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Our brand has a visual language through which we
communicate our purpose, beliefs, and personality.
It encapsulates everything from the colours we use,
the way we speak, to the kind of photography we use
to represent us.

The Aspect brand has undergone an evolution
developed with flexibility and longevity in mind.

These guidelines cover the nuts and bolts — exploring
the big picture, and the nitty-gritty. By allowing them
to guide you in all your communications, the more
consistent our brand will be and the more well-known
our brand will become.

It's important to remember
that while internally, you
may tire of using the same
brand elements over time,
externally, users are seeing
a consistent, robust and
successful brand in their
various interactions.




Brand Toolkit

LOGO

Aa

Meet Arboria

\ Autism Spectrum Australia

GRAPHIC SHAPES ICONOGRAPHY

vV @@
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a different
brilliant®

Understanding,

engaging and celebrating
the strengths, interests

and aspirations of people
on the autism spectrum.




01.Logo
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Logo

Welcome to our new chapter.

While our name transition has been

in progress over a period of time,
Aspect will be now be our official name
- with Autism Spectrum Australia as
support wording.

Aspect is bold, bright and proud.
Instantly recognisable and clear.

aspect

Autism Spectrum Australio
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Logo

As our logo is used across animmense
variety of materials, we have a series of
lock-ups to suit all requirements.

These are:
>MASTER LOGO

Our hero logo — the first choice for all
applications.

> STACKED LOGO

Available for use when space or

location may not permit our master logo.

Always a second choice.

> SYMBOL

For use a support to our Master or
Stacked logo. This may be used within
a communication if the full logo has
been used elsewhere —i.e. on the back
of a flyer, within a brochure, or on social
media (where the full logo is used on
the profile image).

MASTER LOGO

aspect

Autism Spectrum Australia

STACKED LOGO

aspect

Autism Spectrum Australia

SYMBOL
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Logo
Usage Details

We're proud of our logo - and it's
important that it's always used
appropriately and clearly.

> MINIMUM CLEARSPACE

Please note that the minimum
clearspace does not indicate an
appropriate size for margins, instead,
itis a guide for how close the logo
may be placed to other text and
graphics at any time.

> GENERAL LOGO SIZE

Below is a guide of some of the most
common communications required,
and suggested logo sizes.

MINIMUM CLEARSPACE - LOGO

— @

MINIMUM CLEARSPACE - SYMBOL

— @

aspect

Autism Spectrum Australia

MINIMUM SIZE

aspect
Autism Spectrum Australia

35mm

aspect

Autism Spectrum Australia

N

aspect

Autism Spectrum Australia

20mm

5mm

SPECIAL CASE USAGE

&aspect

In situations where the logo needs to be
used at a size less than the recommended
smallest size for legibility, the ‘aspect’ only
version may be used, e.g. on pens and other
small merchandise.

This logo is only available for use with the
permission of the Marketing team.
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Logo
Variations

The Aspect logo is available in full
colour, white, reverse colour and mono
(greyscale) versions.

> FULL COLOUR

This is our hero, and should be used
wherever possible.

> WHITE

Our white logo is available for use on all
colours, and over photography.

> REVERSE COLOUR

This logo version is for limited use.

It may be used on Navy and Brilliant
Blue, and may also be used on certain
darker photographs.

We recommend using this logo when
a balance of brand colours is required
— but this version should be used and
distributed at the Marketing team'’s
discretion.

>BLACK/MONO

This logo is available for use on official
materials only, where a coloured logo
may not be used, and a white logo will
not be legible. Please use sparingly.

IMPORTANT

These logos should cover all requirements.
Additional coloured or greyscale versions
of the logo should not be created.

If you feel you require an additional
logo version, please contact
comms@aspect.org.au

FULL COLOUR

aspect

Autism Spectrum Australia

WHITE

REVERSE COLOUR - SPECIAL USE

aspect

Autism Spectrum Australia

BLACK/MONO

aspect

Autism Spectrum Australia
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Logo
Schools

Each Aspect school has a unique
logo, for use on uniforms, signage,
promotional and educational
materials.

These logos should not be updated,
or amended by the schools for
any reason.

aspect

Central Coast
School

aspect
Central Coast]
School

25mm

MINIMUM SIZE - SCHOOLS

MINIMUM CLEARSPACE — SCHOOLS

® /' aspect
Central Coast
School
® /' aspect ® /' aspect ® /' aspect ® /' aspect ® /' aspect
Central Coast Hills Shire Hunter Macarthur Riverina
School School School School School
® /' aspect ® /' aspect ® /' aspect ® /' aspect ® / aspect
South Coast South East Treetop Vern Barnett Western Sydney
School Sydney School School School School
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Logo
Services

Each Aspect service has its own
logo, for use across service-specific
communications.

NOTE:

To ensure maximum legibility at all
times, there are two sizes of Service text
used across the suite of service lock-
ups. As such, it is important to pay close
attention to the minimum size and clear
space rules for all.

aspect

Autism Spectrum Australia

Assessments

MINIMUM SIZE - SERVICES

Ba

Community Services

aspect TIndividual &

Autism Spectrum Australi

2x

2x

aspect
Autism Spectrum Australia

30mm

MINIMUM CLEARSPACE - SERVICES

2x

Individual &
Community Services

2x

\Aursm Spectrum Australia

aspect
Autism Spectrum Australia

Autism Friendly

Individual &
Community Services

\Aufﬁm Spectrum Australia

aspect
Autism Spectrum Australia

Adult Community ®

Services \aspeCt
Autism Spectrum Australia

aspect
Autism Spectrum Australia

Practice

Education

Research Centre
for Autism Practice

\Autsm Spectrum Australia

\Autsn— Spectrum Australia

Fundraising

Therapy
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Support
Logos

Aspect is supported by generous
people, companies and organisations
across Australia.

To ensure we are always represented
appropriately in these cases, we are
able to provide official ‘Supporting’ and
'Fundraising’ logos on request.

HORIZONTAL

PROUDLY
SUPPORTING

FUNDRAISING
ON BEHALF OF

A

\ Autism Spectrum Australia

aspect

Autism Spectrum Australia

STACKED

PROUDLY
SUPPORTING

A

aspect

Autism Spectrum Australia

FUNDRAISING
ON BEHALF OF

\ Autism Spectrum Australia
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Logo
Usage guide

Our logo must always look it's best,
so please consider the following
at all times.

DO NOT:
Change the colour of the logo.

