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Secondary typeface

The secondary  brand typeface is  Arial  10pts  and is 
used for:

I Documents which are sent in digital form to 
third parties;

I When Futura T is not available on the computer.

Text columns are preferably evenly spaced. Word and 
letter spacing may not be adjusted in any way, nor may 
the letters be widened, narrowed, skewed or modified.

Arial
The Arial font is supplied by default with Windows and 
Apple computers and is therefore always available for 
recipients of Q-Park documents.

Figure 31: Arial typeface
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