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Introduction 
Disability in Australia 
In 2018, 17.7% of all Australians had disability. That is 4.4 million people or about 1 in 4 people. 
The prevalence of disability increases with age. Of all people with disability, 1.9 million were 
aged 65 years and over.  

Chances are you know someone with a disability. And if you do not have a disability now, it is 
highly likely you will at some stage of your life. 

All levels of government are working to make society more accommodating for people with 
disability and to support them to participate in society. A key driver for change has been having 
a national disability strategy. 

Australia’s Disability
Strategy 2021-2031 
Australia’s Disability Strategy 2021-2031 (Strategy) is Australia’s overarching policy framework 
for disability reform. It is the primary mechanism for Australia to meet its obligations under the 
United Nations Convention on the Rights of Persons with Disabilities. 

The Department of Health, Disability and Ageing has responsibility for overseeing the Strategy. 
The Strategy supersedes the original National Disability Strategy 2010-2020. 
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Seven outcomes 
The Strategy sets out seven outcome areas to improve the lives of people 
with disability: 

• Employment and Financial Security

• Inclusive Homes and Communities

• Safety, Rights and Justice

• Personal and Community Support

• Education and Learning

• Health and Wellbeing

• Community Attitudes

Why we need 
a brand 
In developing Australia’s Disability Strategy 2021-2031, it was clear that 
the public had little awareness of the original Strategy. Almost half of the 
respondents to a 2019 survey had not heard of the National Disability 
Strategy 2010-2020 prior to taking the survey. 

Having a strong recognisable brand for the Strategy will: 

• Increase recognition of the work done in Australia.

• Prompt others, particularly businesses and the community, to embrace the
aims of the Strategy and encourage them to make changes.

• Help disability to be a focus of discussion across all aspects of Australia
and increase the shift towards more positive community attitudes.
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Three levels 
of branding 
To increase public awareness of the Strategy, 
there are three levels of branding: 

Primary brand 
This brand is only to be used for core Strategy 
documents produced by the Department of 
Health, Disability and Ageing (department). 
Examples include the Strategy documents, 
reports, promotional material and the Strategy 
website. 

Co-branding 
The co-branding can be used by organisations 
in the disability sector to identify their activities 
as an initiative responding to the Strategy. 
Examples include state and territory disability 
plans, associated disability plans or strategies, 
resources created by disability peak bodies, and 
key government disability services and supports. 
Organisations must seek written permission from 
the department to use co-branding. 

‘We support’ brand 
This brand can be used by individuals, 
businesses, community groups and disability 
peak bodies to show their support for the 
Strategy. Examples include use on social media, 
websites, signage and promotional material. 
Permission is not needed to use this brand as 
long as the Branding Guidelines are followed. 

The department reserves the right to request 
organisations to not use or remove the 
‘We support’ branding from their promotional 
material. This may occur when the material could 
be interpreted as representing the department or 
where there is a breach of trade mark laws. 
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The name 
When referring to Australia’s Disability Strategy 2021-2031 there are 
a few rules to follow. 

If using an abbreviation, you can either use the abbreviation ‘ADS’ or 
refer to it as the ‘Strategy’. 

When used for the rst time, state the name in full and in italics. If using 
an abbreviation then include that in brackets after the name. 

Australia’s Disability Strategy 2021-2031 (ADS) 

Australia’s Disability Strategy 2021-2031 (Strategy) 

Do not use ‘the’ before the name Australia’s Disability Strategy 2021-2031. 

Australian 
Government 
branding 
Australia’s Disability Strategy 2021-2031 represents the work of 
all levels of government including Australian, state, territory and local 
governments. Therefore it is not appropriate to include the Australian 
Government brand. 

Likewise it is not appropriate to include the department’s branding 
with the Strategy brand. While the department may produce the 
core Strategy products, the department’s branding is not to be included. 
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How to use 
this guide 
These guidelines help designers and external 
suppliers apply Australia’s Disability Strategy 
branding to communication products. 

The guidelines will familiarise you with the core Strategy brand elements so 
you can design consistent and clear communications. 

Communication Account Managers and departmental staff can also use this 
document to check consistency and approve artwork. 

For further information contact

SEPTEMBER 2021 
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Brand elements 
Primary brandmark page 12 Brandmark variations page 13 Colour page 26 

Graphic device page 28 Typography page 32 Imagery page 34 

Primary typeface 

Filson Pro Bold 
Filson Pro Book 
Secondary typeface 

Nunito Sans Regular 
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Checklist 
When creating any kind of 
communications, follow the steps shown 
on this page to ensure consistency and 
to maintain the integrity of the brand. 

