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INTRODUCTION

BRAND CONSISTENCY
—

A brandis the set of expectations, memories, stories and relationships that,
taken together, account for a consumer's decision to choose one product
or service over another.” - SETHGODIN

Great brands are built through the consistent delivery of the brand messages through all touchpoints
—a strong, unified message reinforces not only who we are and why we exist, it also drives recognition,
trust, success, and of course, ultimately, business growth.

This document is a guide to how we visually represent Regus to our customers.
It covers all our key brand elements, and should be used as a rulebook and a compass
to navigate us through all the visual touchpoints of the brand.
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OUR MANIFESTO

e

= |

APLACE TO WORK SMART

AND BE MORE PRODUCTIVE
—

With an unparalleled range of locations, products and services,
Regus can help you create a unique way of working that drives greater business efficiency,
and helps your people get the most out of every working day.

GLOBAL NETWORK FLEXIBLE COMMITMENT PACKAGED SOLUTIONS

Work wherever, whenever, and however Office space management that puts Easy to use, all-inclusive solutions that
you need with access to the largest you in control, with freedom to grow, keep your time and money focused on
network of office space in the world. without risk or commitment. your business.
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OUR VISUAL IDENTITY
I
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2.1-VISUAL ELEMENTS OVERVIEW

IN BRIEF

A snapshot of the visual elements
that form our brand identity

LOGO

Je
RegUSM

TYPEFACES

Effra

COLOURPALETTE

Primary Secondary Accent
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IMAGERY

Brand imagery Centre imagery

lconography




2.2—-0OURLOGO

THE BRAND IDENTITY

OUR MAIN PREFERRED LOGO Primary full colour (Figure 1)

This logo is the preferred option to be used whenever
possible.

o
Regu S Reversed (Figure 2)

The reversed version is only to be used on a black or very

dark backgrounds.

Figure 1

Primary logo Greyscale (Figure 4)
The greyscale version of the logo is always used in 100%
black.

SUPPORTING FORMATS

1 Ourbrandlogo should only be reproduced from master

artwork files and should not be redrawn, reset or altered

inany way.

Regus Reg!
g eg S 2 The master artwork files are available in various electronic
formats, for both Mac and PC.

Figure 2 Figure 3 Figure 4 o obtain fi for furth g g

o obtain files, or for further guidance and queries,
Reversed Reversed versiontobeused  Greyscale i 9 i
contact the Marketing Team on:
when the red dot would get
. vanessa.schotes@regus.com
lost, for example frosting.
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2.2—-0OURLOGO

CLEAR SPACE

: Cap height
™

Baseline

Figure 5
Application of clear space

Regus

Figure 6
Print
Minimum size 12mm

Regus

Figure7
Digital
Minimum size 50px
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Primary full colour (Figure 5)

To ensure prominence and legibility, the logo is always surrounded by an area of clear
space which remains free of other design elements, such as type and other logos. This is
also the minimum distance the logotype can be placed from the edges of the page.

The construction of the exclusion zone is based on the height of the 'R’ from the Regus
logo. The clear space is implemented from the left and right edges of the logo and from
the cap height and baseline of the logo top and bottom.

Minimum size - print (Figure 6)

The minimum size is defined by the width of the logo. To ensure maximum clarity the
minimum size is 12mm when used for print. The trademark symbol should not appear
when the logo is used at sizes below 15mm in width.

Minimum size - digital (Figure 7)
When used in digital formats, the logo has a minimum size of 50px, The trademark
symbol should not appear when the logo is used at sizes below 60px in width.




2.2—-0OURLOGO

MISUSE

o d Y Figure 8
R pr R R b Incorrect application of
esus S S ®  logoplacement
Don't change the colour of the Don't use any other colours. Don't alter thelogoinany way.
red dot, The crown must always be included.

Je

Regus

Don’'t use any effects suchas a Don’tuse thelogoatanangle. Don’t create wallpaper patterns
drop shadow, glow or blur, orrepeat patterns,

v
-
joT0)

Je

Don’t use thelogo ondark Don’t use thereverselogoon Don’t use the logo over busy
backgrounds light backgrounds areas of imagery (see page xx).
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Logo misuse (Figure 8)

Our brand logo should only be reproduced from master
artwork files and should not be redrawn, reset or altered
inany way.

