


WHAT’S IN A BRAND?

" [...] a brand is a cause - a guiding light. For
fulfilling expectations, certainly, as well as
dealing with the ill-defined and unexpected.
It's what tells [us] your employees how to act
when circumstances (and customers) go awry,
or well beyond a training course."

- Jonathan Schwartz
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This document is about the Radius Brand. What we believe in, what we stand for, everything
that makes us who we are - and how we should present ourselves to the world - it's all in here.

Every decision you make, whether large or small, is an opportunity to make a difference to our
brand, a difference in how the world sees us. The more consistently we behave in how we present
our brand, the more effective our efforts will be in strengthening our it - and our cause.

This playbook is meant to be a guiding light towards helping us achieve our brand objectives,
not a restrictive and dictatorial document. Please review it carefully and refer to it often, and
above all, exercise creativity and innovation within the boundaries stated herein.

Our Corporate Identity Guide begins with a section called Brand Strategy. This section describes
our brand strategy, vision, and plan for Radius in detail. From key touch points for our brand
to the architecture that we use to drive brand decisions, you’ll find it all here.

Next comes our Creative Philosophy. This is less about rules and absolutes, and more about
how the brand feels — in essence the soul of Radius. This section focuses on helping to explain
how Radius should be expressed, including tone and voice, photography, illustration, and humor.

Our last section, Brand Identity Guidelines, outlines the exacting requirements in the use of
the logo, typography and color needed to correctly and consistently bring the Radius brand
across spectrum of situations.
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ONE: BRAND STRATEGY OVERVIEW
BRAND STRATEGY

BRAND STRATEGY OVERVIEW

"Brands are the stories that unite us all in a
common purpose within an enterprise, and
connect us with the people we serve on the
outside. These brand stories give meaning to
who we are and what we do."

- Mark Thomson



_OVERVIEW

This is about the Radius Brand Strategy. It’s about who we
are, what we do, whom we do it for, why it matters to them,
and why we’re different from anything else in the marketplace.

Our goal is to become an international brand,distinctive not only
for the value we bring to every commission, but also for the
unique way in which we do so.

Optimism, inquisitiveness, vibrance, a ‘good old’ sense of pride
in quality service - and most of all - our ability to connect with
our customers on a personal as well as corporate level all contribute
to aiding our clients in showcasing themselves to their target
audiences in the best possible light.

Let others be content to do things the easy way. At Radius, we
instead seek to do them the best way.

BRAND STRATEGY

That’s where the Radius Brand Strategy comes in. Our brand is
built on every interaction an individual has with us. It isn’t just
our advertising, our collateral, our presentations, or even our
services. Rather, it’s every touch point we have with our customers
and stakeholders.

As we move forward (and laterally) into our next lap, we are
well-positioned to support our customers in an increasingly holistic
fashion by offering not only design and construction services,
but literally everything they require for a truly comprehensive
and worry-free event experience. The assurance of quality without
hassle is the very foundation of our brand promise, it is our cause.

That cause is in the hands of every employee in Radius. That
cause, that brand, is you.



BRAND TOUCH POINTS

"BRAND TOUCH POINTS

The Radius Brand touches our customers in so many ways.

Each interaction is an opportunity for the Radius brand to make
a connection. We need to take advantage of these opportunities,
to deliver on our brand promise of quality without hassle. We
must foster our customers’ instincts to feel, ‘Finally! I've found

Environment
(exhibitions, events, interior architecture, retail fitouts)

Web
(corporate website, email updates, advertising)

Public Relations./

(press releases, articles, meetings, interviews)
Customer Service -/

(phone, service, email, on-site and online interaction)

a company that really takes care of all my event needs - a company
I’l recommend to anyone!”

That’s not about money, resources, training, or contracts. It’s
about making Radius a cause. One that our employees - and
more critically, our customers - will willingly participate in.

