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Welcome

Please follow these guidelines in our internal and
external communications to provide consistency in
how the Moodle brand is represented in the global
marketplace.

Thanks for your commitment to this process.
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At Moodle, we support open education technology as
fundamental to creating a more equitable world where
everyone can pursue a quality education.

We are more than the technology we build. We are a global
community of educators, trainers, developers, service
providers, partners, managers, system administrators, and
learners who contribute to making the worldis most eFective
learning platforms.

Our brand is not just our logo or our software. It is the sum of
experiences or interactions a person has with Moodle and a
tffeelingl innuenced by logic, reason, credibility and emotion.

That feeling is a manifestation of what Moodle oFers and
stands for. From a minor button on a platform; to the tone of

a social media post, how we service or anticipate the needs

of our customers; support our partnerships and the way we
treat each other - every touchpoint matters, and every moment
counts.

This Brand Guideline is a guiding document for Moodle HQ,
our Moodle Certined Partners, and the broader Moodle
community. It provides comprehensive information on
Moodleis brand identity, including our mission, values,
personality and principles; voice and tone; communication
principles; logos; colour palette, typography, imagery;
supporting graphical devices and composition.




Our Mission

At Moodle, weire on a mission to empower educators to improve
our world with open education technology.

This mission is the ultimate expression of the values, personality,
and principles that unite the Moodle community.

Our mission tagline is:

Empvmmﬁ eolucdlors To nprone our world
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Our Values, Personality and Principles

i 7 NS Jk eO3

Education Openness Respect Integrity Innovation

Our values are the core Moodle beliefs and unify everything we do.  Finally, our principles are a set of guiding behaviours that inform
Our personality is innuenced by our values and describes the set everything we do, irrespective of who we are talking to, shifting
of characteristics that we attribute to Moodle. Or, to put it another goals, strategies, activities, or the competitive market.

way, itis how we describe Moodle as if Moodle were a person.

Understanding our brand personality is essential because it helps

us connect more deeply to our brand identity and fosters brand

loyalty.
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Value

Personality

Principle

Education

Education is the foundation of making the
world a better place. We are always learning,
improving how we learn, and helping those
around us to learn and teach.

We are knowledgeable but also curious and
enquiring.

We embrace a culture of humility
and continuous learning and encourage
each otheris development.

Openness
We strive to be open in our goals, tools,

processes and results as much as is practical.

We encourage team members and our
community to communicate freely both
internally and externally. We promote
accessibility and embrace international
cultures across all our products.

We are approachable, broad-minded and strive to
be impartial and unbiased.

We are mindful of diFerent lived
experiences and treat everyone with the
common decency we all deserve and
expect.

Respect

We treat everyone with respect and
sensitivity, recognising the importance
of their contributions: team members,
customers, partners, suppliers and
competitors.

We are egalitarian, compassionate, supportive and
courteous.

We act in a humanitarian, trustworthy
manner that earns the respect of each
other, our community and our customers.

Integrity

We employ the highest ethical standards,
demonstrating honesty and fairness in every
action we take.

We are sincere and principled.

We are true to our word and accept
accountability for our actions.

Innovation

We encourage a progressive culture of
data-driven experimentation and research,
where entrepreneurship and prudent
risk-taking are encouraged, rewarded and
incorporated.

We are creative, inventive and renective.

We are passionate and enjoy working
collaboratively across boundaries,
challenging the status quo and driving
solutions.
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Voice and Tone

Our voice and tone are how we express ourselves.

Our voice is who we are: it represents our personality
and our principles, and itis constant throughout the
Moodle experience. Moodleis voice is human - itis
approachable, sincere, knowledgeable and respectful.

While we only have one voice, we have diFerent tones
that allow us to adapt our voice to diFerent situations:
diFerent audiences, contexts, or emotional states of the
people we are engaging.

For example, our friendly voice may have a reassuring
tone when a user is doing something critical like backing
up data. But it can have a more playful tone when we
congratulate a user for accomplishing something.