1 Themaster artwork files are available in various
electronic formats, for both Mac and PC, and are
available from the Marketing Team.

2 Please ensure that logois used correctly at all
times.




2.2—-0OURLOGO

PLACEMENT

./

GREATER REWARDS FOR YOU
—

Get 10% commission on every sale, paid to you quickly,
with full collaborative support on every deal - regardless of
size or type.

Plus,vith  diverse range ofworkspaces—inclucing offices and co-working

rooms —available in over 3,000 locations, we make it easier than ever to find
solutions your clients will love.

Whether you're amajor broker or a sole trader, start sending us referrals
today using the IWG Broker App - the best and easiest way Lo track referrals
payments and leads anytime, anywhere.

Download the IWG Broker App today

WE ARE EXPANDING OURNETWORK IFYOU ARE ABROKER

Figure 9
Right aligned placement

GREATER FLEXIBILITY FOR YOUR CLIENTS,

Give your clients more
Cost-effective, convenier.
andflexible workspace to
suitevery nee nd

A NETWORK BUILT TO
ENHANCE PRODUCTIVITY

1. SEAREH £ aREwGL 3. sanug

O et NS 3ok s Bt e e s

CHOOSE FLEXIBLE USAGE OPTIONS

Figure 10
Centred placement
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Regus ‘ BRAND IDENTITY AND STYLE GUIDE / V3.2 -SEPTEMBER 2018

Figure 11
Left aligned placement

Right aligned placement (Figure 9)

The majority of marketing materials will use right aligned
placement for example adverts, posters, leaflets and
powerpoint presentations.

Centred placement (Figure 10)

Centralised placement is the preferred use when
horizontal space is limited such as emails and skyscraper
banners, or when the logo is a focal point of the design,
for example brochure covers and flags.

Left aligned placement (Figure 11)

Left align placement should mainly be used for online, or
cases when the top right hand corner can be obscured
e.g. the browser window not being large enough.
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2.3—BRAND COLOURS

PRIMARY

Primary colours (Figure 12)
C15M100Y100 KO COMOYOKO Our colour palette is an essential tool in building a

R210 G35 B42 R255 G255 B255 distinctive and recognisable brand identity.
#c90cOof HFFeff Regus red must be used at 100% tint value.
Pantone 186 C White

COMOYOK100 CO M2 YO K60
C50 M50 Y50 K100 (Rich black) R128 G127 B131

RO GO BO #807f83
#000000 Pantone Cool Gray 10 C
Pantone Process Black C

Figure 12
Primary brand colour palette
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2.3—BRAND COLOURS

SECONDARY AND ACCENT

Secondary and accent colours (Figure 13)
COMOYOK17 Our colour palette is an essential tool in building a

R216 G217 B219 distinctive and recognisable brand identity.

#d8d9db Secondary colours can be used in percentages.

Pantone Cool Gray 1C

C65 M0 Y30 KO C43 M42 Y44 K26 C20M16 Y24 KO

R70 G193 B190 R132 G119B112 R204 G201 B189

#46clbe #77756b #ccc9bd

Pantone 7466 C Pantone Warm Gray 9 C Pantone Light Warm Gray 3 C

Figure 13
Secondary and accent colour palette
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2.3—BRAND COLOURS

APPLICATION

Usage
Designs should be primarily black, white with red as the dominant colour. Secondary colours should be used as accents or
for colour coding key informations i.e graphs and not be used as a main featured colour.

Usage in percentages

D 60% White . 20% Red . 15% Black . 5% Cool Gray 10 s 5% Secondary

Base colour
White always be used as a base colour for Regus designs
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A GLOBAL INFRASTRUCTURE
BUILT FOR BUSINESS
|

We have built an unparalleled network of office, co-working
and meeting spaces for companies to use in every city in the world.
It's aninfrastructure to support every business opportunity.

Our network of workspaces enables businesses to operate anywhere, without the need

for set-up costs or capital investment. It provides our customers with immediate cost benefits
and the opportunity to fully outsource their office portfolio.