Services
(exhibition design, fabrication, events promotion, graphic
design, advertising signs, multimedia, etc)

/0 Logistics and Infrastructure
e (freight, fabrication, installation, project management)
(3

\o Employees

(phone, email, meetings, presentations, conversations)

\ Internal Communications

(employee communications, websites, events, meetings)

RADIUS



BRAND PLAN

_BRAND PLAN

The assurance of quality without hassle is the foundation A stronger brand allows us to:
of our brand promise. Feedback from our customers, partners
and employees tells us that while we’re generally seen as trustworthy
and delivering quality services, we are not consistently representing
the full scope of our capabilities to the world. More specifically, -e move up the value chain of the client-vendor hierarchy
we’re seen as a contractor rather than a service-oriented one-stop-
shop for all their event and exhibition needs. This is a view we must
all work to change.

-0« expand laterally into related markets while staying
focused on our core capabilities

*e+ jnvolve more upstream services
ee« capture more upstream markets

In order to do so, we must not only sustain what we’ve achieved .o+ position Radius as a strategic partner

so far, but move on towards the next milestone of Radius’ success

story. By working together to build a stronger, integrated brand se+ communicate our value in a more relevant way
that encompasses not only our three focused pillars of business:
exhibitions, events, and interiors, but also marketing and other

value-added services, we’ll be able to transform our brand -

.o+ stand out in the competitive landscape

ourselves - into a cause our customers willingly join.



.BRAND MAP

Vision

Companies should have the freedom and choice to present
themselves in the best possible light with peace-of-mind, be it
in exhibitions, events, retail fitouts or any other medium of
marketing communications.

Mission

To provide our customers with the best possible solutions that
communicate effectively with their target audiences - and in
doing so - reinforce our efforts to add value and quality, thereby
achieving the best possible results.

Values

Radius is a people-centric organisation at its heart. As such, we
seek to cultivate certain key traits (F.R.E.S.H.) to aid us in dealing
with, and rising above everyday challenges. These traits not only
set us apart from others, they also give us the strength and
tenacity for longterm success.

BRAND MAP

Forward-looking
Goal-oriented, possessing vision, always seeing things in full perspective
Always staying alert, anticipating challenges and planning in advance
Facing challenges head-on with confidence and determination

Resourceful
Self-driven and solution oriented; shrewd in thinking and decision-making
Possessing initiative and the ability to accept responsibility
Positive, optimistic and passionate with an emphasis on pride in workmanship

Earnest in Details
Great communicators; the ability both to listen and to be understood
Having an eye for detail, placing high importance on accuracy & quality
Never taking things for granted, always checking, clarifying and supervising

Swift
Quick and astute in responding, reacting readily to challenges with confidence
Working smart with efficiency and effectiveness, ability to set priorities
Working creatively, diligently and in a well-organised fashion

Honest
Integrity of character and respect for the self, and others
Great team spirit and the ability to build trust and brainstorm effectively
Love for learning and self-improvement, aspiring to pursue happiness



BRAND PERSONALITY

“BRAND PERSONALITY

Brand Personality is the ““voice” behind a brand’s values.
It is our way of personalising Radius, making the company more
accessible and human, so that our customers can better identify
with us and what we offer them.

Like any person, the Radius Brand Personality includes distinguishing
and identifiable character traits. These traits help to ensure that
image we project to the world is consistently and uniquely our own.

Our Personality is:

Meticulous and reliable

We take pride in delivering quality, and believe that if a job is
worth doing, it is worth doing well - and more than well. We
never cut corners or tolerate shoddiness.

Inquisitive and innovative

We love learning and see challenges as opportunities for mutual
growth. We listen to our customers and always suggest the best
solutions for them.

Trustworthy and honest

We possess great integrity and wisdom born of deep experience
and a strategic focus on our customer’s needs. We do not hesitate
to “tell it like it is” if doing so is to the benefit of our customers.
We do not overpromise, and we are not reckless.

Extroverted and exuberant

We delight in communicating and connecting with people, and
helping them realise their dreams and ideas. We are not pushy
or presumptuous.