1. Are you using the correct brandmark?
Use the full colour version of the Strategy brandmark at all times
(refer different level of branding usage on page 6). Only use
monotone versions when the application does not permit the
full colour version.

2. Are you using the correct fonts?
In external communications and digital media (website, eDMs)
use the primary font, Filson Pro, whenever possible. In internal
communications (Microsoft PowerPoint® or Word®),
Arial can be used as a system font replacement.

3. Are you using the brand colour palette?
Use the primary colour palette as the dominant colours in
all applications (page 26).

4. Are you correctly applying the design elements?
Always use the correct elements of the design toolkit:
brandmark, colours, typefaces, graphic devices and
image style.



Primary
brandmark 
The primary Strategy brandmark is shown below. It is the 
Strategy’s unique identi ier. This brandmark is only to be 
used for core Strategy documents produced by the 
Department of Health, Disability and Ageing (department). 
Examples include Strategy documents, reports, promotional 
material and the 
Strategy website. 
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Primary brandmark 
Primary brandmark (a) (b) 

The primary brandmark represents 
the diversity of individuals and 
disability experiences across Australia. 

The colourful ‘i’s refer to individuals 
and bring them to centre focus. 
The asymmetric arrow shape evokes 
forward movement and progress, as 
well as personality and humanity. 

This brandmark is only to be used for 
core Strategy documents produced 
by the department. 

(a) Primary brandmark
Always use the brandmark with
the tagline.

(c) (d) 

(b) Primary brandmark
without tagline
The co-branding and ‘We Support’
branding uses the brandmark without
the tagline.

(c) Minimum size
The minimum width of the brandmark for
print reproduction is 25 millimetres wide.

(d) Clear space
A clear space must be maintained around
the brandmark. 25mm wide 

x 

x x 

x x 

x x 

x 
x 

x 
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Variations 
Brandmark variations (a) 

Wherever possible, the brandmark 
should appear in full colour. 

When colour is restricted, it may be 
produced in monotone. 

When producing the brandmark 
in monotone, it may appear in the 
following colour formats. 

(a) Mono
Black on a white background. (b) 

(b) Reversed
Reversed (white) on a black background.
The brandmark may also be reversed
(white) out of any of the primary colours,
as shown. See primary colours on
page 26.
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Placement 
Brandmark placement 

The preferred placement of the 
brandmark is at the top left of all brand 
materials. Examples are shown here. 

3/4 of x height 

Brochure 
title 

Brochure subhead Report
title 
Report subhead 

x 

x 

3/4 of x height 
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Brandmark misuse 
To maintain the integrity and 
consistency of the Strategy brand, 
the brandmark must only be used 
in its original format and colours. 

Always use the master 
artwork les when reproducing 
the brandmark. 

Here are some examples of what 
would be considered misuse of 
the brandmark. 

Do not use the Australian 
Government brand with the 
Strategy brandmark. This is 
because the Strategy represents 
the work of all levels 
of government. 

Do not alter the brandmark relationship. 

Do not recolour the brandmark. 

Do not place the brandmark on a 
busy image. 

Do not place the coloured brandmark 
on dark coloured backgrounds. 

Do not stretch the brandmark 
or scale disproportionately. 

Do not remove elements of 
the brandmark. 

Do not rotate any part of the brandmark. 

Do not place the reversed logo on light 
coloured backgrounds and do not alter the 
reversed logo to include coloured elements. 

Do not use dropshadow effects. 



Co-branding 
The co-branding can be used by other organisations in the 
disability sector to identify their activities as being an initiative 
under the Strategy. Examples include state and territory disability 
plans, associated disability plans or strategies, resources created 
by disability peak bodies, and key government disability services 
and supports. Organisations must seek written permission from 
the department to use the co-branding. 

An example of co-branding use is shown below. 



Co-branding 
Co-branding a. 

An example of best practice co-branding 
is shown right. Co-branding can be used 
by other organisations in the disability 
sector to identify their activities as being 
an initiative under the Strategy. Related 
documents produced by other organisations 
can feature co-branding. Co-branding 
should not use the Strategy tagline. 

(a) Co-branding, horizontal

(b) Co-branding, stacked

(c) Minimum size/Clear space
The minimum size of the primary
brandmark should be 25 millimetres wide.

c. 

b. 

25mm 
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Co-branding examples 
(a) Singular co-branding (a) 

Examples of co-branding are
shown right.

(b) Multiple co-branding
An example of a multiple co-branded
lockup. The Strategy brandmark should
always feature as the last brandmark
in the lockup and follow spacing
requirements as per the single
co-branding examples.