DO NOT:
Change the location of the symbol,
or arrangement of the logo in any way.

aspect

Autism SpectrupAustralia

ASPECT BRAND GUIDELINES — March 2024 / V1.0

aspect

Autism Spectrum Australia

DO NOT:
Change the ratio of the symbol to the wordmark.

* aspect

AutisparSpectrum Australia

DO NOT:
Change the colour of the text within the logo
OR the colour of the symbol.

aspect

AghfSm S trum Australia

X

l DO NOT:

Change the weight of the text, or the font within the logo.

- aspect

Autism Spectrum Australia

DO NOT:
Use the logo on an angle.

DO NOT:
Use the logo over a background that obscur
or makes it illegible.

g

DO NOT:
Change the colour of the symbol within the logo.

o aspect

Autism Spectrum Australia
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Logo
Placement

MASTER LOGO PLACEMENT - MASTER LOGO PLACEMENT - STACKED LOGO

Our Master logo may be used in any
corner of a publication — aligned to the
margins and bounding box of the logo.

In some applications (i.e. on a back ® ® o S
cover of a brochure, or the endframe \ \asPeCt \ \
aspect aspect

of a video), it may be more appropriate
to use the master logo centred as a
sign-off.

STACKED LOGO

The Stacked logo is always used as a
second choice to the Master logo.

When used, it may be used in either the
top right or left corners — the bounding
box of the logo aligned to the page
margins.

The Stacked logo may be centred ina
footer for the back cover of a brochure.

X ospect = ospect N

aspect

[ [

Centre placement available for back covers only. Centre placement available for back covers only.
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02. Typography




Typeface
overview

We use one font family across our brand.

Arboria is open, clear, and easy to read.

Our brand uses two main cuts of
Arboria (Medium and Book),

however, there are more options
available, should the need arise.
Please refer to the following pages for
usage details.

> Sentence Case vs UPPERCASE

We use sentence case across our
communications, for maximum legibility
and clarity.

There are times when uppercase may
be used for shorter sub-headings and
in some signage situations, to create
hierarchy.

> Aspect in writing

Whilst our logo uses lowercase, whenin
written form (in documents or other text
based materials), Aspect must always
use a capital ‘A'.

DOWNLOAD:

Arboriais an Adobe font and may be
activated and accessed through any
adobe program

Alternately, Arboria may be
purchased here: https://www.myfonts.
com/collections/arboria-font-type-o-
tones?tab=individualStyles

Headlines:
Arboria Medium

Headings + Subheadings:
Arboria Medium

Body Text:
Arboria Book

ASPECT BRAND GUIDELINES — March 2024 / V1.0
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Typeface
application

We aim to keep our communications as
consistent and clear as possible. To do
so, we have a some general guides we
adhere to for all text styling.

HERO BRAND FONT SCHEME

> Page Headlines
Arboria Medium

> Intro Headings + Subheadings
Arboria Medium

> Intro Text (when required)
Arboria Book

> CTA / Pullout
Arboria Medium

> Body Copy
Arboria Book

> Minor highlights within body or
extended intros within body copy
Arboria Bold

> Contact Details
Arboria Medium
Arboria Book
(Determined as needed to offer hierarchy)

NOTE

Arboriais our hero brand font and
best-case-scenario. All instances

of Arboria may be substituted for
Century Gothic, when and if required.

ASPECT BRAND GUIDELINES — March 2024 / V1.0

\aspect

‘ PAGE HEADLINE ‘

Understanding

autism

What s Autism?

Autism can be tricky to define. Autism is a developmental

condition tl
with the wg INTRO TEXT
different ch

ns and interacts
tism has many
on the spectrum

are alike. Every Autistic person is different to every other.
This is why autism is described as a ‘spectrum’.

Aspect describes autism as a different brilliant®

How many people are
on the autism spectrum?

The current research suggests that an
estimated 1in 70 people in Australia

on ple-s =
@l BODY COPY
cul

The characteristics of autism may
appear in early childhood, but
sometimes they can go unrecognised
until later in life.

What are the| BODY SUBHEADING
misunderstanumgsuwou

characteristics of autism?

There are lots of myths and
misunderstandings about autism
but while many Autistic people
experience difficulties, with the
right support Autistic people can
achieve a great quality of life.

There is also a misconception that
the autism spectrum is linear. In
fact, Autistic people can display a
wide range of characteristics in their
strengths, communications, social
interactions, leisure and play.

Our purpose
a different

Understanding, engaging
& celebrating the strengths,
interests & aspirations of people
on the autism spectrum.

PULLOUT

INFORMATION SHEET : Understanding autism

aspect.org.au | 1800 277 328

aspect
Autism Spectrum Australia

We are committed
to making life
better for people
on the spectrum.

“Women and girls on the
autism spectrum are better
able to camouflage or mask

their challenges through
social imitation which results

inthem not receiving a
diagnosis.”

PULLOUT

Spectrum Women:

alking to the Beat of Autism
edited by Barb Cook & Dr Michelle
Garnett. 2018, Jessica Kingsley
Publishers, London.

Women and Girls with

Autism Spectrum Disorder —
Understanding Life Experiences from
Early Childhood to Old Age by Sarah
Hendrickx. 2015. Jessica Kingsley
Publishers, London.

Life on the Autism Spectrum

—A Guide

byKareny BODY COPY - SMALL
2015. Jesslcarmgsey PuD TS,
London.

Camouflage:

The Hidden Lives of Autistic Women
by Sarah Bargiela. 2019.

Jessica Kingsley Publishers, London.

Pretending to be Normal:

Living with Asperger’s Syndrome
(Autism Spectrum Disorder)

by Liane Holliday Willey (Foreword by
Tony Attwood). 2014.

Jessica Kingsley Publishers, London.

Asperger's and Girls

by Tony Attwood (Edited by Temple
Grandin). 2006. Future Horizons
Incorporated, Arlington, US.

Been There. Done That. Try this! :

An Aspie’s Guide to Life on Earth
edited by Graig Evans, Anita Lesko

& Tony Attwood. 2014. Jessica Kingsley
Publishers, London.

Web

Autistic Self-Advocacy Network (ASAN)
www.autisticadvocacy.org

| Can Network (for teens and adults)
www.icannetwork.com.au

INFORMATION SHEET : Understanding autism

aspect.org.au | 1800 277 328
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Typeface
substitution

There may be times when Arboria
cannot be used, and in these instances,
we have alternatives, to ensure the

brand remains as consistent as possible.

> GOOGLE FONT

For google applications, and online use
(when the Arboria font cannot be used),
we use Poppins.