Below are some examples of how our tone nexes in diFerent situations:

Type of Intended
V\le?ting readership e el
Press Public, external Direct and Today, Moodle announced
release stakeholders, impartial the release of Moodle LMS 4.0
staF, media and a radically improved user
experience for Moodleis 300
million learners worldwide.
Informed by an extensive
discovery and consultation
processO
Social post Team Warm, friendly, Meet Moodle HQ in Brisbane!
members, engaging, Will you join us at MoodleMoot
partners, conversational Australia to improve your skills,
community, and informative meet the community and learn
potential users from experts?
Blog post/ Team Informative, Moodle HQ will be at ALTC to
Newsletter members, helpful, meet members of the education
partners, conversational, community face-to-face and
community, educational share ideas about how our open
potential users source platform can help you
achieve your goals.
Success Team Engaging, The school district is part of a
studies members, inspiring, growing, vibrant area that traces
partners, emotive its history back to the 1800s
community, when the nrst school in Dearborn
potential users was just a simple, one-room log
cabin.
In-product Users Helpful, Looks like you typed the wrong
copy informative and site address. Check for typos
conversational and try again.




Who we are, who we arenit

When representing Moodle either as a team member or as part of our community, itls essential to renect on who Moodle is and who we arenit.
Avoid confrontation in our written, verbal, or other forms of communication.

Who we are Who we arenit Examples

Approachable Hostile Good: Thanks for alerting me to this project. Why donit we have a meeting
to discuss how we can support each other?

Avoid: Sorry, thatis not my remit, so youill need to talk to someone else
about that.

Knowledgeable Patronising Good: Thanks for your input. We value your perspective. To explain our
approach®

Avoid: What you have suggested is incorrect and doesnlt renect best practice.

Egalitarian Arrogant Good: Thanks for your enquiry. Could you please answer a few short questions
so | can make sure we connect you with the best representative?

Avoid: Can you please tell us what your requirements are for us to determine
whether we can help you.

Sincere Flippant Good: Thanks for your suggestions. | had some ideas | didnit communicate when
| briefed you on this task. Can we have a quick meeting to discuss this?

Avoid: Please change the colour. It doesnit work.

Creative Silly Good: 3 reasons to take the stage and make an impact at MoodleMoot Global
2022!

Avoid: Itis easy to impress other Moodlers at MoodleMoot Global 2022!

Supportive Opposing Good: Thanks for your query regarding delivering our Developer course in
German. | will reach out to my colleagues at Moodle Academy to discuss this and
get back to you in the next 48 hours with a response.

Avoid: IMO, we should deliver our courses in German as we have lots of
users there.
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Our content principles

Our content principles help us understand and reinforce
our personality, tone and voice. They also help us provide
a consistent experience across all our products, services
output and any other way we interact with people.

With everything we write, we aim to:

T Empower our users to achieve their goals.

T Guide them to make the most out of our products
and services.

T Educate them by giving them the exact information
they need, plus opportunities to learn more.

T Respect our users, their sensitivity and time by
showing integrity and not patronising them.

To achieve this, we follow these principles:

Keep it simple

T Write in English for a global audience, and make our
content accessible to everyone.

T Use short sentences and everyday words that our
users understand and use.

T Keep your words direct and to the point.

T Avoid jargon and idioms that may be diGcult to
understand with no context.

T Make instructions clear, actionable and concise.

Be relevant

T Communicate the correct details for a specinc situation and no
more. Get rid of complicated words and excess information.
When we help users focus on the task at hand, they feel safe and
empowered.

Do: To complete this section, submit your nnal assignment.
Donit: You canit complete this section until you submit your nnal
assignment.

Use active voice

T SayiTeachers can set a deadlinel, not {A deadline can be set by

teachersi.

Limit your exclamation points

T When everything is exciting, nothing is exciting. We save
exclamation points for key moments in the user journey; for
example when we welcome them on board one of our products for
the prst time.

Spell out acronyms the nrst time you use them.

T Example: Branded Moodle App (BMA)

Use capital letters at the beginning of sentences and for proper
nouns only.

T For titles, subtitles and calls to action, we use sentence case and not
Title Case.

Do: Read the full article
Donit: Read the Full Article
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Follow the rules of UK/Australian English

T Although we have global headquarters, we default to
UK/Australian spelling. Except for communications
from Moodle US, which use American spelling to suit
their market.

Avoid regionally specinc date formats

T Do notuse 13/02/2022 or 02/13/2022. To avoid
confusion, write the date as 13 February 2022.