(b) 

Style Guide V2 - FEBRUARY 2021 
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Visual outcomes (a) 

indicator 
As part of the co-branding, organisations in the disability (b) 
sector can use the visual outcome indicator to show which of 
the seven outcomes the program or product is addressing. 

The visual indicator is a large diagram so is best used in large 
documents, such as strategies or associated plans. It can be 
placed where you are including the copyright information, 
ISBN, and any relevant information. This is typically the rst 
left-hand page after the title page. 

(a) Full visual indicator
This is the full suite of Outcome Areas.

(b) Selective visual indicator
This is an example of an organisation displaying
Outcome Areas they are meeting.



‘We support’
brand 
The Strategy ‘We support’ brandmark has been designed for use by 
associations or organisations who wish to show their support. 

Several versions with shape and colour alternatives are available. 
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‘We support’ brand 
Examples of the range of ‘We support’ assets are shown here. 
Use the versions most applicable to your needs. 
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Brandmark misuse 
When using the ‘We support’ branding, the brandmarks must 
only be used in their original format and colours.  

Always use the les available for download on the Strategy 
website when reproducing the brandmark. 

Do not rotate, distort or change the brandmark from its 
original format. 

Here are some examples of what would be considered misuse 
of the brandmark. 

Do not alter the colours of the brandmark. 
Use the supplied les in their original format 
and colours only. 

Do not rotate, distort or change 
the brandmark. 
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‘We support’ brand 
Examples of how the Strategy 
‘We support’ brand assets can 
be used by organisations and 
associations are shown here. 

The ‘We support’ branding can be 
used in smaller digital applications 
including social media tiles or 
websites, and in larger applications 
including shopfront window decals 
and banners. 
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‘We support’ brand 



Tool kit 
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Colour 
The colour palette is a very important 
part of the Strategy brand identity. Colour 
consistency should be maintained across 
all areas of the brand. 

Primary colours 
Our primary colour palette is WCAG 
AAA accessible so that it can be 
used for normal text, large text 
and graphic objects. 

Secondary colours 
Our secondary colours can be 
used to enhance collateral and imagery. 
It should not be used as text, or behind 
text, in digital applications. See page 30 
for accessibility information. 

Technical information 
CMYK and PMS values have been 
provided for use in all printed applications. 

RGB and HEX colour values are to be 
used within all digital applications such 
as websites, mobile apps and digital 
presentations. When text is used in 
a digital environment, always use the 
WCAG AAA primary colour palette. 

Only use the speci ed colour breakdowns 
as listed. 

Primary colours 

Secondary colours 

Dark Blue Mid Blue Ruby Green 

CMYK 100/100/0/45 CMYK 100/48/6/30 CMYK 13/96/26/52 CMYK 99/11/72/35 
PMS 2755 C PMS 7462 C PMS 216 C PMS 3298 C 
RGB 24/15/94 RGB 0/86/137 RGB 122/4/65 RGB 0/112/84 
HEX 180f5e HEX 005689 HEX 7a0441 HEX 007054 

Purple Black Dark Pink Deep Green 

CMYK 64/84/0/32 CMYK 0/0/0/100 CMYK 3/100/70/12 CMYK 80/21/79/64 
PMS 2612 C PMS Pantone Black C PMS 200 C PMS 350 C 
RGB 87/50/117 RGB 0/0/0 RGB 205/22/63 RGB 0/73/44 
HEX 573275 HEX 000000 HEX CD163F HEX 00492c 

Warm Gray 2 
CMYK 6/7/10/11 
PMS Warm Gray 2 
RGB 213/208/202 
HEX d5d0ca 

Warm Gray 1 
CMYK 3/3/6/8 
PMS Warm Gray 1 
RGB 228/225/220 
HEX e4e1dc 

Light Blue 
CMYK 92/32/3/0 
PMS 2935C 
RGB 0/137/200 
HEX 0089c8 

Yellow 
CMYK 13/44/100/0 
PMS 131C 
RGB 221/151/26 
HEX dd971a 

Light Pink 
CMYK 24/89/20/0 
PMS 214C 
RGB 193/65/129 
HEX c14181 

Orange 
CMYK 0/79/100/0 
PMS 1665 C 
RGB 241/93/34 
HEX f15d22 

Aqua 
CMYK 80/20/47/5 
PMS 356C 
RGB 27/148/141 
HEX 328171 

Light Green 
CMYK 75/5/100/0 
PMS 7740 C 
RGB 65/173/73 
HEX 41ad49 
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Colour and outcomes 
The Strategy sets out seven outcome 
areas to improve the lives of people 
with disability. Each of the outcomes is 
represented by a colour shown right. 