> MICROSOFT FONT

For Microso ft Office applications,
such as Word and PowerPoint we use
Century Gothic, which is available as
a default font in these programs.

GOOGLE FONT ALTERNATE:

Headlines: Poppins Semibold

Subheadings: Poppins Medium

Body Text: Poppins Regular

MICROSOFT OFFICE FONT ALTERNATE:

Headlines + Subheadings:
Century Gothic Bold

Body Text: Century Gothic Regular




Headline

guidance

treated with consistency. Ou r heqd I I nes Do nOt use

o fonts other than
are left aligned, Arbﬂcizi;
In Arboria Medium por headlines
DO NOT USE Dowet Do not right
UPPERCASE IN m align headlines
HEADLINES IX or text
font sizes
Do not DO Not MixX up
indent Do not weights within

words or iines centre your headlines
in headlines headlines




Headline
guidance

Every headline is different, and
while we cannot anticipate every
circumstance, this overview should
cover most requirements.

CASE + PUNCTUATION

Our headlines...
> Use sentence case
> Do not use full stops at the end

> Do not use more than two colours

CONTENT

> The word ‘aspect’ may be
incorporated into headlines for
brochures, or campaign materials.
This should only be attempted if it can
be done without feeling ‘forced'.

> Factsheets and information heavy
comms should use direct, specific
headlines.

Brief
headlines

Are sometimes all that's required.
Where possible, these are used across two lines.

Headlines

are sometimes
quite long

and wordy

In these cases, we stack them in a block,
rather than running them in very long lines of text.

Also,where posible, we use ‘and’ rather than'&'.

You can

with colour

If it works for your communication,
a word may be highlighted in your headline. (See next page)

BIG PICTURE

Overarching brand, sector or school communications
may use headlines that incorporate ‘aspect’, where
appropriate to the content.

For every
aspect of
life on the
spectrum

Every aspect
of our school

For every
aspect
of your
education

TOPIC SPECIFIC

For our information heavy communications,
we keep things as clear as possible:

Social Worker
Supports

Speech
Pathology

Understanding
autism

Girls and women
on the autism
spectrum

ASPECT BRAND GUIDELINES — March 2024 / V1.0
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Typography
Colours

While we keep our body copy simple

in navy and white, colour can be
introduced to Headlines, Headings and
subheadings, to add emphasis.

BODY COPY

Body text for Aspect communications
should be navy or white — whichever
is more legible on your chosen
background.

HEADLINES
Headlines can be:

— One colour
— All White
— Two colour (base colour + highlight)

— Your headline colour selection should
be determined by the background of
your text (colour, photography, light,
dark, etc).

SUB-HEADINGS + INTRO TEXT:

— All Navy
— All White
— One colour

— If using colour, your selection should
work harmoniously with the colours
of your communication, or section/
spread within your communication.

NOTE:
Even though we are a vibrant, colourful

brand, as a general rule, we suggest sticking
to a maximum of three colours per layout/

section or spread.

ASPECT BRAND GUIDELINES — March 2024 / V1.0

BODY COPY - Light background

Body text for Aspect
communications should be
black on light backgrounds
— either lighter colours in
our colour palette, or lighter
photographs.

BODY COPY - Dark background

Body text for Aspect
communications should be
white on dark backgrounds
— either darker colours in
our colour palette, or dark
photographs.

SUB-HEADINGS + INTRO TEXT

Sub-Headings and intro
text can be white, navy,
or in a colour from the
palette complementary
to your layout.

HEADLINE COLOUR-USE EXAMPLES

For every
aspect

of life on the
spectrum

For every

of your
future

Every aspect

of our school

aspect

For every
aspect
of your
education

For every

of
life on the
spectrum

aspect

aspect
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Typography
Design Elements

As every communication is different, QUOTES SUBHEADING / INTRO COLOUR USE
our brand has alibrary of design
elements to borrow from to ensure Quote text: Subheading and introductory text may match or contrast to body copy colour,

clarity and structure for each and every and should always be selected to balance to colour palette of your spread or section.

e Arboria Regular Italic.
communication.

To add levels of hierarchy within a page or section, two subheading colours may be introduced.
Attribution/name text: A maximum of three colours per layout/section or spread are recommended.
Arboria Regular Italic > UPPERCASE

Contrasting to add hierarchy Intro text in contrasting colour, Intro text and subheadings matching to scheme of
while subheadings match to body copy. spread, while contrasting the headlines and body text.

QUOTES MAY:
— Be denoted by a 2pt vertical line to the left of the text.

Aspect schools offer dynamic, individualjsed learning
fof students with a caring an proach

This line is to align to the margin of the communication. */ aspect ) X
N Girls and women d nurturin
— Be held within one of our Aspect brand shapes. onlthe autism spectrum. ;iit‘.iﬁilii?f:ﬂiiﬁ:ﬁZ}“/Zﬁ;:iﬁ:\
_ F|0C1t freely overa photogroph We are committed prpviding autism-specific schooling in Australia. '\

to making life
better for people
on the spectrum.

qa|spectrum
of choice

Aspect Elluct

“The transition was unbelievable. They came and
did a home visit. Aspect was just so incredibly holistic
and supportive from the get-go. We shared with
them some of our experiences and some of the
things that we were feeling uncomfortable about,
and how they would manage my son’s needs and
behaviour. And they just reassured us every step

of the way.” — PARENT

DIVIDER LINES

Line width: 0.5 points

— We use dividing lines throughout all About
our communications. While generally Treetop School
used in White or Navy, lines may
be used in each of our main brand
colours, to suit the colour scheme of a
publication.

autism friendly autism workshops

At Asp

Our workshops are:

Length:

— Divider lines can extend off the side
of a page to begin a section within a
NOTE: brochure.

Even though we are a vibrant, colourful
brand, as a general rule, we suggest sticking
to a maximum of three colours per layout/

section or spread. — Footer lines sit within margins.

— Within sections, lines extend within
margins or columns.

ASPECT BRAND GUIDELINES — March 2024 / V1.0 23




03. Colour
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Colour
Palette

Our colour palette is a nod to our history, PRIMARY PALETTE
and a step into the future. We are bright
and bold — and as confident as the

colours we choose to showcase. APRICOT NAVY BRILLIANT BLUE SKY BLUE
0/70/70/0 CMYK 0/3/6/0 CMYK 100/83/36/27 CMYK 84/68/0/0 CMYK 40/30/0/0
243 /114 /83 RGB 255/ 245/ 235 RGB 26 /54 /94 RGB 37/88/213 RGB 141/ 174 / 243
COLOUR USE #F37253 HEX #FFF5EB HEX #1A365E HEX #2558D5 HEX #8DAEF3

— Our Primary colours are used for all
consumer facing touchpoints,
e.g. brochures, factsheets, flyers/
advertisements, website, etc.

