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Logo and co-branding

In some circumstances the Q-Park logo may be required
in combination with the name of a commercial partner.
Ensure that the size of the partner logo is proportioned
to the Q-Park logo so that both logos attract equal
attention. The two logos are separated by the safe zone
plus a vertical line to the left of the Q-Park logo including
the safe zone space.

Figure 15: Safe zone logo and co-branding

Figure 16: Logo and co-branding examples

0
o |Qeark,  easyParK | QeaRK, A | (QPARK,

Parking. Made easy.

16