Words and phrases to avoid

We write with accessibility, inclusivity and diversity in mind.
Thatis why we avoid:

Language that reinforces racial, ethnic or religious
stereotypes, for example:

T Use allowlist and denylist instead of whitelist and
blacklist.

Ableist language, for example:

T Say amazing, awesome, shocking or intense instead
of insane or crazy.
T Say nnal check instead of sanity check.

Unnecessarily gendered words, for example:

T Say people or humanity instead of mankind.
T Say chairperson instead of chairman.

Figures of speech that refer to war or violence, for example:
T Say try instead of take a shot.
T Say near miss instead of dodged bullet.

Use diverse examples

T Uf youlre inventing people or situations, choose diFerent genders
and ages. Donit stick to English names.

Ask for a quick review

T Uf English is not your nrst language and you feel unsure about the
clarity of something youire writing, reach out to a native English
speaking team member for support.

Please refer to Moodleis content style guide for detailed information:



https://moodle.styleguide.com



https://moodle.com/solutions/lms/









https://moodle.com/
https://moodle.com/news/
https://docs.moodle.org/400/en/Main_page
https://www.youtube.com/channel/UC_eJsmK-DMqA9Dy7bLKKL-g
https://moodledev.io/
https://moodle.styleguide.com

SOClaI Med | a Social Media Guidelines for Social Media Account

Managers.

Moodleis Social Media Guidelines for Social Media Account Managers is for
team members responsible for Moodlels oGcial social media platforms.
This includes members of the Moodle HQ marketing and communications
team plus other Moodle team members vetted by marketing responsible
for Moodle handles or social media accounts.

Social Media Guidelines for Moodle HQ and the
Community.

Moodle attends
leading African
EdTech conference
elearning Africa 2022, Rwanda

May 11-13 | Kigali Convantion Center

thoodle e

' Photo Competition!

For Moodle HQ and members of the community who would like to assist
with promoting the Moodle brand on their private social media platforms,
and those acting as Brand Ambassadors through representing Moodle

at events or conferences, please review the Social Media Guidelines for
Moodle HQ and the Community.

o EEED

WHERE DO YOU MOODLE?

$5000.
in cash prizes!!

Facebook Twitter Youtube

Instagram LinkedIn Mastodon
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https://docs.google.com/document/d/1nxh5LLPadyVpWFXawTCb-bIPk16tML2YngdAaOM8-Hw/edit#
https://docs.google.com/document/d/15loZS7kHKs44bjLm4ICrKUwBEThYQa60WwS8zKKgHWE/edit
https://www.facebook.com/moodle
https://twitter.com/moodle
https://www.youtube.com/user/moodlehq
https://www.linkedin.com/company/moodle
https://mastodon.social/@moodle@openedtech.social
https://www.instagram.com/moodlehq/

Thoodle.

The following section covers the
Moodle brand.



The Logo

Moodle is represented as the word mark and the
mortarboard.

Thoodle.

Primary logo - use this when possible

Thoodle

Evvpowvering educdlors 1o wnprove, cur world

Logo with tagline
Always ensure the text is readable
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Logo for black or dark background
Lighter grey hat has more contrast so its visible

noodle

Reversed white version
Use this option when placed on a orange background

noodle

Reversed full white version
Use this option when placed on a coloured background

Thoodle

Without TM
Only use this option when the logo is at a large scale for
exhibition backdrops (1m and above).



https://drive.google.com/drive/folders/1wC54yGA0guxECfxYBvSk5g_OZ9PuhJLw

Alignment Logo icons

The following variations of the logo can be used depending on

|

|

| I the application. These do not have TM.
‘ I‘hOOCI e

|

|

|

: Left alignment
I Align your copy and other objects to the left edge of
|

|

|

the M.

|
|
|
|
|
|
|
|
|
|
: Primary icon used on white background
|

Minimum size
m Icon used on orange background

I 3cm width
|

[
I To ensure optimum visibility of the logo the
: minimum size should be no smaller then
| 3cm wide.

[

|

[

|

|
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Incorrect use of the logo

To maintain the integrity of the brand the logo must
not be used in the following ways:

e odle.