In designing core documents on the 
Strategy, these colours should be used 
to distinguish the outcomes. For example, 
headings can be done in the appropriate 
colour. Or design elements like blocks 
of colour, borders or the graphic device 
(page 28) can be done in the 
appropriate colour.   

The dark blue colour should be 
used as the default colour for sections 
not dealing with an outcome area. 
However, all the colours can be used 
as part of the overall graphic design of a 
document, for example in creating covers 
or section breaks. 

Outcome colours 

Employment 
and Financial 
Security 

Inclusive 
Homes and 
Communities 

Safety, Rights 
and Justice 

Personal and 
Community 
Support 

Purple 

CMYK 64/84/0/32 

PMS 2612 C 

RGB 87/50/117 

HEX 573275 

Mid Blue 

CMYK 100/48/6/30 

PMS 7462 C 

RGB 0/86/137 

HEX 005689 

Deep Green 

CMYK 80/21/79/64 

PMS 350 C 

RGB 0/73/44 

HEX 00492c 

Ruby 

CMYK 13/96/26/52 

PMS 216 C 

RGB 122/4/65 

HEX 7a0441 

Education Health Community 
and Learning and Wellbeing Attitudes - 

Community 

Dark Pink Dark Blue Green 

CMYK 3/100/70/12 CMYK 100/100/0/45 CMYK 99/11/72/35 

PMS 200 C PMS 2755 C PMS 3298 C 

RGB 205/22/63 RGB 24/15/94 RGB 0/112/84 

HEX CD163F HEX 180f5e HEX 007054 
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Graphic device 
Examples of the graphic device are Arrow – Left to right Arrow – Upwards Arrow – Upwards 45 degree angle 
shown here. Arrow width and sizes 
may be scaled up and down. 

Arrows must always be directed 
from left to right, directly upwards, 
or upwards at a 45 degree angle. 

Examples of incorrect usage are 
also shown. 

Do 

Run the graphic arrow device from 
left to right. 

Run the graphic arrow device 
upwards. 

Run the graphic arrow device at 
a 45 degree direction upwards. 

Change the width of the arrow. 

Don’t 

Point the graphic arrow device 
to the left or downwards. 

Alter the parallel relationship 
of the arrow lines. 

Run arrows left and right. 
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Gradient 
The Strategy gradients are a visual 
expression of positive outcomes. 
They are only used as part of the 
graphic device. 

They are not to be used as overlays, 
watermarks or other visual treatments 
over images.  

The gradients are derived from both the 
primary and secondary colour palettes. 
They are designed to add another layer 
of detail and exibility to the brand’s 
visual language. 

Gradients should transition from 
0% tint to 100% tint of the colour. 

Gradients may run within the arrow 
device left to right, right to left, or up 
and down at any location. 

Do 

Ensure the gradients are subtle 
and similar. 

Use the same colour throughout 

Don’t 

Use multiple colours. 

Use high contrast or extremes of 
the gradient. 

Do not place any copy over 
linework of dramatic gradient 
areas. 

HEALTH AND WELLBEING 

People with disability 
attain the highest 
possible health and 
wellbeing outcomes 
throughout their lives. 
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Accessibility 
This table demonstrates Graphic Objects Graphic Objects 
how our primary and User Interface and User Interface 
colour palette meets Normal Text Large Text Components Normal Text Large Text Components 
WCAG 2.0 AAA 
accessibility standards. 

Please note that WCAG 2.0 
accessibility standards are 
only applicable in digital 
applications. 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Large 

Large 

Large 

Large 

Large 

Large 

Large 

Large 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Large 

Large 

Large 

Large 

Large 

Large 

Large 

Large 
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Accessibility 
This table demonstrates Graphic Objects Graphic Objects 
how our secondary colour and User Interface and User Interface 
palette may, or may not, Normal Text Large Text Components Normal Text Large Text Components 
meet WCAG 2.0 AA or AAA 
accessibility standards for 
digital applications. 

Always check other colour 
combinations, such as 
black text on a light colour 
background colour, by 
using an online contrast 
checking tool to determine 
accessibility levels before 
application. 

For non-digital applications, 
the secondary colour palette 
can be used where there is 
a high contrast in colour and 
size for type and images. 

Pass AAA 

Pass all AA 

Pass AA large 
text only 

Fail 

Normal 

Normal 

Normal 

Normal 

Normal 

Large 

Large 

Large 

Large 

Large 

Normal Large 

Normal 

Normal 

Large 

Large 

Normal 

Normal 

Normal 

Normal 

Normal 

Normal 

Large 

Large 

Large 

Large 

Large 

Large 
Normal 

Normal 

Large 

Large 
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Typography 
Typography is an important aspect 
of the Strategy brand identity. 
Interesting and accessible typography 
contributes to the Strategy’s 
distinctive look. 

