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Caring

for our brand
IS cleepw rooted

in the Weber
culfure

For many years, we have worked on our
brand. We have unified our product names,
established our brand signs (name, colour,
logo), we have also defined and implemented
our brand promises and proofs. We have
succeeded in promoting a single global
brand that took advantage of the legacy

of various local brands. This gave us the
means to create a powerful leading brand
that says what it does and that does what
it says. We worked on building trust and
credibility. It has been a great achievement.

We need to be more visible, to express

to a larger audience the specific way we
address our market. We need to create

a stronger link with downstream customers
and end-consumers. We cannot create
preference for our brand only because

it is trustworthy, efficient and reliable,

but also because it brings positive feelings
and conveys values that inspire people.

In this brand book you will discover the newly
formulated Weber brand vision, that is
perfectly aligned with our unique strategy
and company culture. As we all know,

a brand is made up of the way people
perceive it, so everyone in the company

has a role to play in building and promoting
our brand. This book is intended to be shared
widely within Weber to help us deliver our
promises in a consistent way.

Jean-Luc Gardaz
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Our foundation:
the Weber
development
model

-
’ l

The Double Reward

T

The Rising Balloon

The strategic objective of Weber remains
the same: build Ieadership,
Leadership makes Weber's growth
financially sustainable.

It provides Weber with the resources
required to invest and grow, and growth
is what makes Weber a leader in

a market. Weber is clearly the leader

at the global level, but we always have to
reinforce and consolidate this leadership
both in terms of numbers and image.

Even more important, global leadership
in our business is only really relevant
if it is based on local leadership. And
we are far from this in many countries.

\
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Focus

on Weber's
core markets
and core brand

Choosing is Giving Up

Weber offers the best solutions based

on industrial mortars for all surfaces

of a building, relying on a deep market
understanding and customer proximity.

It has classified its offer into four strategic
activities and aims at being the worldwide
leader in each of them.

These strategic activities need
to be reinforced in all countries:
= Solutions for facade

and external wall
thermal insulation

= Solutions for fixing tiles
and natural stones

== Flooring solutions

= Technical mortar solutions,
when used in buildings for
construction or renovation
Use the Weber brand in all countries
and reinforce its content and meaning,
worldwide: a single, strong brand builds
Weber's brand image as a global leader.

The King of the Village
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Bring .
iInnovation
in products

and services

on a regular basis

The ability to introduce constant,
superior and long-lasting marketing
and environment-driven innovations
in the market is a competitive advantage
for Weber. Since Weber's technology
is easy to replicate and it is difficult
to patent and protect, as soon as an
innovative product is introduced in

a market, it is quickly copied by
competitors. Therefore, Weber must
constantly and rapidly introduce
innovations into the market in order
to stay ahead of competitors.

A

=

The \ceberg of \nnovation

\=s

The Right Time

The Leadership Engine
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Offer higher value

to customers
through marketing-

driven organisations

The need for constant innovation also
forces Weber to constantly be one step
ahead of its competitors in terms

of anticipating and creating customers'’
needs, which requires a close relationship
with customers.

[F2 ]

The Customer's Shoes

W

-
Je

When in Rome...

In many cases, and particularly

in the case of standard mortars,
services represent the best opportunity
to bring such innovation to the market.
The overall value delivered by Weber

is a bundle of four elements: product
performance, services, image,

and solution to a problem.

N
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Build robust, reliable,
simple and optimised

| ProCesses across

the Weber organisation

Gap to Success

Simple, reliable and robust processes
are key parts of the Weber value

to customers. Providing "no worry"
products and services is a key feature
of what customers expect from Weber.

Our industrial and logistical processes
are not complex ones, but they have

a high impact on Weber's profitability

and return on capital.

Such processes are also a great source
of efficiency in product or service
development.
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wvn, our Brand

In our quest for leadership, differentiation
is key and we must be preferred by our
customers. We can only be preferred

if we are different, if we are perceived

as unique, singular, if we bring more
value to them. There are many sources
of differentiation, such as products,
services, availability, quality, price,
customer experience... but the brand

is the most important one.
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The brand is the only thing
we own that nobody
can take away from us.

They care more for their living
environment, they want to be sure they

make the right choice, they must feel

confident. But this is only possible if our

brand is associated with a specific

and relevant meaning.

The brand captures all
differentiation sources. Consolidating a global brand
As the value we bring is the combination is a great help For countries
of product performance, services, image, where Weber is not the
solution to a problem, and other factors, leader yet.

the brand is the vehicle to encapsulate it.
It is everything the customers know
about us. It must create attractiveness

and carry emotions.