A. Do not reproduce the logo in solid unauthorised

colours
B. Do not change the typeface of the logo C. D.
C. Do not rearrange parts or create compositions that

are not authorised ‘\ e
D. Do not add drop shadows or gradients Moodle. d
E. Do not place the logo on backgrounds that are busy - .

and make it unreadable

F. Do not place a box around the logo when placed on
backgrounds

G. Do not squash or stretch

H. Do not rotate

If you encounter the misuse of the Moodle trademark, G. H.
please report this to Moodle HQ at

CEEETTD mMmoodle.

The Moodle trademark guidelines can be found here:
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mailto:trademarks%40moodle.com?subject=
https://moodle.com/trademarks/.

Colours

Primary colours

Moodle Orange

#f98012

RGB - 249 128 18
CMYK-061 1000
PANTONE 158 C

Moodle Blue

#194866

RGB - 25 72 102
CMYK - 94 69 39 24
PANTONE 7477 C

#282828

RGB - 40 40 40
CMYK - 71 65 64 68
PANTONE 426 C

‘ Moodle Black

Please refer to below link for website-specinc colours:

Secondary colours

Dark Grey

#545454

RGB - 84 84 84

CMYK - 64 56 56 32
PANTONE Cool Grey 11 C

Light Blue

#65alb3

RGB -101161179
CMYK-6224 240
PANTONE 549 C

Bright Blue

#69e0F

RGB - 105 224 255
CMYK-46020
PANTONE Blue 0821 C

Accessibility

Light Grey

#8a8a8e

RGB - 138 138 142
CMYK - 48 40 38 3
PANTONE Cool Grey 8 C

Peach

#fedec3

RGB - 254 222 195
CMYK-014220
PANTONE 473 C

Medium Peach

#Fecdb

RGB - 255 236 219
CMYK-07120
PANTONE 474 C

T The foreground and background colours used with text must
pass WCAG AA accessibility. For example - white text on Moodle
orange does not pass, nor does orange text on white.

T Use this website to check colour accessibility: -
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https://xd.adobe.com/view/f693a875-f624-452a-ad26-ac7559f082a7-a3c0/screen/aeddeade-d2a5-4f55-9c79-f5521f3eb639
https://webaim.org/resources/contrastchecker/

Typefaces

The primary typeface is OpenSans and is optimised for
print, web and mobile interfaces. Modern, clean, open and
legible in style, its characteristics help create the visual
style for our future proof brand.

DM Serif Display

Regular (promotional headlines)
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

I I 1 - 60pt + Large promotional headings
H 2 - 30pt headings/titles

Please refer to below link for website specinc typography

OpenSans Font Family

Regular (body copy)
ABCDEFGHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

SemiBold (subheadings)
ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Bold (headings)
ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

ExtraBold (main headings)
ABCDEFGHWKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890

H1 - 14pt heading

H2 - 10 - 12pt body text

Accessibility

Use font size no less
than 13px (10pt).

Use sans serif fonts
for all body copy.

Use document
heading styles in
order, starting with
H1 (e.g. H1, H2).

Avoid using capital
letters unnecessarily
or in blocks of text.

Emphasise text using
the strong text style,
but in moderation.
Avoid italics.

Only underline text to
indicate web links.
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https://xd.adobe.com/view/f693a875-f624-452a-ad26-ac7559f082a7-a3c0/screen/16f34e67-21a4-404a-8039-1ccdfc0ff227

Using Photography
and lllustration

SKRWRJUDSK\

People and their use of technology play a key role in our
photography library.

Moodle’s images are bright with a natural quality and

represent a diverse mix of age, gender and cultural

EDFNJURXQGY 7KH\ UH5HFW D GLYHUVH UDQJH RI VHWWLQJV
education environments, learning at home or in a public

setting, and a variety of workplace settings.

When the logo is being used with the photo it is
important to ensure that it is never obstructed or

unreadable. It should be placed within a clean space
with a high contrast.