To re ect this, Filson Pro and Nunito 
Sans have been chosen as the 
Strategy’s font families. 

Both fonts can be accessed 
through www.fonts.adobe.com. 

Filson Pro 

Filson Pro is a geometric sans serif 
family with a round aspect. This typeface 
covers all graphic and web design 
projects. Use it for major headings, sub 
headings and highlight text. It comes in 
a variety of weights and styles so that 
visual interest can be maintained. 

When Filson Pro is not available, i.e. 
online applications, email and internal 
documents, then use Arial. 

Nunito Sans 

Nunito Sans is to be used for body copy, 
particularly newsletters and other text 
intensive documents. Nunito Sans is also 
available at www.fonts.google.com. 

When Nunito is not available, i.e. 
online applications, email and internal 
documents, then use Arial. 

Filson Pro 

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890 !&,-.? 

Filson Pro Bold Filson Pro Book 
Used in headings, subheadings and highlights. Used in headings and captions. 

Nunito Sans 
abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890 !&,-.? 

Nunito San Regular Nunito Sans Bold 
Used in body copy and captions. Used in body copy highlights. 
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Typography 
An example of typography hierarchy is 
shown right. Point sizes are indicative 
only and may be scaled up or down 
depending on application. 

A handy reference for typeface use 
across applications is also shown right. 

Title/Headline 

Body Copy 

Web 

Filson Pro 
Bold 
Nunito Sans 

Regular 

Print 

Filson Pro 
Bold 
Nunito Sans 

Regular 

Powerpoint 

Arial Bold 

Arial Regular 

Email 

Arial Bold 

Arial Regular 

Filson Pro Bold/Regular 
34pt/Dark Blue 

Filson Pro Bold/Regular 
14pt/Dark Blue 

Filson Pro Bold/Regular 
11pt/14/ Dark Blue 

Nunito Sans Regular 
11pt/12 90% Black 

Heading/heading 
Subheading 

Introduction paragraph. Sed ut perspiciatis unde omnis 
iste natus error sit voluptatem accusantium doloremque 
laudantium. 

Body copy. Sed ut perspiciatis unde omnis iste natus error sit 
voluptatem accusantium doloremque laudantium, totam rem aperiam, 
eaque ipsa quae ab illo inventore veritatis et quasi architecto beatae 
vitae dicta sunt explicabo. 
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Imagery 
The department has a small collection of 
photographs speci cally for use in core 
Strategy documents. 

If using images obtained from other 
sources the photographs must be 
positive, optimistic and/or enthusiastic 
in tone. In no photograph should 
people with disability be depicted as 
stereotypes, pitiful, victims, heroic or 
demonised. Rather, the emphasis should 
be one of normalising disability as a part 
of the human experience and in a range 
of community settings. 

The photography subjects must include 
a diverse range of disabilities, ages and 
cultural backgrounds. It is vital that all 
photographs are of people with disability 
and not actors/models without disability. 
The photography must support the 
broad representation of a diverse 
Australian community. 

Remember some disabilities are 
‘invisible’ and not obvious when looking 
at someone. You can use photographs 
of people with less visible disabilities 
provided they have a genuine disability. 
Avoid the overuse of visible disabilities. 
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Application 
3/4 of x height 

Report
title 
Report subhead 

x – Reports 
x 1.5x 

x 

Perfect square 

3/4 of 
x height 

Section Heading 
Moloris ad molupta essitaque acescias autatem. Ihiliquam cuptass 
imusamus peri reptat es saepel ma doluptae quiae doluptature 
velestio tem. Itaspernatis dolendit pedipsamus velendam sit ere. 

Moloris ad molupta essitaque acescias autatem. Ihiliquam cuptass imusamus peri reptat es saepel ma 
doluptae quiae doluptature velestio tem. Itaspernatis dolendit pedipsamus. 

• expel moluptat qui repratur 

• ndaecte mpedit fugit acimaio 

• sitis aut eles dolupie nectatque id 

• aligentum quos et dolupta asim rem dolestrum labo. Itam cus der 

• tatempore cum facero etum naturepe doluptaquis saped mo ma 

• as mo ilis excessintias sequiatur aut min prepudiorrum simaxi 

Tatempore cum facero etum naturepe doluptaquis, saped mo ma perum exped ut oditios sime nobis 
rectotatur antius consequ. Ibusciis essinie ndaecte mpedit fugit acimaio of ctaqui cust re isciend igenihic, to 
eum etur magnis aut volestrum event. 