COLOUR ALLOCATION

— We do not allocate particular colours
to areas or segments of our business.
Instead, our brand embraces all it’s
colours, using the most appropriate for
any given communication.

— If colours are used within a document
or online to denote certain sections,
please be sure to be consistent within
the same medium or communication,
to limit any confusion.

COLOURTINTS

— STONE may be tinted to percentages STONE STONE TINTS
of 75/50/25 for use in limited CMYK 10/8/8/2 75% 50% 25%
circumstances, to add differentiation RGB 221/220/217
in forms, tables, and in some online HEX #DDDCD?

settings.

— We DO NOT use tints of any other
Aspect colours.
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Colour
Palette

We have an extended palette of SECONDARY PALETTE
secondary colours, however the
following must be adhered to for use:

SUNSHINE AQUA EMERALD LILAC VIOLET
CMYK 2/5/55/00 CMYK 70/0/37/0 CMYK 88/33/53/9 CMYK 9/35/0/0 CMYK 51/90/0/0
SECONDARY COLOURS: RGB 253/232 /136 RGB 42/188/178 RGB 0/124/120 RGB 232/173/ 214 RGB 142/ 65 /141

. . HEX #FDE888 HEX #2ABCB2 HEX #007C78 HEX #EBADD6 HEX #8E418D
— Are used sparingly, and their use

requires sign-off from Marketing.

— May be considered for use as highlight
colours in diagrams or longer form
documentation when all other primary
colours have been used already, and
even then, these should be used in
lesser amounts.

— Should not be used decoratively, or for
a ‘change’. Our primary palette is our
hero, and it's important to remember
that while a palette of 7 hero colours
may become repetitive on a daily level,
a consumer will only ever see one or
two branded items at a time. Brand
recognition requires time to take hold,
and a firm boundary around colour use
must be set (and held) to create this.
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Colour
Logo Matrix

To achieve maximum visibility and
clarity for our logo at all times, we
must ensure we use the appropriate ‘

logo over each brand colour. aspect / aspect aspect .
\Autlsm Spectrum Australia ' Autism Spectrum Australia \ Autism Spectrum Australia

aspect

Autism Spectrum Australia

LIMITED USE

/ aspect aspect

' Autism Spectrum Australia . ctre . Autism Spectrum Australia

LIMITED USE

\aspect \aspect '/ aspect ) aspect

LIMITED USE
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Colour
Text on colour

When using text over colour, we have
a series of combinations available.

The following combinations ensure
text will remain clear at all times.

If a colour combination is not shown
here, it is not an available option.

Navy

Brilliant
Blue

Coral

Sky Blue

WHITE AND LIGHT PHOTOGRAPHIC BACKGROUNDS

Navy

Brilliant Sky Blue
Blue —_—
Coral
SECONDARY PALETTE
Navy Navy

ASPECT BRAND GUIDELINES — March 2024 / V1.0

Peach

Apricot
Stone

. Peach
~ White
. Apricot
. Stone

Navy

Brilliant Sky Blue
Blue

Coral

Peach

Apricot
Stone

Navy

Brilliant Sky Blue
Blue

Coral-

DARK PHOTOGRAPHIC BACKGROUNDS

Navy

Violet

28



04. Graphic Shapes




Shapes

Inspired by the organic form of our
brand symbol's ‘head’, we use a suite
of shapes across our brand.

These can hold text, imagery, or
simply add emphasis across our
communications.

BUBBLE

ASPECT BRAND GUIDELINES — March 2024 / V1.0
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Shapes
Holding device

Our shapes may be used to hold
colour, text or image across our
communications.

The examples shown here demonstrate
the flexibility of these shapes.

SHAPES IN USE

— Shapes may be enlarged, rotated,
flipped and cropped to suit your
layout.

— Shapes should not be squashed or
reshaped in any way.

— Uncropped shapes may also be used
to hold imagery (see below) and text
(see next page).

\aspect

starter.

ASPECT BRAND GUIDELINES — March 2024 / V1.0
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Shapes
Design element

Our shapes may also be treated as a
feature across our communications.

SHAPES MAY:

Hold a hero photo (see previous page)

Introduce our Aspect brand idea

Feature quotes from our clients
and people.

Emphasise key information.

Include a ‘call to action’.

TEXT HOLDING DEVICE

a different

Understanding,
engaging and celebrating
the strengths, interests
and aspirations of people
on the autism spectrum.

our vision
The best opportunities
for people on the
autism spectrum.

IMAGE HOLDER
(For headshots, etc)

QUOTATION DEVICE

“The teachers communicate
with me whenever something
happens, both positive and
negative. | have found that its
beenreally good. It made me
realise that | have made the
right decision.”

— PARENT

CALL TO ACTION

Reach out,
or check out our website
to learn more about

Aspect Schools.

We'd love to chat!

SUPPORTING DEVICE

How our
enrolment works:

1.
2

3.
4.

Come to a school info session.

Give us a call on (08) 7326 0200 to find out when the
next one will be held.

Join the wait list.

To register a student, just fill out a registration form
(you can either get this at the info session, or by
contacting Aspect Treetop School).

A spot opens up.

When a position becomes available at the school,
the School Enrolment Committee considers all
the students on the waitlist. This decision is made
based on a number of factors —it's not simply on a
'first come, first served’ basis.

Family interview.

Before a student is officially offered a place, they
may be invited to meet with our team (together
with family or carers).

Enrolment offer.

Once there's a place available, we'll send a formal
letter of offer and an Enrolment Contract to

the student’s parents or guardians. You'll need

to accept the offer by signing and returning

the Enrolment Contract and paying the non-
refundable enrolment fee.

ASPECT BRAND GUIDELINES — March 2024 / V1.0
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05. Photography




Photography
Portraits

We use studio portraits as the
hero imagery for our brand.

WHY PORTRAITURE?
— Offers longevity to the communication
— Stands out in market.

— A singular approach to hero photography
builds a strong link to the Aspect brand

PORTRAITS ARE USED:
—oncovers

— as heroimages

OUR PORTRAITS SHOULD:

— Feature individuals caught in joy.
Laughing, joking, celebrating, smiling —
our portraits capture positivity.