TWO: CREATIVE PHILOSOPHY
CREATIVE PHILOSOPHY OVERVIEW

CREATIVE PHILOSOPHY

"The Idea that business Is just a numbers affair
has always struck me as preposterous.

For one thing, I've never been particularly good
at numbers, but | think I've done a reasonable job
with feelings. And I'm convinced that it is feelings
- and feelings alone - that account for the success
of the [...] brand in all of its myriad forms."

- Sir Richard Branson



. OVERVIEW

This is about the Radius Creative Philosophy. It’s about how
we present ourselves to the world, how we look, how we act,
what we say and how we use all of that to bring our unique
philosophy across in the competitive arena of the marketplace.

Think of the guidelines and elements in this section as an artist’s
palette of paints, or a workman'’s toolbox. They’re here to provide
you with a framework in which to build a creation which bears
Radius’ unique brand personality.

When it comes to visually communicating who we are, some
decisions, such as where to place the logo, how big it should be,
what PMS colours to use, or which typefaces to use, are easy.

We know that our design style is classically modern, sleek, and
simple - yet dynamic. Our colour palette is striking without being
stark, with strong, confident colours. Well-defined guidelines are

CREATIVE PHILOSOPHY OVERVIEW

available for the usage of specific elements, but there are other
choices and situations where things aren’t as clear cut.

That’s this section comes in.

Included here are guidelines to make it easier for you to creatively
combine Radius’ design elements in a way that ‘speaks’ to your
audience. Topics covered include Tone and Voice, Photography
and lllustrative style.

Leave yourself free to create, but for a reality check, do also refer
to the examples provided. Abuses are examples of mistakes that
should always be avoided.

11



. TONE & VOICE

It isn’t just what you say, it’s how you say it. How we speak
with and interact with our customers plays a key part in influencing
how they perceive the Radius brand personality.

“Tone” describes our point of view, how we present ourselves and
put ideas and concepts across. “Voice™ is the personality we project.
Both directly affect how our customers respond to us.

By consistently delivering communication in a tone and voice that
engages our customers with its warmth, while assuring them of
hassle-free quality in its underlying professionalism, we can build
and strengthen relationships with them based on trust.

Whether you’re writing an internal memo or a presentation, the
tone and voice should sound like it’s coming from Radius. There’s
plenty of room for subtle nuances and shading when it comes to
tone and voice, but no room for changing it.

TONE & VOICE

Tone

Words are confident and upbeat, with a sense of energy and focus.
Statements are frank, ‘telling it like it is’, combining integrity with
pride in our work, but never crossing over into arrogance.

Our goals are not to be better than everyone else, but to deliver
the very best to our customers. As such, there’s no room for cliches,
generalizations, triteness or over-promises. Avoid statements like
“The best ever” or “the most incredible”.

Voice

If you were to have a conversation with Radius, it would come
across as optimistic and vibrant, yet strongly ethical. Experienced,
and inquisitive, it delights in overcoming challenges and delivering
quality. It is people-centric: recognising that the real connection in
business is the personal connection. Always listen to the words you
write and consider if they would be said by a ‘person’ like Radius.

12



PHOTOGRAPHY: WHAT WORKS

~PHOTOGRAPHY: WHAT WORKS

A master photographer* once said, “Not everybody trusts Photography Checklist:
paintings, but people believe photographs”. Photography *¢* Positive, optimistic expressions
plays a crucial role in our identity system. Overall, photography (naturally happy or pleasant, not exaggerated)

should convey the attention to quality and hassle-free service that e+ Natural and believable

Radius stands for. (not overly posed or stylised)

«eo+ People-centric

Photographs should be people-centric, without being overly formal. ] )
(a focus on people is preferred over environments)

The tone should be optimistic, with natural shots preferred over
posed shots. Subject matter should be intriguing, with individuals +e+ Vibrantly coloured and dynamic

that look like real, authentic people. (full colour photographs are preferred over monochrome)
Remember that people are engaged by stories, and that in general, *¢* Culturally / regionally appropriate
they find people whom they can relate with more believable. The
people in your photographs should look happy and positive - not

necessarily ‘conventionally attractive’, but they should have a quality
of infectious good cheer that makes the viewer want to smile with
them.