Media library

Photography examples
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https://drive.google.com/drive/folders/1XoSDfuASKh498y_UU-IA1pDUeyQUsiqI



https://drive.google.com/drive/folders/1x5rH5Xsia8BkBOnxP0Ope1jdy8bPy29N



https://drive.google.com/drive/folders/16gZf1MhZUQmcHYXrOfwdFoI4KvnUQxFn



https://drive.google.com/drive/folders/1dsO704AX2dgH1C7BGGzu25ZBWqhNXiRz



https://drive.google.com/drive/folders/1Zk6d_Mh-SUEaC5XhVbR5jVikIXfQfQIw















https://webaim.org/resources/contrastchecker/
https://webaim.org/



https://webaim.org/resources/contrastchecker/



https://www.w3.org/WAI/tutorials/tables/



https://xd.adobe.com/view/f693a875-f624-452a-ad26-ac7559f082a7-a3c0/









https://docs.google.com/document/d/1VNyb9yZjplJ9w4uIC3MuXTrZK_WUUgh5oaC2IbA3Cyk/edit
https://express.adobe.com/sp/?mv=product&mv2=accc&samcap_id=ccdt_applist&guid=9d3d385e-9661-4382-8b6e-90265d1e76db&product=Creative%20Cloud%20Desktop&product-version=5.9.0.373&mv=product&mv2=accc#access_token=eyJhbGciOiJSUzI1NiIsIng1dSI6Imltc19uYTEta2V5LWF0LTEuY2VyIiwia2lkIjoiaW1zX25hMS1rZXktYXQtMSIsIml0dCI6ImF0In0..Ls1pPL8C6O_g_RR9fm61hCcC3-ntt74Sp6d8Q7cwFlGeiLQAWtpHog3z5q32uUYPIkgrro4K12HvEP20_v7NooJ8K-1YvseyXz9dCG_rhjDjprDH8-V2SSqGjvl5JjK3hWcj0KAtr_sfqnDWGBxmsut7SGgTl_EX_SigGzX10kZnrwfYUU-JSLjMEPX2E4YlzBrfT7l_SRUNUKmVbKVSJr2jQP-erIQCERCLl6Dh4ycQy251BkOPgEqV_CJAgZ7D8brqKhWvUY_ppVeDrdOMeebiDjNtpch7IhDfVqz3-faOVFVck-immUqr6r3aCiEKedUp1RRzV3xy-CTmnZSvUQ&token_type=bearer&expires_in=86399996



https://drive.google.com/drive/folders/1y_A-WTWMEtf6DdFiyd-rdcEf_Zb_37sK









https://drive.google.com/drive/folders/1GpFJm-FWzzNx16lad9caFC-BiWUiE17E



https://drive.google.com/drive/folders/1qxVq9a7rCa1jIR4LrE-YqaIgbCdvFBoU












https://drive.google.com/drive/folders/1Sd1Dtk9DvSFd9wjW8ec3X7JUr9IQnlaW






https://drive.google.com/drive/folders/14JIiIg4cL3rvTWYT8ZVGa2RI2j5ARYAx















https://express.adobe.com/sp/?mv=product&mv2=accc&samcap_id=ccdt_applist&guid=9d3d385e-9661-4382-8b6e-90265d1e76db&product=Creative%20Cloud%20Desktop&product-version=5.9.0.373&mv=product&mv2=accc#access_token=eyJhbGciOiJSUzI1NiIsIng1dSI6Imltc19uYTEta2V5LWF0LTEuY2VyIiwia2lkIjoiaW1zX25hMS1rZXktYXQtMSIsIml0dCI6ImF0In0..Ls1pPL8C6O_g_RR9fm61hCcC3-ntt74Sp6d8Q7cwFlGeiLQAWtpHog3z5q32uUYPIkgrro4K12HvEP20_v7NooJ8K-1YvseyXz9dCG_rhjDjprDH8-V2SSqGjvl5JjK3hWcj0KAtr_sfqnDWGBxmsut7SGgTl_EX_SigGzX10kZnrwfYUU-JSLjMEPX2E4YlzBrfT7l_SRUNUKmVbKVSJr2jQP-erIQCERCLl6Dh4ycQy251BkOPgEqV_CJAgZ7D8brqKhWvUY_ppVeDrdOMeebiDjNtpch7IhDfVqz3-faOVFVck-immUqr6r3aCiEKedUp1RRzV3xy-CTmnZSvUQ&token_type=bearer&expires_in=86399996
https://docs.google.com/document/d/1VNyb9yZjplJ9w4uIC3MuXTrZK_WUUgh5oaC2IbA3Cyk/edit