— Use the colours of our brand in their
backgrounds. Rather than deep-etch our
people, backgrounds can include texture and
shadow, tonally matching the brand colours.

— Hero the whole spectrum of age, ethnicity
and gender.
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Photography
Lifestyle

SUPPORTING IMAGERY

We use our people as supporting
imagery across our brand.

WHY SUPPORTING IMAGERY?

— Lifestyle imagery is the norm across
the care industry and does not provide
as much cut-through as our portraiture

— These may need to be replaced
regularly (should a person revoke
usage rights)

LIFESTYLE IMAGES ARE USED:

— Within brochures (rather than on
covers), as a secondary image on a
fact-sheet, and as supporting imagery
on our website.

— On socials and online for promotional
materials.

LIFESTYLE IMAGERY SHOULD:

- Show our people engaged in life,
not staged. People are caught
in a moment, living their best life,
supported by Aspect.

— Be caught and curated with intent.
While we use ‘real’ people, in 'real’
situations, we never use happy snaps
or iphone pics.

NOTE:

Existing lifestyle photography may be
treated/brightened, in order to fit within
the suite.
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Photography
Do Not

To truly embrace our new brand,
itis important that we don't fall
into old habits.

Our subjects are not models '

While across our company, we have
a great deal of 'legacy’ photography
onfile, itis important to consider the
following when selecting imagery.

WHAT TO AVOID IN PORTRAITS...
Photography should not:

— Feel staged or ‘modeled’,

— Be conceptual or clichéd.

We don't use coloured
— Be black and white or use any colour lighting or effects.

‘treatment’ or effect.

While we are light-hearted,
we are never silly.

Our portraits are of single
people, not groups.

NOTE:

Even if certain photos or styles have
been used in the past, it does not
mean they should continue to be used
into the future.

backgrounds.

) '//
Our portraits are not selfies... . \/ =
P F “ -
and never have ‘decorative’ g [
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Photography
Do Not

To truly embrace our new brand,
itis important that we don't fall
into old habits.

While across our company, we have
a great deal of 'legacy’ photography
onfile, itis important to consider the
following when selecting imagery.

WHAT TO AVOID IN
LIFESTYLE SHOTS...

Photography should not:

— Be smiling directly at camera, posed.

— Be portraiture
— Feel staged or ‘'modeled’,
— Be conceptual or clichéd.

— Be black and white or use any colour
‘treatment’ or effect.

NOTE:

Even if certain photos or styles have
been used in the past, it does not
mean they should continue to be used
into the future.

We are candid, rather
than posed.

We are candid,
rather than posed.

We capture real life,
rather than concepts...

We capture real life,
rather than concepts...

.

We are never cheesy.

Our people
are shown in
real Aspect
situations.

Our lifestyle images are captured We aim for real,
in the real world, not a studio. L rather than staged.

L (f

3 rlf- ..\
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Iconography

We communicate a broad range of
messages to a vast audience, and often,
the best way to reinforce this message is
through iconography.

ABOUT OUR ICONS

— Navy line icons, each supported by
an offset, coloured ‘bubble’ from our
shape suite.

— Simple, clear and with limited detail.

— Everyday items, depicted
in a friendly, familiar way.

—lcons should only be used in this style,
across all media/applications, to
ensure a consistent communication
style for our brand.

PLEASE NOTE:

For small use, in information-heavy
communications, or when simply not
appropriate, the Aspecticons may be
used without their coloured support
bubble. In these cases, please ensure
the brand colours are represented
elsewhere in the communication.

O A o ¥ e 8 ¢
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Iconography
In use

Icons should be used in the following
manner across all media/applications,
to ensure a consistent communication
style for our brand.

ICONS IN USE

— Ouricons are used to highlight
information.

— lcons should be a visual cue,
representative of the text they
support.

ICONS SHOULD NOT:
— Be used as aheroimage on a page

— Be treated as aniillustration. They are
a support device to text, rather than
a decoration.

autism friendly

aspect research

centre for autism
practice (ARCAP)

Inclusion in the community

At Aspect, we believe we can be
more inclusive of all disabilities
simply by becoming more aware
of the different and diverse ways
each of us engages with our world.
This understanding allows us to
make small adjustments that
recognise, and are inclusive of,
those differences. Every individual
on the autism spectrum has the
right to be an active participant

in the community and to make
choices about things that matter
to them.

Aspect's Autism Friendly team
partner with organisations to
create environments which
genuinely support and include
Autistic people. We believe

that understanding an event

or business from an Autistic
perspective is critical to creating a
truly inclusive environment, which
is why our team includes people
with lived experience.

Supports and services
backed by research

At Aspect, we're continually
working to evaluate and improve
our services and approach to
supporting people on the autism
spectrum and their families. To
help us do this, we have our own
dedicated team of researchers at
the Aspect Research Centre for
Autism Practice. The team works
with Autistic people and their
families as well as practitioners
to identify real-world issues and
conduct research to accelerate
timely solutions that improve the
everyday lives of people on the
autism spectrum.

-

autism workshops

Aspect offers a broad range

of workshops and webinars for
parents, carers, organisations,
educators and health professionals.
These workshops and webinars

are part of our national initiative to
improve the lives of people on the
autism spectrum across Australia.

Our workshops are:

« Co-designed — Each autism
workshop has been developed
in partnership with Autistic

individuals with lived experience.

« Based on evidence-based
practice — We know what works
and will help you understand
what that looks like in actual
practice.

« Focussed onthe practical —
Our trained and experienced
allied health specialists will
talk you through the what, how,
where, when and who of best
practice autism support.

Your need-to-knows

School hours

Official school hours are
9:00am to 2:50pm. Students
arrive at school in the
morning between 8:50am —
9:10am and depart between
2:50pm — 3:00pm.

¢

Wet weather days

In the event of wet weather,
students will work and play
inside their classroom or the
gym, supervised at all times
by Aspect staff.

&

Timetable

Each term parents will
receive a copy of the class
timetable as well as a term
overview.

@

Parent info
and meetings

IP meetings are held with
the teacherin Term 1 and a
review meeting in Term 3.

Teachers, Student Support
Officers and families have
the opportunity to meet
with each other in the first
two days of the school year.
During this time, the Five
Point Star is discussed.

&

What to wear

Aspect students are
encouraged to wear the
full Aspect Treetop School
uniform at all times. Please
contact the school directly
regarding uniforms.

*

Drop off
and pick up

Students are dropped off
and picked up from school
by parents.