Enient dolorat quisquodis aditi conseque nis sitinvel idus a dolorum ium ad quam, aligentum quos et dolupta. 
Asim rem dolestrum labo. Itam cus derchil ma ini dollor sit, totatquia doluptiam atis sed ea dem volupta 
plam, sinvel inti sitis aut eles dolupie nectatque id excessum nusanto tatur? 

Tis sinvend igniae nim faccus ditaes eum adistem quatist, fugitia sperum alibusa verita. Conetur recto blate 
explicitas di unt labore pro intecti onetur, cumque pernat deles imustias. Eum eum ipsunt uptatquae nobis 
sum, ut que porestiissed estruptat. Bit voluptas sequam volupta ecescit, omnis nonsequ atatur mi, occae 
rerum ut vendant ut occate magnimo est un. 

1 Section Name Australia’s Disability Strategy Report Template  2 

Section Subheading 
Moloris ad molupta essitaque acescias autatem. Ihiliquam cuptass imusamus peri reptat es saepel ma 
doluptae quiae doluptature velestio tem. Itaspernatis dolendit pedipsamus velendam sit ere 

Ro intecti onetur, cumque pernat deles imustias eum eum ipsunt as mo ilis excessintias sequiatur aut min 
prepudiorrum simaximusto quiatquo odis ipsum et eaquod qui ditios veles is consed mi, quaspitem qui ut 
fuga. Aquae dolorist volor ad untempo remquos temque comniti atquas sapid et qui santur sed eius, quos 
que conseque voluptas et. 

Et quameni magnam esto exerovid eatemol uptatquae nobis sum, ut que porestiissed estruptat. 

Igenihic to eum etur magnis aut volestru: 

• aligentum quos et dolupta asim rem dolestrum labo. Itam cus der 

• tatempore cum facero etum naturepe doluptaquis saped mo ma 

• as mo ilis excessintias sequiatur aut min prepudiorrum simaxi 

• sitis aut eles dolupie nectatque id 

Section Subheading 
Ossedi bea ea dolorep turibus andam, vernat rem ut accum faciur molorendus eum raectum as cusam volora 
ducimpero to venda cuptis ea voluptatem endipsam, soluptatur atio del exercip ieniae pa dolor suntem 
aliquam nonsed ma sum dis evelliquiati audit, of cia doluptatium net.

As molorrorum non paribuscia si re nobisin iendaeperit molupti orehendusam assimo ea doluptatur? Daerias 
moloribus et adit la se quisquid molupta spiet, autecep udigend igendelia volecteniam et voluptate qui unt. 

Temporro veliqui aut imusae sum illorio id ma endam quas aut qui blatur rehent dent fugia nobit quae plia 
assitatem. Genis dolut diste vid quam, odi te is nisqui con resequo venihic iendigenis nienimus qui 
ommolessitio maximus, cor reped. 

Est eosantis as nonseque non nis pa volendaera ipid quam ipitaspe cum, endignis nos essitia sitam, inis eum 
eium si doloreri aliqui consequas mi, nectem ium facculluptin expelicab idusdant pa desequis magnatur. 

Raestium saperferae omnimil laborrumene eliate sunt volorro vent auditae nosam quam que plautem que 
rest of ctaectem atesequi occus autenis conseque of ci occus rectore iuribus aditas ad quunt pro et 
odignatis modipsa pitiam ellessi magnatium alibus eseque saectium et vendae natur audis sintempos 
aligendit, tore, optatur. 

Temporem. Name sum quia dolut doloresedi dolore nobis etus doluptia quatectur, tet 
ditatestint poreptur asperiam, illum dolorrum explace repudantur sedicab oreiusapis 
velignatur senduci re nobit, coruptia et restia provid quos mos dis iumquostio bearum. 

Outcome subheading: 
Lorem ipsum introduction copy 
Quaspitem qui ut fuga. Aquae dolorist volor ad untempo remquos temque comniti atquas sapid et qui santur 
sed eius, quos que conseque voluptas et et quameni magnam esto exerovid eatemol uptatquae nobis sum, 
ut que porestiissed estruptat. 

Ciis essinie ndaecte mpedit fugit acimaio of ctaqui cust re isciend igenihic to eum etur magnis aut volestrum 
event enient dolorat quisquodis aditi conseque nis sitinvel idus a dolorum ium ad quam aligentum quos et 
dolupta asim rem dolestrum labo. Itam cus derchil ma ini dollor sit. 

