoritative but neutral
position, supporting any message without overpowering it.

Aktiv Grotesk is licensed for all design projects, website publishing, embedding in PDFs
and video broadcast. To use the font activate it at fonts.adobe.com/fonts/aktiv-grotesk

Font styles

H1 - H2

Aktiv Grotesk Xbold ABCDEFGHIJKL

Used for Headings MNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

H3 - H4

Aktiv Grotesk Bold ABCDEFGHIJKL

Used for subject titles, pull out quotes, CTA MNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Body copy 1234567890

Secondary and Tertiary

Aktiv Grotesk Regular ABCDEFGHIJKL

Used for body copy, image MNOPQRSTUVWXYZ
captions and Notes abcdefghijklmnopqgrstuvwxyz
1234567890

Font colours

Font colours are dependent on application (example page 41). When placed over
images the Primary font colour of the experience brand is preferred. When imagery
is busy or complex, there is an option to apply an 8% tint of the primary colour to
reverse the copy. White is also acceptable when required. The main use of white is
on interpretive signage to ensure accesibility under all lighting conditions.

Body copy colour PMS C Black 6C PMS C 000C
Body copy uses a rich CMYK 77 74 59 81 CMYK 0000
black or white dependent WAl RPEEDE RGB 255 255 255
on placement. HEX 110D17 HEX FFFFFF

N
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Copy in situ - A5 flyer

Proin laoreet
lacus vehicula

Maecenas tempus, augue ac
gravida tempor. maecenas
tempus, augue ac gravida.

Phasellus tempor eros

Finibus calcius

Akt Gratesk mi karem, sellicitudin gt felis nec, finibus
pulvinas ligula. Curabitur tncadunt. Akt Grotesk mi
loreem, solicifsdin et falls nec, finlbus pulsinar liguta
Curabitur tincidunt.

Curabitur tincidunt. Aktiv Grotesk mi larem, Sollicitudin
o1 felis ne, finibus pulvinar igula, Curabitur tincidunt
Solicinusdin et felis nec, finlbus pulinar Bgula

Altiv Gratesk mi barem, sollicitudin et felis nac, fnibus
pulvinas ligula. Curabstur tincidunt,

Aktiv Grotesk mi lorem g
Solicifudin et felis
mecrabibur tincidunt
midgrem Empt.

Engore Vi lora's diverie lasuls apes
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Images

For on-brand photography production, all images must be adaptable to varied
formats. To ensure this, we place the subject in the centre of the frame with ample
clear space surrounding the subject. Adaptable imagery makes it easier to apply
good composition across online and offline design.

Considerations when producing photography:

Centre framing: Subjects must be centre framed with clear space across all sides.

Composition and depth: Images must embody '/nto Nature'. Images should draw
your eye into the scence by highlighting natural surrounds in the foreground and
background and utilise depth and a vanishing point.

Create depth

Depth creates a sense

of movement and
connection, which draws
the viewer into the image
and the messaging.

Centre framing creates
flexibile imagery that can
be used in online and
offline applications.

Photography don'ts

o ST o il

No clear space at the top and bottom

On-brand composition

N
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Layout — Patterns and Captions

Experience Brand patterns
Each Experience Brand has an affilated brand pattern, inspired by the
Parks Victoria Managing Country Together artwork ‘Meereeng’ by Gary Walker.

The brand pattern is used to provide connection to the Experience Brand, and
to balance layout.

Beaches & Coasts pattern Rugged Bushlands pattern

Tall Forests pattern Bays Lakes & Rivers pattern

Mountain Peaks pattern Urban Parks pattern

Pattern Style
The patterns are placed in the upper and lower corners on the front of most
creative. There is a varience in deggrees dependent on creative.

The patterns should not dominate the layout. A 20-40% opacity is applied
to the pattern depending on the background image.

Image captions

Image captions are housed within an organic box. The box should not dominate
the layout. An 80-90% opacity is applied to the organic box, depending on the
background image. Content should not exceed 2 x lines.

Font: Aktiv Grotesk regular
Font size: As a descriptor it is usally 2 pts smaller than the body copy
Font Colour: The copy is reversed and should only use white to ensure legibility.

N
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Experience Brand pattern

PR <—— Experience -19.75°
e Brand pattern
Proin laoreet: .l-. Wi
lacus vehicula 52 Y

L sene

Image captions

Finibus calcius
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Location or track name
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Image captions
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Layout — Fonts and QR codes

Apply the correct use of typography, assets and images to create design assets
that are on-brand for Parks Victoria.