Staying in touch

The See-Saw app is used
as the communication
method for students

and families at Aspect
Treetop School. The
teacher will correspond
via the app approximately
three times per week.
Administrative information
is communicated via TASS
which is Aspect’s school
management system. If
there is an urgent matter,
please call the school office
on (08) 7326 0200.
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Brand in use
Factsheets

EXAMPLE : SINGLE PAGE FACT SHEETS

t
'/ aspec

Did you know that we can

support you with your talents and

interests to achieve your goals?
e're here to help.

Social Worker
Supports

EXAMPLE : 2 PAGE FACT SHEETS

Girls & women
on the autism
spectrum

Diagnosis means a medical professional
has identified that a person hos behviours,
that show they are on the autism spectrum.
“This fact sheet looks at why there s a

difference. It also explains why the.

difference might be smaller than we think.

\aspect

Useful Resources

We are committed

to making life
better for people

Spectrum Womens:
aling o the Beatof Autiam
e by Bord Caok s DeMichete
Pubisners,London

Woman and i with

Lite onthe Autiams
K e for s an omen
oy Karen Mckiobin & Tomy Atwood.
2015_Jessicoingsly Publsners,

The idden Live of Autistic Women
oy Soronsaroiea 2015
Jessica Kingsiey Pubishers, Londen

Presending o be Normat:

Jessica Kingsiy Publshers,Londen

ingirls and women. the wellbeing of girls and asp a
s cnawomenmion women on the autism 3 3 oy Ton Attwood Edtedby Tomole
spectrum ¥ Granai 2006 Future Horzons

Aspectis an established, autism-specific

Aspectis Australia’s largest autism-specific

formed, organisation providing person centred,

‘and work in partnership with people on the
autism spectrum and their families/carers.

Social Workers have the knowiedge, sils and expertise
toprovide capacity buiding support that incorporatthe.

family focused services which are flexible,
responsive and evidence informed

Ourservices provide people on the autsm spectrum with

Our purpose

ing,
engaging & celebrating the

many aiferent emtons

especialy regoring safety

here.Done That. Ty st
n Aspi’sGuideto Life on Earth
e by Graig Evans, Anto Lesko

strengtns, interests N e + Provigestucture ancroutin, P - Punishers,
physical sockol and cuturalfactors on on ndividuals welbeing ‘g much necded su s, corers, nat  hice some emotions and behaviours.
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Our socialwork services are tallored tothe participant
and can be provided across arange of locaions that best
sultthe participant's needs Social Work supports are
currently vailoble i your area, os wellas via Telehealth
ocross Australo

NDIS Particpants can access our Social Workers viatheir
‘Copacity Buiding: Improved Daily Living Skis budget.
These can also be occessed by Indhiduols paying orvataly.

Forevery aspectof fe 1800277328 | customerservico@aspectorg.au

EXAMPLE : FOUR PAGE FACT SHEETS

Understanding 3

autism ‘

What is Autism?

different characteristics, no two people on the spectrum
are alike. Every Autistic person s different to every other.
“This is why autism s described as a ‘spectrum

th

Aspect describes autism as a different brilliant

The current rescerch suagests tnoton  ChAracteristics of autism?

Our purpose
adifferent

cultrolond economic backerounds.  oxperionce affeuttios i e

Sometimes they con gounrecognised
umtilater e

ocnieve @ reat auelty of e

nteractions,fesure and iy

INFORMATION SHEET  Understonding autism aspectorg.au | 1800277328

fomies. andnetwork

We canprovide supports at home, in arly chldhood or

sehoolsetting,or i the community

‘Aspect’s visionis to provide the best posscle pportunities

for peopi on the outsm spectrum.

Referralscizo s
Oceupationai Therapists

Posiive Behaviour Support (PBS) registored practiioners

Forevery aspectoffe

Some of the characteristics of autism: R

1800277328 | customerservice@aspectoraau

Strengths and Interests

Sensory

+ Being constanty wore or more ware of some sensations

+ Festing dstressed oroveruheimedfhere are oo many

+ Deepinterestintyps e

; e loud nofes lotsof toucing,bright
ohesete)

veroge s inone o more oreas such o reading, math,
Social Interactions

ory experiences by smelina food. ficking
it lonts

Thinking

. none tingfora:
- Diffcuty switcring from e ting o notner

Communication

+ A cisike or cffcuty wit smol talk.zorcosm
orunderstandingokes

- Dty imiearing to understand and regulate emotions
- Diffcults uncrstonding how non-outstc people think

Leisure and Play

+ Non-tradionai pioysuch o repetiivebing up

ittty understonding utistc people)
 Ratherthantinking o the otism spectrum os e

Aspect offers a comprehensive

approach, based on the idea of a

different /that:

+ Respectsdiffrence and diversity

+ Bulsaperson's skis basecton ther srngts,trests,
peotions and supportneeds.

+ Deveiops ausm-rendly emironments

+ Supportscthes tounderstond and embroce autism

‘ondtodevelop respectul suppeorive neroctions

Girls and women

on the autism spectrum.

These differences can make
diagnosis of autism i girls
nd women more difficult.

INFORMATION SHEET : i & women on the autism spectrum

More boys and men have a diagnosis
of autism than girls and women.

Mental health of girls
and women onthe.
autism spectrum

that a person

autism spectrum.

show

This fact sheet looks at why there is a difference. It also
explains why the difference might be smaller than we think

Autism can look different
in girls and women.
These differences can make

diagnosis of autism in girls.
and women more difficult

Strategies to support
the wellbeing of girls and
women on the autism
spectrum

avetomisdiagnoss ornot
receving the support nsec

+ Croote aspoce where youcon

-+ Fosing exhausted due

+ Consider seakingrofessionat

There are mental heattn

aspectorg.au | 1800277 328

\aspect

We are committed

to making life
better for people
on the spectrum.

aspectorg.au | 1800277328

Sutistc se-Aavocoey Network (SAN)
e auistcadvacacy.ors

o Networkorteens andaduts)

INFORMATION SHEET : Girs & wommen onthe autism spectrum

Useful Resources

Books

Lite on e Autism spactrum

The idgen Lives of Autstic omen

Brotencing o be Normat:

INFORMATION SHEET Undorstanding autism

aspectorg.au | 1800277328

aspectorg.au | 1800277328

Resources

Books
Spectrum Women: Walkingto the Beatof Autier
edted by Boro Cook &Dr Micnel Gamat. 2016,

Lite onthe Autism Spectrum —A Gulde for Girls and Women
Comoutage: TheHidden Live o Autistic Women

by Soron Barciea 2019

(Autim Spectrum Disorden)

1 GonNatworkfortoens nd )

R cuern

\uspect

aspectorg.au | 180027
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Brand in use

PPT Template

We have a robust and flexible

Powerpoint template for use across all

parts of the business.