Totatquia doluptiam atis sed ea dem volupta plam, sinvel inti sitis aut eles dolupie nectatque id excessum 
nusanto tatur? 

“Harum faciet et illabor sequi conectem aut expelibus eariore ndelecae vit eosanto ribus, te sa dem 
aspersp iendus es si del magnisi nvellor eperchi litatem quibus vitati rem re consecto tem la quo 
commodi squaspe rsperum lant pe volor sitiis andicaborit ulpario explist ruptur maion num facius.”1 

Outcome Heading 

Australia’s Disability Strategy Report Template  4 
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Application 
3/4 of 
x height 

– DL Flyers 

3/4 of 
x height 

Brochure 
title 

Brochure subhead 

x 

x 

Brochure 
title 

Brochure subhead 
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Applications 
1/2 of x height - Fact Sheets 

1 1⁄2 of
X height 

1/2 of 
x height 

Fact sheet 
title 

1. Subheading placeholder 

Uga. Core, quideria de occusan dipsusti reri 
voluptus eos di tet pration sequia venestiis incita 
velluptatur alicim nobisciundam aut laut a nem re 
pa dollestem similita dicatet omnis volupta tionsedis 
ex et illates dici vendi doluptae quias arumetum. 

quossima vel magnisqui andest, omnis ma sam, cor 
am inistrum quodit, omnis modicim inctem venda 
et rate porrorit, acculparum imincip suntorempedi. 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa asiminiendis aliquam vid endebist, qui: 

(a) At venim fuga. Et quiasi unt et, ut quia 
corehendae pa est, of ciur sum reprero te es de 
voloria plaboresequi of cipis estiumque occumetur? 

(b) Tem asiminiendis aliquam vid mosandias 
maio endebist, qui dolorem fugiantibus nonseque 
voluptius, nis aspellabor aut a di 

(c) Of cidus, omnis atem voloria del es eatem qui 
vent molor aturit la aspererchit et perroressum 
repu; and 

(d) Aut ullore, culles doluptus, to blabo. Vidunt 
volora seditatem etur, nos soluptates sectinverum 
est etus rem re, cones. 

2. Subheading placeholder 

Core, quideria de occusan dipsusti reri voluptus 
eos di tet pration sequia venestiis incita velluptatur 
alicim nobisciundam aut laut a nem re pa dollestem 
similita dicatet omnis volupta tionsedis ex et illates 
dici vendi doluptae quias arumetum quossima vel 
magnisqui andest, omnis ma sam, cor am inistrum 
quodit, omnis modicim inctem venda et rate 
porrorit, acculparum imincip suntorempedi restiae 
porem ea prate nonsequid et volo coreper fernam 
autecto tatur, cuptatur? 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? At 
venim fuga. Et quiasi unt et, ut quia corehendae pa 
est, of ciur sum reprero te es de voloria. 

Voluptius, nis aspellabor aut a di of cidus, omnis 
atem voloria del es eatem qui vent molor aturit la 
aspererchit et perroressum repudit mint est, vent ut 
qui untus estisti consequisci antis nullant restis. 

Lam exerem inus del eatiani magnatur? Velenimi, 
cus ma porum sequis eos dolore net estionecto 
sintion ectempor si ideruptae. 

x 
3. Subheading placeholder 

Quideria de occusan dipsusti reri voluptus eos di 
tet pration sequia venestiis incita velluptatur alicim 
nobisciundam aut laut a nem: 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui untus; 

• minverumque ra debisque es maximporiat 
is voluptum; 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui 
untus; and 

• minverumque ra debisque es maximporiat 
is voluptum. 

Te es de voloria plaboresequi of cipis estiumque 
occumetur? Qui tem asiminiendis aliquam vid 
mosandias maio endebist. 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? Qui 
tem asiminiendis aliquam vid mosandias maio. 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? Qui 
tem asiminiendis aliquam vid mosandias maio: 

• perroressum repudit mint est, vent ut qui untus; 

• minverumque ra debisque es maximporiat 
is voluptum; 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui 
untus; and 

• minverumque ra debisque es maximporiat 
is voluptum. 

Consequisci antis nullant restias autenitiur? 
Cupicitatus aut odi doloresci dolum re verum ad 
ullore veri vel eat harum volum quis essit, aut 
ullore, culles doluptus, to blabo. Vidunt volora 
seditatem etur. 

4. Subheading placeholder 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? At 
venim fuga. Et quiasi unt et, ut quia corehendae pa 
est, of ciur sum. 

1 Erunicep esupionstem orum nonlos cus foris henatque nos sicivitua morterum revigno venatin Itam tat. Impl. Nihil veresti amquidente trumus, cis redi con hor. 