It's anetwork designed to enhance productivity and connect 2.5 million
like-minded professionals: an instant global community. and a place to belong

To find out more, call us on 0800 000 000, visit regus.com
oor download our app

Redg'us"
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2.3—BRAND COLOURS

THE COLOUR WASH

Add the essence of Regus to your photography
A strip of colour can be applied to imagery to create an aspirational feel to your images.
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Create the colour wash

To create the effect use a layer of colour made up of
100% Magenta, 100% Yellow and 30% - 50% of Black
(depending on the darkness of the underlaying image).
Then add a blend mode of ‘Multiply’ to the strip to allow
the underlaying image to show through.

Figure 14
Colour wash applied to lifestyle image
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2.4—-TYPOGRAPHY

BRAND TYPEFACE

Effra
E I l ra Our brand typeface is the Sans Serif font Effra which is

to be used for all our printed communications and online

Light whenever possible.

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890 Bold, with no italics.

We use four weights for Effra, Light, Regular, Medium and

Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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2.4—-TYPOGRAPHY

SUPPORTING TYPEFACES

When possible we use Effra in our online and digital applications.
We also use the supporting typefaces when the use of Effra is not available.

Language scripts Device relient fonts

Noto Sans Helvetica
(R —EhRIFRTE ABCDEFGHIJKLMNOPQRSTUVW

abcdefghijklmnopqrstuvwxyz
Noto traditional Chinese script 1234567890

Silo ol o x|11o| AF
xtolg SALICH

Noto Korean script
BEBT-DAEDREDL
F233

Noto Japanese script

VIR IOV, A 1
o InVaIA ab

Noto Thaiscript
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Language scripts

When Effra cannot support a language script, we use
the typeface Noto —a free font developed by Google.
The link below will take you to the Noto website, which
allows you to select a country and download the relevant
language script.

www.google.com/get/noto/#/

Device relient fonts
For applications where we have to rely on a devices font
set such as email campaigns we use Helvetica as an

alternative for Effra. Helvetica is common to PC and Mac.

16
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2.4—-TYPOGRAPHY

USAGE EXAMPLE PRINT ADVERT

BECOME A PART OF
AN EXPANDING NETWORK
—

We have built an unparalleled network of office, co-working and

To drive this growth, we are looking to partner with landiords and property developers
with offices of 7000 square feet and upwards. The properties must be in towns, cities
and transport hubs with reliable and efficient communication links.

or visit regus.com/landlords
oJe
Regus
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meeting spaces for companies to use in every city in the world —

To find out more, call our development team on 0800 000 000 —

Figure 15
Typography example

Headline
Effra light, 28 point, 35 leading

Sub header
Effralight, 14.5 point, 20 leading

Body copy
Effralight, 11 point, 15 leading

CTA
Effra medium, 11 point, 15 leading

Punctuation

Headlines use punctuation such as apostrophes and
question marks, but should not use full stops at the end
of the headline.

Subheaders and body copy use full punctuation including
full stops.

Bullet points do not use full stops.

CTA's do not use full stops.
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2.4—-TYPOGRAPHY

USAGE EXAMPLE WEBSITE

e
REGUS ions o susnwissse s rogasina

SEARCH FLEXIBLE OFFICE SPACEBY CITY
BO00LOCATIONS IN 120 COUNTRIES

R

VITUAL OFFICE

HOW REGUS WORKS

1, SEARCH 2, BROWSE 3. INGUIRE

Chaesn ovar 3000 locaticns [=* ype et pricas

<8

FIND YOUR IDEAL WORKSPACE, ANYWHERE

Wherwerpouneod b MERFURMISIRLAR VW CLeL,
work, there's a Regus

Wr KEPACE e YU ! {‘m

Figure 16 Home page, search page and product page

« 08007562911 (N

[ oocion e

e o se ot o
REQUS  wccmow moower  curowess  scoms wacazme

REGUS WORKSPACES IN LONDON

~.