The master template includes multiple
layouts for cover and divider pages, and
options to use our full Aspect colour

palette throughout.

ASPECT BRAND GUIDELINES — March 2024 / V1.0

By John Smith
Febrt 24

Embrace

'Xospect

Our purpose
a different brilliant®

9 1 Tochongs eotrgo 1 a1 > oaderand Faoer.

Highlight
text to
go here.

At Aspect, we exist to support and
‘empower our participants o live fhe best
fife possible.Voluptae. Obitafi nverfer
natempore voluptur as essi dem
doluptaturia volut del es dolesfium,
nonsequunt.

Ebit lias pa im utecepe ligendant occus
Olore et prehendignis mos iita sequiscimus

milipsunto rerovit volectem esentia dis
dolo velitatur ad maio minustibus maximus.

starter.

PRI ————

By John Smith
February 2024

Embrace
different.

’\‘\"uspect

How we work.
At Aspect, we exis fo support and empower our
pariicioants 1o ive the best fe posSble

We work fo understand people on fhe autism
spectrum, from their perspeciive.

Ourfocus is on the strengths and inferests
of people on the autism spectrum,

Our solutions are evidence-informed.

Our supports are designed around each person
and family, for every stage of e — from early.
childhood fo fransiion info adulthood.

State of inclusion.

Everybody is welcome here.
We want you fo feel itis OK fo be:
authentically yoursell. Please let us know
i there is anything we can do that helps
toinclude you in fhe fraining/meefing,
Everyone is welcome fo use helr own
sirategies fo help fhem feel relaxed.

We are
dynamic,
flexible and
reliable.

Everybody Is welcome here.

We want you fo f
authentically yourself.

Table Text and Graph

ChartTitle: et

Fusce pellentesque, dui sed iaculs finibus, dolor libero sagitfs Chart The.
est. at cursus dui leo af diam. Donec nec suscipit ibero.

Moecenas auctor pulvinar metus, quis in liguia ¢

con! vitae, Ut ut vesfibulum eros. sque

habiant morbi fisticy clu:

Table contert

Table confort

fames ac furpis ege: nec sem nis, facilsis in volutpat

" “ ut, fermentum quis enim. Maurs ef fels pharefra justo feugiat
o o o tempor af @ purus. Donec iaculis malesuada justo eget
lacinia.
o o o - Level 2: Bullet LI
able content o o g - Level 3: Bulet L2
atle cortert e canter e - Level 4; Bulet L3
- Level 5: Bullet L4

Section
starter. starter.

starter.
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Brochureware
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Our services

aspect
education

like no other school
Our students benefit from decades
of experience and research nto
how best to support people on the
autism spectrum. Our evidence-
informed approach aims to give
students

A our
students feel right at home.

Our schools are more than just
Schools. We're a close-knit, caring
community of families and carers
with similor experiences. Together,
we share experiences and advice,

possible.

Ourstudents get a great
education, tailored to them

Our schools are registered and
accredited with highly trained,
capable teachers who are
passionate about what they do.
We follow the NSW Curriculum

and Australian Curriculum (in SA)
and we carefully adapt learning
based on each individual student's
strengths, interests and needs

achievements.

Focusing on transitions
The primary focus of Aspect
schools s to help students.
develop the skills to become as
independent s possible and'to
enable them to succeed in the.
wider community.

for life

adifferent

Understanding,
engaging & celebrating
the strengths, interests.
& aspirations of people.
‘on the autism spectrum.

Our schools offer information sessions and open days throughout
the year. Contact the school directly to learn more.

ASPECT CENTRAL COAST SCHOOL. ASPECT SOUTH EAST SYDNEY SCHOOL

(Peakhurst NSW)

centralcoast@autismspectrumorg.au  ses@autismspectrum.org.au

ASPECT HUNTER SCHOOL ASPECT TREETOP SCHOOL

(Thornton NSW) (Adelaide 5A)

P 2 Ph: 0873260200

hunter@autismspectrum.org.au treetopreception
@autismspectrum.org.ou

ASPECT MACARTHUR SCHOOL

(Cobbitty N ASPECT VERN BARNETT SCHOOL

PR (Forestille NSW)
macarthur@autismspectrum.org.au 29456 8359

ASPECT RIVERINA SCHOOL

Prio:
bschool@autismspectrum.org.au

(Albury N ASPECT WESTERN SYDNEY SCHOOL.
02605 (wett

(we

riverina@autismspectrum.org.au Bh

westsyd@autismspectrum.org.au

ASPECT SOUTH COAST SCHOOL.
southcoast@autismspectrum.org.au

Every indivic
theright tot
community ¢
that matter

autism friendly

autism workshops

At Aspect, we believe we can be
more inclusive of all disabilities
simply by becoming more aware.
of the different and diverse ways
each of us engages with our world.
“This understanding allows us to
make small adjustments that
recognise, and are inclusive of,
those differences. Every individu
on the autism spectrum has the.
right to be an active participant
inthe community and to make
choices about things that matter
tothem.

Aspect’s Autism Friendly team
partner with organisations to

that understanding an event
or business from an Autistic
perspective s critical to creating o
truly inclusive environment, which
is why our team includes people
with ived experience.

of workshops and webinars for
parents, carers, organisations
educators and health professionals.
These workshops and webinars.
are part of our nationalintiative to
improve the lives of people on the
autism spectrum across Australia

Our workshops are:

+ Co-designed — Each autism
workshop has been developed
in partnership with Autistic
individuals with lived experience,

Based on evidence-based
practice - We know whot works.
and will help you understand
what that looks like in actual
practice.

Focussed on the proctical -
Our trained and experienced
allied health specialists will
talk you through the what, how,
where, when and who of best
practice autism support.

our vision
The best opportunities
o

for people onthe.
utism spectrum.

Aspect Education

Aspect Therapy

Adult Community Services
Aspect Assessments
Positive Behaviour Support
Support Coordination
Autism Friendly

Autism Workshops

Aspect Comprehensive Approach

aspect
education

Aspect Research Centre for Autism Practice

Aspect's services are designed to provide Autistic
people with opportunities to realise their own unique
potential, while also providing much needed support to
their network of families, carers, friends & colleagues.