Fact sheet title 
1. Subheading placeholder 2. Subheading placeholder 

Uga. Core, quideria de occusan dipsusti reri Core, quideria de occusan dipsusti reri voluptus 
voluptus eos di tet pration sequia venestiis incita eos di tet pration sequia venestiis incita velluptatur 
velluptatur alicim nobisciundam aut laut a nem re alicim nobisciundam aut laut a nem re pa dollestem 
pa dollestem similita dicatet omnis volupta tionsedis similita dicatet omnis volupta tionsedis ex et illates 
ex et illates dici vendi doluptae quias arumetum.1 dici vendi doluptae quias arumetum quossima vel 

magnisqui andest, omnis ma sam, cor am inistrum quossima vel magnisqui andest, omnis ma sam, cor 
quodit, omnis modicim inctem venda et rate porrorit, am inistrum quodit, omnis modicim inctem venda 
acculparum imincip suntorempedi restiae porem 
ea prate nonsequid et volo coreper fernam autecto 

et rate porrorit, acculparum imincip suntorempedi. 

At venim fuga. Et quiasi unt et, ut quia corehendae tatur, cuptatur? 
pa asiminiendis aliquam vid endebist, qui: 

At venim fuga. Et quiasi unt et, ut quia corehendae 
(a) At venim fuga. Et quiasi unt et, ut quia pa est, of ciur sum reprero te es de voloria 
corehendae pa est, of ciur sum reprero te es de plaboresequi of cipis estiumque occumetur? At 
voloria plaboresequi of cipis estiumque occumetur? venim fuga. Et quiasi unt et, ut quia corehendae pa 
(b) Tem asiminiendis aliquam vid mosandias est, of ciur sum reprero te es de voloria. 
maio endebist, qui dolorem fugiantibus nonseque Voluptius, nis aspellabor aut a di of cidus, omnis 
voluptius, nis aspellabor aut a di atem voloria del es eatem qui vent molor aturit la 
(c) Of cidus, omnis atem voloria del es eatem qui aspererchit et perroressum repudit mint est, vent ut 
vent molor aturit la aspererchit et perroressum qui untus estisti consequisci antis nullant restis. 
repu; and Lam exerem inus del eatiani magnatur? Velenimi, 
(d) Aut ullore, culles doluptus, to blabo. Vidunt cus ma porum sequis eos dolore net estionecto 
volora seditatem etur, nos soluptates sectinverum sintion ectempor si ideruptae. 
est etus rem re, cones. 

1 Erunicep esupionstem orum nonlos cus foris henatque nos sicivitua morterum 
revigno venatin Itam tat. Impl. Nihil veresti amquidente trumus, cis redi con hor. 

3. Subheading placeholder 

Quideria de occusan dipsusti reri voluptus eos di 
tet pration sequia venestiis incita velluptatur alicim 
nobisciundam aut laut a nem: 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui untus; 

• minverumque ra debisque es maximporiat 
is voluptum; 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui 
untus; and 

• minverumque ra debisque es maximporiat 
is voluptum. 

Te es de voloria plaboresequi of cipis estiumque 
occumetur? Qui tem asiminiendis aliquam vid 
mosandias maio endebist. 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? Qui 
tem asiminiendis aliquam vid mosandias maio. 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? Qui 
tem asiminiendis aliquam vid mosandias maio: 

• perroressum repudit mint est, vent ut qui untus; 

• minverumque ra debisque es maximporiat 
is voluptum; 

• consequisci antis nullant restias autenitiur; 

• de voloria plaboresequi of cipis estiumque 
occumetur?; 

• perroressum repudit mint est, vent ut qui 
untus; and 

• minverumque ra debisque es maximporiat 
is voluptum. 

Consequisci antis nullant restias autenitiur? 
Cupicitatus aut odi doloresci dolum re verum ad 
ullore veri vel eat harum volum quis essit, aut 
ullore, culles doluptus, to blabo. Vidunt volora 
seditatem etur. 

4. Subheading placeholder 

At venim fuga. Et quiasi unt et, ut quia corehendae 
pa est, of ciur sum reprero te es de voloria 
plaboresequi of cipis estiumque occumetur? At 
venim fuga. Et quiasi unt et, ut quia corehendae pa 
est, of ciur sum. 
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Applications 
3/4 of 
x height 

– Pull Up Banners 
3/4 of 
x height 

2 of 
x height 

Banner subhead 

Banner 
title 

Banner subhead 

Banner 
title 

x 

3 of 
x height 
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Applications 
– Social Media 
- Website 