M@ Crmiig @ Membghn @ M Comenng @ Hestighesn O

o)
<:O
(o)
]

209 Vil
td
= =
- R -
- [ ]
LOMDON TRAFALGAR SOLARE & bl 3

SEE CENTRES IN...
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Regus ‘ BRAND IDENTITY AND STYLE GUIDE / V3.2 -SEPTEMBER 2018

w 08007562911 S

WINDOW OFFICE

INTERIOR OFFICE

OFFICESUITE

weetry
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2.4—-TYPOGRAPHY

USAGE EXAMPLE STATIONERY

Re'é’us‘”

Figure 17
Letterhead

Re'é'us‘“

Regus, Dammstrasse 19, CH-6300, Zug, Switzerland
Telephone +52 (222) 1414 803 | regus.com

Figure 18

Compliment slip

Re”é’uS”

Jonathan Smith Regus
AREA MANAGER Golden Cross House

8 Duncannon Street
M +44(0) XXX XXXX London, WC2N 4JF

L +44(0) XXX XXXX
E yourname®@regus.co.uk

REGUS.CO.UK

Figure 19
Business card
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Name Surname
Job role

Regus

3000 locations, 900 cities, 120 countries
Address

Address

Address, POSTCODE

M +XX (X) XXXX XXXXXX
D +xX (X) XXXX XXXXXX

Connect with Regus

000

Figure 20
Email signature
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2.4—-TYPOGRAPHY

USAGE EXAMPLE PRESENTATIONS

me Time
1LINEHEADERTITLE ! ‘jv’ 2 LINE HEADER IPSUM 2 LINE HEADER IPSUM DOLOR SIT
I
’ ) e et Nuncid . 2 Loremiy tamet, ipiscing i, gt acex Aanaan 1 igula e
s 5t amet i dictum mattinks italorum. ehus vt tncidon Evem vice o anim. Al
Loremipsum dolr sitamet, consectetur adipiscing locue loctus a polliesae mparcit. Ut s varenais

© st it Nune d mauri it amet i dictum matti et ot erd °

T B oo o, Fsearmols el poceras Nola locks. A volgat s (e cirsus 8

R Orei vfdus natoque. penwbus.e.k ‘magnis dis ‘semper massa dapibus eros ornare, id lacinia urna Nullam rutrum, sapien in ultrices vehicula, massa est

Bullet'3 parturient montes, nascetur rdiculus mus condimenturn, pretium erat, a congue velit uma id quam.
Phaselus ’ ectets
Nuncd maurls it amet i dictum mattisrks o porta e cormmod & Rt v oo Koot
& Gamapioen commodo gt ot incdnt o o Alquam imperdie, ante eu hancrert porta, ibh mi
- et Teiolon st amat e oot ot consoceta oo, Sommads acumaah oror 610 1
— - etz - o, Vivarus noc malesuada quam
INSERT TITLE e 0 . ‘
6 1 /C) porta dui. Orci varius natoque penatibus et magnis dis.
I nascetr idiculas mus: Lorempsum dolor it amet, parturant montes,nasceturidiclus mus
consectetur adipiscing elit. Vivamus consequat augue ac lorem pulvinar ullamcorper.
Vestiulu vel mats augue. Donec mi sapen, auctor it
Regus REGUS COM Regus REGUS.COM REGUS COUK Regus
HEADER TITLE HEADER TITLE HEADER AND HEADER AND HEADER AND TITLE
— — TITLE e warTme pa

IR R EEREE

p— ™ - el s p— [ p— e

LIFESTYLE & CUSTOMER IMAGES

i IR AR L

B, SR A

THANKYOU

Figure 21
Regus Power point deck oo e oo e o i
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2.4—-TYPOGRAPHY

CASING EXAMPLES

Managing workplace stress Managing Workplace Stress Punctuation

- SITESS ST O TEspUTSE o Tty

challenges, but it can get out of hand. It's

We use sentance case in our communications. Title case

oo 21

should only be used when a name is in the sentance.

challenges, but it can get out of hand. it's

Time 10 take control and improve

X Figure 23 We also use uppercase to enhance readability of

Incorrect use of title case

workplace wellbeing, for both you and
your emplayees. Stress is often common -h
in our working lives, which is why it's so

complex layouts with lots of text.

important to manage it right. resc mon

In Europe alone this costs companies €617 billion each year.