*Ansel Adams

13



PHOTOGRAPHY: EXAMPLES

PHOTOGRAPHY: EXAMPLES

IMPORTANT! Photography is not licensed for use beyond this guidebook.

14



PHOTOGRAPHY: WHAT TO AVOID

~PHOTOGRAPHY: WHAT TO AVOID

A picture paints a thousand words - but a thousand words
may not be enough to negate the effects of a poorly
chosen picture. Radius photography should never appear contrived,

exploitative or confusing.

> ><

DO NOT use exaggerated images.

DO NOT use monochromatic images.

DO NOT use images with heavy
contemporary makeup.

DO NOT use images that exploit plight
in society.

It should be inspiring and positive, and people should never be
shown as defeated, frustrated, or resigned. Shown on this page are
examples of some of the more common images you’ll want to avoid.

>

DO NOT use images of tired people. DO NOT use images that deal with
social issues in a contrived way.

DO NOT use images with nudity or DO NOT use images with religious or
strong sexual content. superstitious connotations.

15



TWO: CREATIVE PHILOSOPHY
PHOTOGRAPHY: STOCK PHOTOGRAPHY

PHOTOGRAPHY: STOCK PHOTOGRAPHY

Where to get stock photography, what licenses to buy,
and how to use it. Should you need to use a stock photograph,
get it from a source such as Getty Images. It's recommended that
you select ‘royalty-free’ images as this means that you can then
reuse the image multiple times for multiple projects without
incurring additional fees. However, do keep in mind that all
royalty-free image licenses are always non-exclusive, meaning
that the image is available for anyone to use - so do choose your
licenses appropriately.

Usage and copyright issues

Do consider all appropriate legal rights for photographs that you
intend to use. When buying a stock photo, there are two basic
types of licenses: rights-managed (licensed on a use-by-use basis,
and usually more costly), and royalty-free (a one-time fee for
unlimited usage). It is generally recommended that you use
royalty-free stock images due to cost considerations. However,

do bear in mind that as a royalty-free image may be used by
anyone who pays the one-time fee, there is a risk that the same
image may be used in a competitor’s collateral - or worse, in the
advertising of a company or product that could compromise our
Radius brand.

NEVER use an image from the Internet or any other source
without proper rights and usage fees. This is illegal, and
Radius could be liable for unpaid compensation to the
photographer or license owner.

Recently introduced by Getty Images, another type of licensed
photography to consider is rights-ready images. Rights-ready
images have no limits on quantities or territories for the duration
of the image license (limited to 10 years).

16



ILLUSTRATION

ILLUSTRATION

Photography lends our images an inherent realism and
makes it easier for our customers to relate to, and identify
with us. Thus, photography should always hold the primary role
in whatever imagery we use for our collateral.

[llustrations should be limited to purely abstract subjects, and
should always be clean and elegant.

For example, you may choose to use a sleek illustration of the
world map in lieu of finding a satellite-taken photograph.
However, illustrations of non-abstract subjects such as people,
animals, and plants, etc, are to be avoided.

17



~HUMOUR

When we laugh, we see the world with new eyes. Humour
can be an effective attention-getter, a way to present Radius in
a fresh and unexpected way. It connects people and sets them
at ease.

However, the inappropriate use of humour can be seen as deeply
offensive, and can undermine the Radius image. So if you choose
to use humour to convey your message, do so with a little thought,
a little caution, and not least of all, a good dose of common
sense and fun.

