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This basic toolkit introduces 
the identity we have 
developed for London 
National Park City. We want 
all our supporters and 
collaborators to proudly use 
this identity, so we can build 
the movement together.
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ABOUT US



4WHO WE ARE

London National Park City is a 
movement to improve life in London 
by helping to make our city greener 
and encouraging people to get 
outdoors more



5WHO WE ARE

  London National Park City celebrates the 
Capital’s extraordinary landscape, from parks 
to gardens, rivers to ponds, woods to individual 
trees, concrete underpasses to balconies.  It’s 
about everything that makes being outside in 
London so diverse and enjoyable.
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London National Park City is a large-scale  
and long-term challenge to improve our 
connection with nature and the outdoors  
through many small and achievable actions.  
We are working with residents, visitors and  
partners to encourage people to:
 
•  Enjoy London’s great outdoors more
•   Make the city greener, healthier and wilder
•   Promote London’s identity as a National Park City 

ONE VISION TO INSPIRE US ALL 6



7WE INSPIRE PEOPLE TO GET INVOLVED

We inspire people through our 
campaigns and outreach.  We connect 
individuals, communities, businesses 
and government agencies so that we 
can act together for a greener and 
healthier London.



LOGO



9WORDMARK
Our wordmark is what we 
use to identify ourselves. 
It serves as the long form 
of our identity and every 
effort should be made to 
implement it correctly  
and consistently.   
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In most cases the 
wordmark should be 
green, or white. 

The wordmark should 
be left aligned by 
default. However it can 
be centred in small 
spaces, or on certain 
promotional items e.g. 
t-shirts or bags.

As a general rule of thumb to retain 
legibility the wordmark should 
always be a light colour on a dark 
background and a dark colour on a 
light background.

WORDMARK



11SUB BRANDS
There are a limited 
number of variations of 
the wordmark to reflect 
your type of involvement 
which can be used at your 
discretion, but please don’t 
make new ones up!

If you need advice then 
please contact: 
hello@nationalparkcity.org

Refer to page 45 for more 
guidance on usage and 
approvals.

A person taking action 
to make progress on the 
National Park City’s aims

A person who enjoys running 
in the National Park City. 
Switch the word “runner” for 
any outdoor cultural activity.

A named part of the London 
National Park City. This could 
be a borough, a nature 
reserve or a street.

A balcony, garden, park or 
any other part of the National 
Park City.



12THE ASTER
This is the Aster, it’s the 
most visible element of our 
identity - our signature on 
all of our communications. 
This version has been 
designed specifically as 
the master symbol.

Construction:
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The Aster functions both 
as a symbol and as a 
traditional asterisk. 

When it’s used as an asterisk 
it can denote the presence 
of more information or 
points of interest in both text 
and image. 

When it’s a symbol it can 
function like any other logo, 
being a visual shorthand  
for our brand.

Symbol Asterisk

THE ASTER



14THE ASTER
In most cases the Aster 
should be rendered in  
either green, or white. 

When being used as a 
symbol it can be placed as 
you would any other logo. 

However when it’s being 
used as an asterisk it 
should always use the 
traditional typographic 
alignment of  top right or 
left from the object it is 
referring to.

Typographic alignment:
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The master versions of the 
Aster and the wordmark 
should be used in all of our 
core communications.

Please refer to page 45 
for guidance on usage 
restrictions and the 
approvals process.

USAGE

nationalparkcity.london



COLOUR



17BRAND COLOURS

LNPC Green

RGB — 0 / 180 / 50
CMYK — 76 / 0 / 100 / 0
PMS — 368
HEX — #00B432

White

RGB — 255 / 255 / 255
CMYK — 0 / 0 / 0 / 0
HEX — #FFFFFF

Black

RGB — 0 / 0 / 0
CMYK — 0 / 0 / 0 / 100
HEX — #000000

These are our core brand 
colours. They have been 
designed to create a 
simple and powerful 
visual style that will help 
create a common visual 
thread and consistent 
brand expression. 



18SECONDARY COLOURS
Our secondary colour 
palette has been 
created by referencing 
London’s amazing natural 
environment. 

These colours should 
always be used with 
a bright and cheerful 
expression in mind.



19SECONDARY COLOURS
LNPC Blue

RGB 
115 / 149 / 196 
CMYK 
60 / 36 / 7 / 0
PMS
2135
HEX
#7394C4

LNPC Olive

RGB 
81 / 127 / 47 
CMYK 
72 / 29 / 100 / 14
PMS
364
HEX
#517F2E

LNPC Brown

RGB 
154 / 137 / 107 
CMYK 
36 / 36 / 55 / 20
PMS
7531
HEX
#99896B

LNPC Purple

RGB 
77 / 46 / 125 
CMYK 
86 / 95 / 11 / 2
PMS
7680
HEX
#4D2E7D

LNPC Yellow

RGB 
255 / 215 / 68 
CMYK 
0 / 15 / 80 / 00
PMS
7406
HEX
#FFD743

LNPC Red

RGB 
183 / 23 / 47 
CMYK 
19 / 100 / 78 / 11
PMS
1945
HEX
#B7172F



TYPOGRAPHY



21TYPOGRAPHY

LONDO
NATION
PARK C

Our wordmark is created 
from Poppins, which is openly 
available and highly versatile.  