Layout example

H1

Font: Aktiv Grotesk Xbold

Font colour: Apply the primary Experience Brand colour.
When imagery is busy or complex, apply an 8% tint of the
primary colour or white.

Body copy - Secondary

Font: Aktiv Grotesk Regular

Font Colour: Apply the primary Experience Brand colour.
When imagery is busy or complex, apply an 8% tint of the
primary colour or white

H3

Font: Aktiv Grotesk Bold

Font Colour: Apply the primary Experience Brand colour.

When imagery is busy or complex, apply an 8% tint of the primary colour or white

Image - Apply the rule of thirds to create an engaging composition

Footer - Use correct Experience Brand footer device to house logos.
Ensure logos are placed in correct sequence

Experience Brand pattern - To be placed in the top right when
the footer is in use - this provides balance to the layout

QR code layout

QR codes can be right aligned in landscape or vertical aligned when
in portrait. Apply the primary Experience Brand colour for the code
and white as a background with a moderate margin.

N
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Layout example

With primary font colour With reversed font colour

Experience Brand pattern

H1 > '-TPtmn laoreet Proin laoraet: ,

lacus vehicula lacus vehicula .
Body copy _,. =
Secondary

H3 —

QR code —» :m K

e

Footer —> #daEses Essane

QR code example

Landscape Portrait
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Layout - Digital

Apply the correct use of typography, assets and images to create design assets
that are on-brand for Parks Victoria.

Static Digital

H1

Font: Aktiv Grotesk Xbold

Font colour: Apply the primary Experience Brand colour. When imagery is busy
or complex, apply an 8% tint of the primary colour or white.

Body copy - Secondary

Font: Aktiv Grotesk Regular

Font Colour: Apply the primary Experience Brand colour. When imagery
is busy or complex, apply an 8% tint of the primary colour or white

Button - Must use the primary Experience Brand colour with reversed copy
for the action. Use an organic shape to form the button.

Image - Apply the rule of thirds or centering to create an engaging composition

Footer - Use the primary Experience Brand logo and correct experience
brand footer for digital

Animated Digital

H1

Font: Aktiv Grotesk Xbold

Font colour: Apply the primary Experience Brand colour. When imagery
is busy or complex, apply an 8% tint of the primary colour or white.

Body copy - Secondary

Font: Aktiv Grotesk Regular

Font Colour: Apply the primary Experience Brand colour. When imagery
is busy or complex, apply an 8% tint of the primary colour or white

Image - Apply the rule of thirds or centering to create an engaging composition

Experience brand pattern - To be placed in the top right and lower left when
to this provide balance to the layout

Logo - Use the primary Experience Brand logo

Button - Must use the primary Experience Brand colour with reversed copy
for the action. Use an organic shape to form the button.

N
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Static digital

H1 —

Secondary —»

Button —»

H1

Animated digital Logo Pattern

Proin laet
lacus vin
vehicula

H1 > ' lﬁ_pmqw

Secondary —~

H1l ———— > RETTERG L)

Secondary — i
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Print examples

Poster Poster with QR code Double-sided Postcard

Proin laoreet
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Online examples

Static banner Animated banner
Proin laet Proin laet
lacus vin lacus vin

vehicula
Havius procto

vehicula
)

Proin laet lacus P
vin vehicula vin vehicula
Haaius procto sewvus mgti g - HawLE procts Sius himpti -~

= Action harg s - . Action hene
- i -

Proin laet lacus T
vin vehicula f vinvehicula _ i ’ ; 7 | MOUNTAIN - | QUGGED
Havius procto sevus Empti ; 1 Haviu i & o i 5 3 F}}n-'ﬁl PEAKS n’*"."?lwm

iction SN cio

Action here [ Tl ! Action hera
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Experience
Brands




Beaches & Coasts

Represents parks located on the coast where the beach is a key reason for people to visit
or a marine park/sanctuary outside of the bays. E.g. Wilsons Promontory National Park,

The Twelve Apostles Marine National Park.

Primary logo Secondary logo

~ peactes  BEACHES
Farks|g.coasts & COASTS
Primary Secondary Supporting

PMS C 7720 PMS C 2462

PMS U 3536 PMS U 2244
CMYK 95 6 50 46 CMYK 63 19 40 14
RGB 0 99 91 RGB 75 132 118
HEX 00635b HEX 4b8476

For use on signage only:

PMS C 3165
PMS U 3292

CMYK 100 47 51 37

Footer Pattern

lllustration breakdown

PMS C 3599
PMS U 3599
CMYK 9 16 52 2
RGB 218 194 135
HEX dac287




Rugged Bushlands

Represents varying open, dry forest, woodland or bushland where dry, arid conditions and Mallee
vegetation dominates. Also includes parks on grassy plains or those dominated by scrub and largely

void of tall trees. E.g. Greater Bendigo National Park, Budj Bim National Park.