In general, bear these guidelines in mind when using humour:

°®> DO NOT use humour to that reflects unflatteringly on our
customers, partners, competitors, or Radius

<0« Be culturally sensitive. DO NOT use humour that might
offend the sensibility of other cultures or religions

HUMOUR

°®* DO NOT use lewd or off-colour images or language

*e> DO NOT use slapstick or crass references or humour

*®+ DO use intelligent, sophisticated humour. The kind that
makes people laugh for five seconds... and then think for

ten minutes

°®° DO get opinions from people across a wide demographic
before employing humour

18



THREE: BRAND IDENTITY GUIDELINES

BRAND IDENTITY GUIDELINES OVERVIEW

BRAND IDENTITY GUIDELINES

"Well orchestrated brands have depth and richness.
They are like personalities, in that the best of them
are made interesting and beautiful by

a unique blend of interesting and beautiful
component parts. It is only in the harmony

of the whole that the brand lives."

- Steve Yastrow



BRAND IDENTITY GUIDELINES OVERVIEW

.OVERVIEW

The Radius Brand ldentity Guidelines show you how to of our company. From how we answer the phone, and how we

consistently and effectively apply the visual elements of  treat our customers, to how we solve critical problems for them.

our brand. These elements are designed to convey dynamism,

progressiveness, creativity, and a passion for excellence - all And that’s why each of us has a chance to make the Radius brand

integral parts of the Radius brand and spirit. stronger every day. Our core visual brand elements are not the
whole of our cause - the Radius brand - they are simply meant

They are the cornerstones of how we project Radius to the world. to reinforce and extend its power as we use it to reach

They play an integral part in cementing our image as an out and connect with our customers via design and

international brand, distinctive for the quality and value which communications.

we bring to every commission.

Do bear in mind, though, that our brand is far more than simply
applying the guidelines given here. The Radius brand, like the

Radius spirit, flourishes in the connections between people.

It isn’t just the services we provide, or the collateral that goes
with them. It’s a living, breathing entity that infuses every part

20



LOGO USAGE

The Radius logo is the graphic representation of our
company and brand - think of as the official Radius
signature on all our quality services.

THREE: BRAND IDENTITY GUIDELINES
LOGO USAGE

Built on the foundations of our old logo, the new, refreshed
Radius logo ushers in a new era for us as we embark on our
10-year vision.

RADIUS

The Meaning Behind the Logo

The 10 Orange Dots represent
i) Radius passing its 10-year milestone, comprised of 3 phases of growth -
‘formation’, ‘transition’ and ‘growth to maturity’;

ii) the next 10 years, guided by its 10-year vision to 2017, working towards
refining Radius’ business strategies with a more focused, value-conscious
and professional organisational approach;

iii) a ‘perfect 10’, symbolising our desire for perfection, with the vibrant orange
of the dots representing the passion needed to achieve it.

The smooth curve of the 10 dots symbolises flow and movement in Radius, both
in the sense of ‘flow of creativity’ through Radius, as well as the in the dynamism
that flows through our progressive organisation.

Starting from the midpoint of “Radius” and increasing in size as the curve
progresses, the dots are a visual metaphor for the flow of ideas (or dreams)
in Radius. That they begin at the mid-point represents how in Radius, ideas
do not only come from leaders, but from anyone and everyone within the
company itself.

Infused by the Radian spirit, all our ideas and efforts, as shown by the vibrant
orange of the dots, are well energised and motivated. Coordinated and
orchestrated, they move along their smoothly organic curve to achieve a common
purpose - the success of Radius.

Hence, the last “dot™ re-unites with the “S” in “Radius™ as they meet, symbolising

the unifying synergistic cooperation and teamwork that exists amongst all
Radius’ offices.

21



Whenever you use the Radius logo, be sure to stage it so
that it is effective and has impact.

Maintain proper negative space around the logo, ensuring
that it isn’t crowded by other distracting graphic elements

or typography.

Radius Curve

lRADIUSI

Radius logotype

Radius Logo
The Radius logo is a combination of two elements, the Radius Curve and the
logotype. These two elements should never be separated or altered in any way.

If you wish to use the Radius Curve alone, there is a secondary graphic assigned
for this purpose, which is detailed further on in this guide.