https://drive.google.com/drive/folders/1vcDUdTcGP7YdLHn0B69sJ0e9P0F6gfd7









https://drive.google.com/drive/folders/1CXFPITPcaawuDc6UlQbtVQrPevpgvAvu









https://drive.google.com/drive/folders/1-JzqQY2m4HPvzPRJvMS4UScoS-jQ07kx









https://webaim.org/resources/contrastchecker/






https://drive.google.com/drive/folders/1ftH_vYTlgakuY8AmuSX1D0e-UeTq24-X



https://drive.google.com/drive/folders/1POp8s8cnnbA5gEscv8SLb0ejPx9HtNd_



https://drive.google.com/drive/folders/1w-jzRjEBXR1eH6U788UGq-IUTlRAyqqe



https://drive.google.com/drive/folders/1bYBr4GIGRit-hrs4FDLXJFOvZAwdIJ-X



https://express.adobe.com/sp/?mv=product&mv2=accc&samcap_id=ccdt_applist&guid=9d3d385e-9661-4382-8b6e-90265d1e76db&product=Creative%20Cloud%20Desktop&product-version=5.9.0.373&mv=product&mv2=accc#access_token=eyJhbGciOiJSUzI1NiIsIng1dSI6Imltc19uYTEta2V5LWF0LTEuY2VyIiwia2lkIjoiaW1zX25hMS1rZXktYXQtMSIsIml0dCI6ImF0In0..Ls1pPL8C6O_g_RR9fm61hCcC3-ntt74Sp6d8Q7cwFlGeiLQAWtpHog3z5q32uUYPIkgrro4K12HvEP20_v7NooJ8K-1YvseyXz9dCG_rhjDjprDH8-V2SSqGjvl5JjK3hWcj0KAtr_sfqnDWGBxmsut7SGgTl_EX_SigGzX10kZnrwfYUU-JSLjMEPX2E4YlzBrfT7l_SRUNUKmVbKVSJr2jQP-erIQCERCLl6Dh4ycQy251BkOPgEqV_CJAgZ7D8brqKhWvUY_ppVeDrdOMeebiDjNtpch7IhDfVqz3-faOVFVck-immUqr6r3aCiEKedUp1RRzV3xy-CTmnZSvUQ&token_type=bearer&expires_in=86399996
https://docs.google.com/document/d/1VNyb9yZjplJ9w4uIC3MuXTrZK_WUUgh5oaC2IbA3Cyk/edit
https://drive.google.com/drive/folders/1OwLIOqUsPx4GQryx9USS0UWZ4XEz94GV






https://drive.google.com/drive/folders/1wXZ8CEV93dW768y0pnIIkBi08pD31s5Z






https://webaim.org/resources/contrastchecker/






https://drive.google.com/drive/folders/1598Oo0eGSgdXS2X6dP3-kXXBA1TsZr6l



https://drive.google.com/drive/folders/1tSsST4ikJ58wNicnGqHpl0kHAxI0mpCA



https://drive.google.com/drive/folders/1BZA4LTEsYRM4KQxcrTVD1q3Dk6Xj2mlS






https://drive.google.com/drive/folders/1mPPGSwXfL0WeMgBc3uluijPpdiyZpY3F



https://express.adobe.com/sp/?mv=product&mv2=accc&samcap_id=ccdt_applist&guid=9d3d385e-9661-4382-8b6e-90265d1e76db&product=Creative%20Cloud%20Desktop&product-version=5.9.0.373&mv=product&mv2=accc#access_token=eyJhbGciOiJSUzI1NiIsIng1dSI6Imltc19uYTEta2V5LWF0LTEuY2VyIiwia2lkIjoiaW1zX25hMS1rZXktYXQtMSIsIml0dCI6ImF0In0..Ls1pPL8C6O_g_RR9fm61hCcC3-ntt74Sp6d8Q7cwFlGeiLQAWtpHog3z5q32uUYPIkgrro4K12HvEP20_v7NooJ8K-1YvseyXz9dCG_rhjDjprDH8-V2SSqGjvl5JjK3hWcj0KAtr_sfqnDWGBxmsut7SGgTl_EX_SigGzX10kZnrwfYUU-JSLjMEPX2E4YlzBrfT7l_SRUNUKmVbKVSJr2jQP-erIQCERCLl6Dh4ycQy251BkOPgEqV_CJAgZ7D8brqKhWvUY_ppVeDrdOMeebiDjNtpch7IhDfVqz3-faOVFVck-immUqr6r3aCiEKedUp1RRzV3xy-CTmnZSvUQ&token_type=bearer&expires_in=86399996
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