You can use Poppins in 
headlines and body text 
on marketing materials.  
Please use the logo file when 
applying the wordmark, don’t 
type it out. 

The Poppins font is available 
 to download from: 

https://fonts.google.com 
/specimen/Poppins



22TYPE SETTING
POPPINS EXTRA BOLD

Aa Bb Cc Dd Ee  
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu  
Vv Ww Xx Yy Zz

0123456789 
£&@?!/+(.:;)

Poppins Light

Aa Bb Cc Dd Ee  
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu  
Vv Ww Xx Yy Zz
0123456789 
£&@?!/+(. : ;)

We only use two weights, 
this helps create not only a 
strong brand presence but 
also a sense of contrast and 
visual interest. 

The restricted use of 
typography does not 
diminish the power of 
communication but  
instead increases clarity 
and impact whilst 
reinforcing our brand.
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Headings should be in Extra 
bold, all caps and body copy 
should be set in Light.

In most cases text should be 
left aligned as this increases 
legibility, ensures even word 
spacing and helps the eye 
locate the start of the next line. 

Type can also occasionally be 
centred but never under any 
circumstance can it be right 
aligned or justified.

Subheading  
Body Copy — Let’s make London 
the world’s first National Park City. 
A city where people and nature 
are better connected. A city that 
is rich with wildlife and every child 
benefits from exploring, playing 
and learning outdoors. A city 
where we all enjoy high-quality 
green spaces, the air is clean to 
breathe, it’s a pleasure to swim 
in its rivers and green homes are 
affordable. Together we can make 
London a greener, healthier and 
fairer place to live. Together we 
can make London a National Park 
City. 

The Government is not being 
asked to designate London a 
National Park City. Londoners are 
invited to turn this vision into a 

HEADING
reality. By working together to 
gain the support of the majority 
of London’s 654 electoral wards 
and the Mayor of London,  we will 
have the legitimate democratic 
support to officially declare the 
capital a National Park City.

Mayor of London Sadiq Khan 
has given his backing and 346 
wards across 33 boroughs have 
declared their support so far.

We are delighted to announce 
that London will become a 
National Park City in 2019!

By working together we can 
inspire Londoners to make our 
city radically more green, healthy, 
wild, resilient, prosperous...

TYPE SETTING



IMAGERY



25IMAGERY
Images are as important 
as our logo. They convey 
our visual personality, just 
as writing conveys our tone 
of voice. They bring our 
brand to life. Images grab 
the attention of the viewer 
and win more time for the 
words to do their work.
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Because images are 
such an important asset 
please use them with 
care and consideration. 

Don’t feel that you 
have to fill designs with 
images. A layout benefits 
from being uncluttered, 
especially if it allows 
the reader to navigate 
more easily through 
information.

IMAGERY
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Our imagery should 
always have a warm but 
still realistic colour range.

There should be no 
obvious signs of strong 
flashes, lens flares or 
double light sources. 
The lighting in our 
photography should be 
appropriate for the scene 
and above all natural.

IMAGERY



EXAMPLES
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DO NOT WALK 
ON THE GRASS   
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TRY RUNNING, 
JUMPING,  ROLLING 
AND PLAYING ON IT
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CITY

LANDSCAPE



39

PARKS ARE
FOR CHILDREN

AGE IS JUST  
A NUMBER
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Urban  
Explorer’s  
Handbook 

Wildlife in 
The City

nationalparkcity.londonnationalparkcity.london nationalparkcity.london

Best Walks  
in London
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4343

London National Park City*
Clapham
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45APPROVALS
There are opportunities to have fun with our identity, using it to promote specific 
elements of our campaign by adding appropriate wording linked to our ‘Aster’.  
But overall, the identity should be used as provided, and according to the 
guidelines, to ensure we build something consistent and powerful, helping us to 
achieve our aims even more successfully. 

Please do your very best to follow these guidelines.  You don’t need to ask for 
approval, but if you need advice then please contact hello@nationalparkcity.org

However, if you want to use our logo to support a campaign, funding bid or a 
commercial project, ask us first. Just email hello@nationalparkcity.org with a brief 
description of your project and an example of how you want to use our logo.  We 
will aim to get back to you within 48 hours.

Please do follow the guidelines in this toolkit. Use the logo(s) as provided,  
don’t tamper with them!
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THANK YOU 

  Now let’s go and create something amazing