Aspect schools offer dynamic, individualised learning
for students with a caring and nurturing approach.

As leaders in education for students on the autism
spectrum, Aspect has over 50 years' experience in
providing autism-specific schooling in Australia.

a spectrum
of choice

Aspect Education offers:

our
Insurance Scheme (NDIS) and focus on:

+ Pursuing their goals, objectives and aspirations
+ Increasing their independence

« Increasing social and economic participation

+ Developing their capacity to actively take part in the community
We work in partnership with you to achieve your ife goals by
planning and delivering individualised programs that maximise the
impact of your funding.

Aspect Therapy:

We aim to support our
individuals on the autism spectrum
and their familles creating
functional goals. To accomplish
those goals, our experienced Oceupational therapy
team workin partnership with Psychology

Early childhood supports.
Speech pathology

P :
network to identify strengths Telehealth services
and needs, and develop support parent training
strategies that meet their interest

Allied Health
capabilties and cultural beliefs edtiealt

aspect
for life

aspect
comprehensive
approach (ACA)

aspect research
centre for autism
practice (ARCAP)

We know autism

Our goal is to provide the
best opportunities across

all of our services through
evidence-informed practices
that are person-centred and
family focused, The Aspect
Comprehensive Approachis
our commitment to @ consistent

Supports and services
backed by research

At Aspect, we're continually.
working to evaluate and improve
our services and approach to
supporting people on the autism
spectrum and their families. To
help us do this, we have our own
dedicated team of researchers at

education and service delivery.
It recognises the importance
of Positive Behaviour Support
through environmental
accommodations, structured
supports, transition planning,

the Centre for
Autism Practice. The team works
with Autistic people and their
fomilies as well as practitioners
toidentify real-world issues and
conduct research to accelerate
timely solutions that improve the

pertise, farmily
involvement and professional
learning for staff.

s of people on the
autism spectrum

specific schools across Australio,

with an additional two new

- that
are purpose built and carefully
Structured, with clearly defined

2024,

Over 100 satelite classes based
inmainstream primary and high
school settings.

Education to more than 1200
Autistic children, aged 4-17
rs,in our schools every year.

Qualty teaching through
the unique combination of

specific
supports and strategies — such
as calming spaces, key visuals
and established routines.

Aspect s also innovative and
unique in our approach with
distance education schooling for
Students on the autism spectrum.
“This program allows students to
learn from home by connecting
them to a teacher via a range

of an

the Asp
Approach (ACA) and the
Australian Curriculum,

Small class sizes with a high
teacher to student ratio, and
ateacher aide.

annual face-to-face component
delivered via our Aspect Hunter
school

Adult Community
Services (ACS)

We allneed a place where we feel
900d, and that helps us to thrive
and growin our

Aspect Assessments

sitive Behaviour

Po:
Support (PBS)

Our comprenensive assessments

can identify developmental Sometimes there's a mismatch

space. Our community centres
offer a broad variety of activities
‘and fun day programs for Autistic
adults based on their interests
‘and goals. Our adult participants
feel comfortable and safe being

strategies and supports will assist
aperson to achieve their goals.
and reach their full potential.

‘and the needs of a person on

concerning behaviours may arise.
Our assessment services are

delivered by clinical psychologists Our PBS Practitioners aim to

quickly becomes their home-
away-from-home.

Working in partnership, we
build individual independence,

or with understand why behaviours of

training in the assessment and the individual and their famiies/
diagnosis of autism. We follow support network. We use

the "National Guidelines for the person-centred, evidence-
Assessment and Diagnosis of informed approach that is

physical
wellbeing, providing community
and centre-based activities to
extend an individual's network

Disorder’, and respectful and ethical and

use gold
tools, such as the Autism Through this approach we can
Diagnostic Observation Schedule. improve an individual's dally living

connections.

Support
Coordination

Our Support Coordination team
can provide support to NDIS
funded participants who need to

understand different budgets, how

to start using their plan and how
the planis managed.

(ADOS-2) and and relationships.
the Autism Diagnostic Interview —
Revised (ADI-R). A comprehensive
report is provided following the
assessment.

2/ t
p” aspec

aspect.org.au | 1800277328 | customerservice@aspect org.au
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We understand the
Value thelr i

Brand in use
School
Prospectus
and Reporting

Aspect Treetop School in Ashford, SA
was established in 2016 and provides

Principal

®  aspect
Treetop
School

Inside our
classrooms

Phone: (08) 7326 0200

How our
enrolment works:

Your need-to-knows

Our
approach

s
ay

a different

Understanding,
engaging & celebrating
the strengths, interests &

2V/=1aY; e )
of our school

ADDITIONAL COVER OPTIONS

® / aspect ® / aspect
Trestop \
School

hy
choose our school?

_ For every
. f

Every aspect o your.

of our school education
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Brand in use
Sign-off

As a brand that relies heavy on
documentation to communicate, it
is important to have a consistent
approach to brand sign-off.

CENTRED SIGN-OFF

Low-level detail required, for use across brochureware and general comms.

o aspect

Autism Spectrum Australia

aspect.org.au | 1800277 328 | customerservice@aspect.org.au

GENERAL

aspect.org.au

t
'/ aspec

1800277 328 | customerservice@aspect.org.au

RIGHT-ALIGNED SIGN-OFF

Full contact details, with the option to communicate from the parent brand,
and a service or school.

o aspect

Autism Spectrum Australia

aspect.org.au Aspect Treetop School
+611800 277 328 87 Anzac Hwy, Ashford SA 5035
customerservice@aspect.org.au (08) 7326 0200

CONTENT HEAVY CONTENT LITE

Aside from our educational program, Aspect provides a
number of services that may come in handy for students
and families, now or down the track.

What else does
Aspect offer?

Aside from our educational program,
Aspect provides a number of services
that may come in handy for students
and families, now or down the track.
Assessments for autism Adult Community Services
across the lifespan

Services include:

«  Assessments for autism
across the lifespan

+  Therapy
*  Support coordination
+  Adult Community Services

+  Workshops.

Forthe full range of
Aspect services, please
scan the QR code or visit
autismspectrum.org.au

aspect.org.au Aspect Treetop School
+611800 277 328 87 Anzac Hwy, Ashford SA 5035 fi’ﬁ‘a‘o‘;’g;’;’uﬂ ?_5"9“ T e
customerservice@aspect.org.au (08) 7526 0200 ;

customerservice@aspect.org.au
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Please contact the Marketing Communications team at Aspect
T: 02 8977 8138
E: comms@aspect.org.au
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