THREE: BRAND IDENTITY GUIDELINES
LOGO USAGE

The minimum allowable negative space is shown in the examples
below. Keep all other graphic elements and text outside of this
negative space.

While the Radius logo can be reproduced at a variety of sizes, 1
inch (25.4mm) or 72 pixels wide is the minimum size. Anything
smaller compromises legibility and should be avoided.

Logo Clear Space

The gray box surrounding the Radius logo shows the required minimum clear
space. As shown, the clear space is based on a unit, “x”’, which is equal to the
x-height of the letters in the Radius name.

1.0in, 25.4mm, or 72 px

[ |
RADIUS

Minimum Logo Size
The minimum size for any use of the Radius logo is 1.0 inch, 25.4mm, or 72 pixels
wide. Anything smaller compromises legibility and should be avoided.

22



Consistent application of the Radius logo throughout our
company is one of the cornerstones of our brand success.

For print applications, our logo should always be reproduced
using the four-colour process version shown in the example to
the right. Always confirm that you have the correct digital artwork
intended for four-colour process printing.

Digital artwork is available for the two-colour reproduction of
our logo, using Radius Tangerine and Black. Use this version on
applications where full-colour printing is not allowed, or not
cost-effective, such as stationery.

A grayscale version of the Radius logo is an acceptable alternative
when colour is unavailable. This version is printed in black or
reversed white only, but retains its dimensional qualities.

Where materials and/or reproduction methods will not allow a
dimensional rendering (e.g. etching on glass), a simplified,
line-art version of the logo is also available.

Additionally, the Radius logo is also available in optimised RGB
format for screen-based uses such as websites and videos.

LOGO USAGE

Four-Colour Reproduction

RADIUS

This is the preferred version of the
Radius logo.

o— @ Magenta
Yellow

-~ . Black

Two-Colour Reproduction

When four-colour reproduction is
not appropriate, the Radius logo may
be printed using a combination of
Radius Tangerine and Black.

RADIUS

*—— . Radius Tangerine

A grayscale reproduction of the logo
may be used when colour is unavailable.

23



THREE: BRAND IDENTITY GUIDELINES
LOGO USAGE: BACKGROUND COLOUR

Maintain a distinct contrast between the Radius logo and
the colour of the background it appears on, at all times.

4-Colour Logo 2-Colour Logo Grayscale Logo

. . RADIUS RADIUS RADIUS
The Radius logo may appear on a dark or light background.

When the coloured versions of our logo are placed on a dark
background, the Radius name should appear in white.

The same applies for the grayscale version of the logo - when RADIUS
the grayscale version is placed on a dark background, the Radius
Curve appears in grayscale, and the Radius name in white.

Coloured backgrounds

The Radius logo may appear on backgrounds of any colour, as 4-Colour Logo Grayscale Logo
long as there is sufficient contrast between our logo and the Use the grayscale

. . version of the logo
background, and our logo itself is always sharp and unobscured. RADIUS RADIUS when placing it on a

For both colour and grayscale applications, logo placement on background of 100%
a free and uncluttered area, away from distracting elements, is Radius Tangerine.
preferred for maximum visual clarity.

24



Ensuring that the Radius logo is represented clearly and

consistently across our range of collaterals is essential in

projecting a strong brand image.

As such, please respect the Radius logo, and follow these guidelines

to ensure correct reproduction of our logo at all times.

DO NOT separate the Radius Name
from the dimensional Radius Curve.
Should you need to use the Radius
Curve alone, a special version of the
Radius Curve has been created for use
as a secondary graphic.

RADIUS

DO NOT re-scale or reposition
logo elements.

RADIUS

www.radiusworld.com

DO NOT add type elements to the logo
in violation of the clear space rules.

RADIUS

DO NOT re-create the Radius name
using Arial Black or any other font.

LOGO USAGE: WHAT TO AVOID

The easiest way to ensure that the Radius logo you are using is the
correct one, is to use the approved digital artwork for all applications.
When using the approved digital artwork, do not alter the colour,
proportions or alignments of any of the logo elements.