Primary logo Secondary logo

RUGGED
BUshiands BUSHLANDS

ParKs

VICTORIA

Primary Secondary

PMS C 467

PMS U 7556
CMYK 133163 12
RGB 181 146 89
HEX b59259

PMS C 147
PMS U 4625
CMYK 45 57 87 35

RGB 110 84 46
HEX 6e542e

Footer

lllustration breakdown

Supporting

PMS C 4251
PMS U 7562
CMYK 19 27 48 7
RGB 184 162 121
HEX b8a279

Pattern

i’ s

PMS C 460

PMS U 460
CMYK 74550
RGB 228 215 126
HEX e4d77e




Tall Forests

Represents rainforest or tall forest settings where Mountain Ash, large old growth trees and/or
Myrtle Beech or Sassafras exist. E.g. Great Otways National Park, Dandenong Ranges National Park.

Primary logo Secondary logo
o A
e 2

~2 TALL TALL

FarkS{rorests ~ FORESTS

Primary Secondary Supporting

PMS C4216 PMS C 7742 PMS C 728

PMS U 2427 PMS U 2427 PMS U 7509
CMYK 55 6 98 64 CMYK 63 08 85 38 CMYK 1032496
RGB 62 88 36 RGB 74 120 60 RGB 205 161 119
HEX 3e5824 HEX 4a783c HEX cdal177

Footer Pattern

lllustration breakdown

N
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Bays, Lakes & Rivers

Represents parks that are on a bay (including Port Phillip and Western Port), or beside a lake, river
or stream and water-based activities are key to the visitor experience. E.g. Lake Eildon National Park,
Lower Glenelg National Park.

Primary logo Secondary logo

—> =

i~

= BAYS, LAKES
Rarks [B4neRs. & RIVERS

Primary Secondary Supporting

PMS C 7476 PMS C 4158 PMS C 629 PMS C 4022
PMS U 3165 PMS U 7705 PMS U 629 PMS U 4023
CMYK 78 50 5037 CMYK 75 27 18 14 CMYK 36050 CMYK 12 2349 4
RGB 51 82 87 RGB 56 127 151 RGB 155 211 221 RGB 206 180 126
HEX 318080 HEX 38797 HEX 9bd3dd HEX ceb47e

Footer Pattern

lllustration breakdown

£




Mountain Peaks

Represents parks where rocky ranges and geological rock formations dominate, including
Victoria's alpine high country. E.g. Mt Buffalo National Park, Grampians National Park (Gariwerd).

Primary logo Secondary logo

— —

MOUNTAIN MOUNTAIN
rarks | MDEARR

Primary Secondary Supporting

PMS C 4245 PMS C 4226 PMS C Warm Grey 5 PMS C 7450

PMS U 2322 PMS U 7504 PMS U Warm Grey 5 PMS U 7450
CMYK 47 50 64 48 CMYK 37 32 53 21 CMYK 29 27 29 4 CMYK 241400
RGB 99 85 69 RGB 141 127 107 RGB 172 163 154 RGB 189 197 219
HEX 635545 HEX 8d7f6b HEX aca39a HEX bdc5db

Footer Pattern

lllustration breakdown

2~ &
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Urban Parks

Represents parks and gardens that contain modified parkland, botanic gardens managed
for horticultural display or parks located in a predominantly urban setting. E.g. Albert Park,
Dandenong Ranges Botanical Gardens.

Primary logo Secondary logo

URBAN
PABKS  PARKS

Primary Secondary Supporting

Parks

VICTORIA

PMS C 7743 PMS C 576 PMS C 5445
PMS U 2427 PMS U 2277 PMS U 5445
CMYK 65 14 80 45 CMYK 48 6 79 17 CMYK 26 103 0
RGB 68 105 61 RGB 120 157 74 RGB 183 201 211
HEX 3f6138 HEX 789d4a HEX b7c9d3

Footer Pattern

lllustration breakdown




For more information, see Brand hub on the Parks Victoria website (About Us)
or contact the Marketing team at marketing@parks.vic.gov.au

Parks Victoria
Level 10, 535 Bourke Street, Melbourne, Victoria, Australia
parks.vic.gov.au or call 13 1963


https://www.parks.vic.gov.au/about-us/our-brand