SOURCES: ' INTERNATIONAL LABOUR ORGANISATION, *GLOBAL ORGANISATION FOR STRESS

MORE INSIGHTS AND INSPIRATION

SPECIALIST INSIGHT WAYS OF WORKING
CYBERSECURITY THREATS: EASY WORKFPLACE
WHAT'S AT RISK MINDFULNESS EXERCISES

Cybarsocurity threats are (he biggest risk These five mindiulness lechnigques arg
faced by businesses today. Here we ook proven o combat stress and boost your

at where thay come fram, the damage brain power — and you can easily do

they cause, and how to avoid them them all ar your desk

v Figure 22
Layout correctly using sentence case and uppercase
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2.5—-COMPONENTS

PRIMARY HEADLINE LOCKUP

Figure 24

A PLACE TO WORK SMART Primary Headline Lockup
AND BE MORE PRODUCTIVE

3/4 of widest copy line
The stroke is the thickness

of the font stroke

APLACE TO WORK SMART
e AND BE MORE PRODUCTIVE

| I

height of the character

1/3 of widest copy line

Figure 25
Guide to how to achieve the Primary Headline Lockup
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A distinctive design
We use the Primary Headline Lockup to give our
collateral a distinctive design element.

Jd
RegUSM

APLACE TO WORKISMART
AND BE MORE'PRE@DUCTIVE

Figure 26
Negative usage of Primary Headline Lockup as illustrated
on the cover of the Regus Brand Book
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2.5—-COMPONENTS

PRIMARY HEADLINE LOCKUP

WORKWHEREVER CHOOSE HOW YOU
YOUNEED TO WANT TO WORK
| |
Figure 27

Range left, centered and range right examples. All top and bottom lines are
the same width when multiple lockups are displayed together.

WORKWITHREGUS
WORLDWIDE

50% of long copy line

A PLACE TOWORK SMART AND BE MORE PRODUCTIVE

25% of long copy line

Figure 28
Long copy Primary Headline Lockup
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Exceptions to the width rule (Figure 27)

When you display multiple lockups together, to balance
the design you would want to keep the top lockup lines
the same width and the bottom lockup lines the same
width.

Long copy (Figure 28)

Long copy is usually broken up into two lines but if you
are faced with a long headline you would shorten the
lockup lines as illustrated.

23



2.5—-COMPONENTS

PRIMARY HEADLINE LOCKUP

The word width + 20% ; Single word usage (Figure 28)
Occasionally you will use the Primary Headline Lockup

applied to a single word. This means we will need to treat
P R O D U CT | \/ E the line widths differently.

2/3 of the word width

Figure 29
Single word Primary Headline Lockup
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2.5—-COMPONENTS

SECONDARY HEADLINE LOCKUPS

LOCATIONS AVAILABLE GLOBALLY

1/3 of the copy width The strokeis 2/3 the

height of the character

Figure 29
Secondary Headline Lockup

SPECIALIST INSIGHT
AFFORDABLE CYBER SECURITY THREATS:

] WHAT'S AT RISK

2/3 of the word width | i 3/4 width of the copy line
Figure 30 Figure 31
Single word Secondary Headline Lockup Sub-header lines
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Secondary usage (Figure 29)

The Secondary Headline Lockup can be used when
vertical space is required. We also use smaller, thinner
sub-header lines (Figure 31) to allow our layouts to
breath and create a visual hierarchy to our designs.

As with the Primary Headline Lockup, when you display
multiple lockups together, to balance the design you
would want to keep the lockup lines the same width.
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2.5—-COMPONENTS

BUTTONS FOR DIGITAL COLLATERAL

Button design (Figure 32)
GET AN INSTANT UOTE Digital CTA button's will be red in design to allow the

Q user to quickly understand there is a hyperlink available
to them. All graphical buttons should be square, if the
Figure 32 design calls for another colour black or white can be used

CTA buttons should be square in design if necessary.

a You can use the Regus red to create a hyperlink within digital
Regus copy or you can also use a more a simple underline if you want

Need ready-to-use amore subtle approach.

workspace in London?

E—— Figure 34
Hyperlink text link styling
do e
Regus Regus
Our unparalleled Choose from
network is expanding XXX locations
—

Figure 33
Animated digital banner with red button CTA
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Regus ‘ BRAND IDENTITY AND STYLE GUIDE / V3.2 -SEPTEMBER 2018 26



2.5—-COMPONENTS

ICONS

<

<

o

Figure 35
lcons
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<9 [

A

Brand icons

The Regusicons have been created in a 'line icon’ style.
They are clean, informative and functional, and reflect
our direct, plain speaking brand personality.

They should always be used in a single colour, share the
same line width and to ensure consistency, all icons must
be approved by the marketing team before use.