The following are examples of some of the more common examples
of what you’ll want to avoid when using the Radius logo.

DO NOT place the logo over a
textured or distracting background,
or a background that compromises
legibility.

DO NOT enclose the logo in a box.

GQ’

RADIUS

DO NOT distort the logo. Always scale
it proportionately.

RADIUS

DO NOT change the colour of the logo.

25



SECONDARY GRAPHIC USAGE

“SECONDARY GRAPHIC USAGE

Secondary graphics help to add depth and richness to the Radius Continuum
Radius brand. When used, these secondary graphic elements

should share the space on the page and work synergistically. o@e

They should never appear in a non-Radius colour. As with the

Radius logo, always ensure that you use the approved digital The Radius Continuum symbolises the connection between
artwork for each secondary graphic element. individuals that lies at the core of our people-centric and service-

oriented culture.
The three Radius secondary graphics are:

Radius Arc
Plain Radius Curve

This is the plain, non-dimensional version of the Radius curve. It  The sweeping, yet subtle Radius Arc symbolises the myriad of

symbolises the dynamism and progress inherent in the Radian possibilities we pursue in delivering only the very best to our
spirit. It should never be used as part of the Radius logo. It is customers. The Radius Arc should only be used as a background
strictly a supporting graphic. element, and should never be the focus of attention.

26



TAGLINE

“We make the difference.” is our new corporate tagline.
It was created to clearly and succinctly communicate what Radius
stands for as a company as we move into our next lap.

Use it whenever appropriate in your marketing communications,
so that it reinforces the Radius’ uniquely holistic approach to our
industry. However, there may be times where the tagline does
not gel well with your piece, or when it looks awkward. In such
cases, please exercise discretion when placing our tagline.

TAGLINE

The appearance of our tagline has deliberately been left mostly
open to interpretation. The only two guidelines which must be
followed are:

*o+ The tagline must always be in Frutiger 45 Light or 55
Roman - it should never appear in Frutiger 95 UltraBlack

*®+ You must use the period (fullstop) at the end of the tagline

27



TYPOGRAPHY

We’ve chosen a simple, yet timeless font to reflect our
commitment to a hassle-free, quality customer experience
at Radius - Frutiger.

Primary Font

Frutiger 55 Roman is our primary font. It should be used in all
external Radius communications to reinforce a consistent and
recognisable look.

Secondary Fonts

Our secondary type font, Frutiger 45 light may be used when a
lighter, more informal look is required. Frutiger 95 UltraBlack
should only be used as a headline font where hard-hitting visual
impact is required, and should never be used in body copy.

Digital Font

For digital communications where the Frutiger family is not an
option, such as websites or presentations, we recommend that
Verdana, which is an HTML default type, be used.

TYPOGRAPHY

Primary Font:
Frutiger 55 Roman

ABCDEFGHIJKLMNOPQRSTUVWXY Zab
cdefghijklmnopqgrstuvwxyz0123456789

Secondary Font:
Frutiger 45 light

ABCDEFGHIJKLMNOPQRSTUVWXYZab
cdefghijklmnopqrstuvwxyz0123456789

Secondary Font:
Frutiger 95 Ultrablack

ABCDEFGHIJKLMNOPQRST
UVWXYZabcdefghijkImno
pqrstuvwxy20123456789

28



COLOUR PALETTE

."COLOUR PALETTE

There’s nothing quite like colour when it comes to making
a brand stand out. Colour can set moods, create context, and
make a lasting impression for our brand. The right use of colour
gives a piece of communication a warmth that is uniquely Radius,
ensuring that it is an instantly recognisable part of our brand.

