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Typography

VIM SM
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1234567890 #$% G )+
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Poppins
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1234567890!'@# $%A&* () +
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VIM SM
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Light Italic
Regular
Regular Italic
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Black
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Use of
Type

One of the most important
techniques for effectively
communicating content is the
use of typographic hierarchy.

Typographic hierarchy is a
system for organizing type
that establishes an order of
importance within the data,
allowing the reader to easily
find what they are looking for
and navigate the content. It
helps guide the reader’s eye
to where a section begins and
ends, whilst enabling the user
to isolate certain information
based on the consistent use
of style throughout a body of
text.

It is important to maintain
this system. This allows for
clarity, consistency and

a strong hierarchy for all

communications.

Heading

AABBCCDDEEFF

Usage: Headings
Font: VIM SM
Weight: Heavy

Heading Two

AaBbCcDdEeFf

Usage: Body
Font: Poppins
Weight: Regular

Heading Three

AaBbCcDdEeFf

Usage: Subheadings
Font: Poppins
Weight: Medium

Heading Four

AaBbCcDdEeFf

Usage: Subheadings
Font: Poppins
Weight: Light

Body

AaBbCcDdEeFf

Usage: Body
Font: Poppins
Weight: Light
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Brand
Logo

Our logo is an important
asset to our organisation and
should serve as a foundation
for all visual communications.

The identity can only make
a positive impact if used
consistently and correctly
throughout all brand
communications.

To maintain a strong brand
image it is important that
the logo is always applied
consistently wherever it
appears. It should never be
manipulated or distorted.
Its colour, position and size
are all specified within this
document.

The Logo can be used in black
on light backgrounds, or white
on dark backgrounds, or in
contrasting brand colours.

FULL LOGO

WORDMARK

ILLUSTRATED ICON

WORDMARK 2
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