Reverse icons
Icons may be used reversed into white if applied over the
top of a solid colour or clear space of animage.

| Icons are available as master artwork in various file
formats from the Marketing Team. They must never be
altered in any way — should you require additions please

submit your request to the Marketing Team.
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2.5—-COMPONENTS

ICONS

Wherever you are, access the network, find and book space,

and manage your account with the Regus app.

© & ®

Give us a call Send us an email Visit us online

DOWNLOAD OUR APP

Figure 36
lcon usage

Foowus £ 9 in

Figure 37
lcon minimum clear space

Figure 38
Icon and title spacing
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Brand icons

The Regus icons have been createdin a 'line icon’ style.
They are clean, informative and functional, and reflect
our direct, plain speaking brand personality.

They should always be used in a single colour, share the
same line width and to ensure consistency, all icons must
be approved by the marketing team before use.

Reverse icons
Icons may be used reversed into white if applied over the
top of a solid colour or clear space of animage.

I Icons are available as master artwork in various file
formats from the Marketing Team. They must never be
altered in any way — should you require additions please

submit your request to the Marketing Team.
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2.6 —PRODUCT NAMING

CASING EXAMPLES

Business Lounge BUSINESS LOUNGE

Co-working MEETING SPACES
Virtual Office Prosuesbaces

Businessworld Gold

Ina Regus Business Lounge you'llfind

M eet' N g S pa CES everything you need to work productively.

WO rkp | ace Recove ry Get walk-in access to 2000 business

lounges around the world.

Figure 39 Figure 41

Product names Product name used in copy

NI
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2.7—-LAYOUT

COLLATERAL EXAMPLES

THE EVENING'S PROGRAMME

17.00-18.00 hrs:

Welcome drinks & canapés

18.00-21.15hrs:

Dinner & roundtable discussion

19.30-20.00 hrs:

Gue: er Dominik de Daniel
CFOand COOIWG

21.15-22.00 hrs:
rd van Hooijdonk

iwatcher & Futurist

22.00-22.30 hrs:

Event concludes

Netherlands —VINOLY WORKSPACE

Reé’us‘"

You're cordially invited to the exclusive launch event for
The Regus Circle of Leadership series —

AGILITYIN THE AGE OF DISRUPTION

With guest speakers —
DOMINIK DE DANIEL AND RICHARD VAN HOOIJDONK

16th November 2017 from 17.00 to 22.30
Evoluon Eindhoven, Noord Brabantlaan 1A, 5652 LA Eindhoven

Please RSVP to Fatima.Koni m to confirm your

HELP US GROW OUR
BUSINESS COMMUNITY

future of work. Apply now at reguscareers.com

GROW YOUR PORTFOLIO WITH
THE WORLD'S MOST INNOVATIVE
WORKPLACE RECOVERY PROVIDER
I

Our global network of continuously operating workspaces enables your clients
to recover from a disaster in practically every city in the world, with no set-up
costs or capital investment needed.

Regus s a proven, award-winning and truly global provider with dedicated support and a partner site

designed to give you all the information you need, from contracts to case studies.
toindustry-leading content for you and your clients

To find out more, email wr.enquiries@regus.com
or go to regus.com/workplacerecovery

Re"é'us“

g
Regus careers
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2.7—-LAYOUT

COLLATERAL EXAMPLES

d
Regus”‘

APLACE TO WORKSMART
AND BE MOREIRR@DUCTIVE
—

REGUS.COM

APLACE TO WORK SMART

AND BE MORE PRODUCTIVE
]
GLOBAL FLEXIBLE PACKAGED

NETWORK COMMITMENT SOLUTIONS

your business.

Re§u5'

WORKING WITH REGUS
——

OFFICE SPACE CO-WORKING BUSINESS LOUNGE VIRTUAL OFFICE MEETING ROOM WORKPLACE RECOVERY

A

Fuly-furnished, IT-enabled

aceinsociablesnared  Informaldrop-inmeetingspaces. =
a v ftch, train and ntervi
WiF projectors,

tion  withfiee tea secure

frst-come, frst-served WP

your business—fromane
personto
anentire team.

Scanner and photocopier

WORK WHEREVER
YOUNEED TO
|

Take full advantage of our global network with amonthly

gothers.

Regus eseaces. [ S5 I8

NI
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membership plan based on the number days you need each month
and the type of workspace you use most.