Primary Colour Palette

Radius Tangerine Radius Black
PMS 137 Process Black
The Radius colour palette is broken down into three categories: .
Primary, Secondary, and Neutral. Secondary Colour Palette

These colours have been chosen for what they say individually,
as well as how they work together as a whole. It is very important

: . : Radius Red Radius Dark Tangerine Radius Bronze
to use them both in the right way, and creatively, so that the PMS 187 PMS 145 PMS 876 (Metallic)

Radius brand’s richness and dynamism is brought across visually. ——--—--—--— - — s — 0 — e — e — e — o —
Neutral Colour Palette

Note that the colours are not specific to a particular Radius
department, field, or service.

. ) . Radius Dark Grey Radius Light Grey
Refer to the following page for the exact list of colour specifications. PMS Cool Grey 10c PSM Cool Grey 3¢
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COLOUR PALETTE: SPECIFICATIONS

Radius Brand Colour PANTONE Coated PANTONE Uncoated CMYK HEX RGB
@ e e w comvioka o T
@ o e e cowmvecm  wee e
‘ Radius Red 187C 187U C-0, M-100, Y-79, K-20 6A1A27 R-106, G-26, B-39
Q@ o - oo o T
Y ——
@ oo om cmoww  cowmvexe o e
Radius Light Grey Cool Gray 3C Cool Gray 3U C-0, M-0, Y-0, K-20 BDBECO R-189, G-190, B-192

IMPORTANT! Radius Bronze is a metallic ink, and should only be used in special situations where an extra touch of sophistication is needed. Although approximate CMYK
and RGB codes have been provided, it is preferred that Radius Bronze be used only in print, and always with the Pantone metallic ink.
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COMPANY BOILERPLATE

. COMPANY BOILERPLATE

We know who we are - but many times in our marketing
communications programs, we’ll need to be able to clearly
and concisely tell others who we are.

This specific paragraph is written to help us do just that. It should
be used as the closing text for any Radius press release, brochure,
or in any situation where you need to describe our company as
a whole. Our partners should also use this standard language in
any of their marketing activities that involve radius.

Do note that this copy should be used exactly as written, and no
changes should be made to it unless otherwise approved by the
Marcom Department of Radius Headquarters.

Radius Company Boilerplate

Radius is a respected company in the international M.I.C.E.
industry. Combining a vibrant corporate culture with a

‘good old’ sense of pride in quality service, the company aids
its clients in showcasing themselves to their target audiences in
the best possible light. Over and above its capabilities in
exhibitions, events and interiors, Radius also provides other
related marketing services, offering clients a holistic approach
to their marketing needs.
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COPYRIGHT COMPLIANCE

COPYRIGHT COMPLIANCE

Respect for Third Party Intellectual Property

Radius has specific rules to protect our copyrights, trademarks
and other intellectual property. We go to great lengths to
make sure we are represented in an appropriate manner
whenever our partners reference Radius, or use any of our
intellectual property.

It is important that we practise the same when treating other
company’s copyrighted material and trademarks. The following
are some guidelines about when and how to use others’
copyrighted material and trademarks.

Copyrights

A copyright protects original works of authorship including
literary, dramatic, musical, and artistic works, such as poetry,
novels, movies, songs, and computer software. Do note that once
the work of authorship is created, copyright protection is applied
automatically - it is not necessary to register for copyright
protection. Accordingly, works that appear free or are in the
public domain, such as videos, music or any other materials
published on the Internet, may not be available for use without
permission from the owner.

Please ensure that you gain permission from the third party,

before incorporating the third party’s copyrighted material for
any internal or external usage.
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COPYRIGHT COMPLIANCE

. COPYRIGHT COMPLIANCE

Trademarks

A trademark is any word, logo, phrase, slogan or symbol that
identifies the source of goods or services. To ensure that someone
else’s trademark rights is not infringed; a clearance search should
be conducted before you use a new word for any services.

Please ensure that you gain permission from the third party,
before using the third party’s logo for any internal or
external usage.

Although using a third party’s trademark to identify that party’s
service is allowed, you should not:

*e+ Use more of the mark than is absolutely necessary to identify
the service,

*o« Use the mark in a manner that would suggest the
sponsorship or endorsement of the third party
trademark owner.
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