CHOOSE HOW YOU
WANT TO WORK
—

Whether you need workspace for a few hours or severalyears,
there’s a Regus solution for you

ONDEMAND MONTHLY SUBSCRIPTION

YOUR OWN DEDICATED SPACE FULLY OUTSOURCED

MANAGE EVERYTHING
THROUGH OUR APP
—

Need aworkspace today? Download our app
tofind your nearest Regus centres and instantly reserve
your space from anywhere at any time.

Re§us

REGUS.COM
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2.8 —DUAL BRANDING

LOGO LOCKUPS

PLACE YOUR

PARTNER LOGO HERE

eeeeeeeeeee R gus

Figure 42

The Regus dual branding lockup uses a 100% black dividing line to separate the two identities

Deutsches Haus Ho Chi Minh City

This is where the local language

version should be positioned

Conference Center managed by Regus . I‘

SIE

PLACE THE LOCAL LANGUAGE :
VERSION REGUS LOGO HERE

Figure 43

The Regus logo and language logo dual lockup. In countries where we are legally bound to use the full company name or
partner name, this should be positioned left in Effra and right in the local language using the Noto font if necessary

NI
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Partner logo size (Figure 42)
As arule the partner logo should be of equal weight and space
to that of the regus logo. The partner logo should never be

closer than two times the V' of the Regus crown.
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3.1-IMAGE TYPES

OUR IMAGERY

= - Our photography needs to tell a story about how people
: use our spaces and our products. Regardless of whether
you are shooting an office, meeting room, lounge or
open space, to make these convincing and natural we do
anumber of things:

Use a shallow depth of field to focus on the part of the
image that tells the story.

I 1.Please only use pre-approved imagery.
2.See page 13 about application of the colour
wash.

Figure 44 Figure 45 Figure 46

Lifestyleimagery Centreimagery Our centreimagery that have people inthe
shot, focus onthe product, not the people.
The emphasiseis always onthe centre.

de
Regus ‘ BRAND IDENTITY AND STYLE GUIDE / V3.2 -SEPTEMBER 2018

34



3.2—-PRODUCTS AND THE ENVIRONMENT

CUSTOMERS AND OUR PRODUCTS

As well as capturing wider views of people workingin our
environments, we also capture detailed portraits of people
atwork.

Capturing brief moments, which when combined, help to
tellabigger story about all the different ways people use
Regus.
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3.2—PRODUCTS AND THE ENVIRONMENT

SHOWCASING OUR SPACES
We want photographs like this We do not want photographs like this
Centre imagery showcasing our products. These are simply architectural / interior studies...
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3.2—-PRODUCTS AND THE ENVIRONMENT

COMPOSITIONS

We want photographs like these
Photos that tell a story, shot in an interesting way.
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3.3—CUSTOMERS

AUTHENTIC PEOPLE

We want everyday people doing everyday things
Working in offices, lounges, co-working and meeting rooms.

_'__1” -'. -_l
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3.4—CENTRE PHOTOGRAPHY

CENTRE PHOTOSHOOT DO'S AND DON'TS

Do keep your set dressing to absolute minimum
such as a plantin communal areas or a painting

Do take your shoots with clean windows and on days Do declutter your compositions removing objects
with good weather such as fire extinguishers and office supplies etc

de
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Do not use effects such as distortion with a wide-angle
lenses

Don't take shoots on days of bad weather and
overcast skies
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3.5-STOCK PHOTOGRAPHY

STOCKIMAGERY FOR PRESENTATIONS AND REPORTS

-_— We aim for tonal consistency in our imagery and so
when choosing stock photography we require you aim
for natural looking images, both in the colour palette and
the style of the image. Avoid images that are obviously
posed, and that have been overly colour graded or overly
treated with effects.

We generally do not want the subjects looking at the

i — ‘

camera, gimmicky photography and avoid cliched shots

Keep imagery natural looking, aim for images that Do not use icons and graphic styles that do not fit in with such as shaking hands.

capture amoment our brand style

We wantimages that can sit together on a page, that
show diversity and feel spontaneous.

| Bewary of your market and avoid images that may easily
offend

Use images that are clean without too many special Do not use photography that is comedic in nature
effects such as lense flares and sepia toning
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