18
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Widely shared
knowledge

With some 10,000 people in more than
50 countries, Weber can tap into a very
rich source of knowledge all over the
world. Our wish and ability to teach and
learn from each other as fast as possible
helps us develop better and quicker

solutions for our customers, wherever

they are.
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Our distinctive

nhature

Proximity

The international reach of Weber

complements its deep local reach

in every country. Solutions are

always designed locally, according

to the local needs and habits. Products
are manufactured at national or even
regional scale, close to our customers.

22
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Our market

At Weber,
we believe
that what
matters
most in the
construction
industry is..

vVIiSiOn

.[O care
about
people

and their
environment




Our brand

For those who design,
for those who produce,
for those who build,

Caring for the safety and benefit
of all. Making lives easier, more
convenient and more comfortable.

and for those who live in buildings:

Caring about people. Listening
to what matters to people and
taking into account their needs.
Helping everyone to grow.
Responding to the multiplicity
of challenges in today's world,
and adapting to the diversity

of the lives that populate it.

Caring about today. But also

caring for the future. Taking

responsibility to lead the change |
and build a tomorrow that is in
harmony with its environment.

Where some merely sell a product,
We care about people’s lives.
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We care =
well-being

.y
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We care for the well-being
of people whether they
use our products or live

in the buildings made
using our products

"] save time”

= My ordering and supply chain
processes are easy

= The range of their after-sales
services is wide and efficient

= |t's easy to contact them
= They have easy-to-apply products

= Their solutions are reliable
\ and avoid redoing the job

32

”I feel confident”

They say what they do
and do what they say

As a customer, they know me

I can count on the reliability
of their delivery

Their pricing conditions are
clear and understandable

Weber - Brand book - 19



We care =

emPa‘l’lN




We care about ) “Ifeel considered
what matters and valved”
to people

"My everyday concerns
are understood”

== Their solutions are designed locally
to fit with my needs

= They help me to find and select
the right solution for my situation

“] enjoy success”

= Their people are well trained and have
a deep knowledge of the market

36
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We care about
our long-term
responsibility

I feel part
of a community”

“] receive value
for money”

== Considering the value brought
by Weber solutions, the price
is not the main criterion

The quality of their products and
the services provided make their
solutions reliable and long-lasting

= They combine different products
to propose even more efficient
systems

| ] feel secure |
for the future”

= \Weber is a strong and durable group,
I can count on them in the future

= They build long-term business
relationships with their customers

I know that their solutions are made
of safe components, they care for
my health and safety

They carefully comply or even
anticipate legal requirements
41
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“We care” 15
our signature,
it s our
commitment

It should guide every action.
Every decision will be judged by how
well it is aligned with our signature.

Examples

= |s the service offer the right one?

= |s this communication campaign in line?

= Are the people aware enough?

= |s the management style appropriate?

= |s the logistics service bringing the right
value to customers?

= |s this product making the life of the user
more comfortable?

= Do we provide the right digital content
and services?

= ElC...

The answers to these questions have
to be addressed by local management
in cooperation with federal teams with
"we care” in mind.

Weber - Brand book - 24



Identity guidelines

This version supercedes all previous versions of the Weber Visual Identity document.

Please remember that these rules are compulsory and must be strictly adhered
to for ALL types of use without exception.

In some special cases (acquisitions, when the Saint-Gobain logotype needs
to be used in coordination with existing brand) where adaptations are needed,
the country must submit its proposal to the International team for official approval.

This document will be completed by identity guidelines:

- for all digital media (web sites, apps, social media pages, Powerpoint presentations)
- for packaging

Weber - Identity guidelines - 25



01 Brand tools
Ol1 - The logotype

Here are the rules

that govern the use

of our logotype in
practice; they clearly
define what must be
done and what must
be avoided to maintain
the consistency

of our identity.

rweber

SAINT-GOBAIN

Weber - Identity guidelines -

26



01 Brand tools

O11 The logotype
Three-colour logotype

The three-colour logotype

is automatically placed "
on a white background. we e r
The yellow in the logotype -—

requires specific attention: SAlNT'GOBAlN
the Process Yellow C needs
to be adhered to.

The final result has to be

carefully checked.

Pantone Process Yellow C Pantone Process Black C Pantone Cool Gray 10 C White
R255-G235-B0O RO-GO0O-BO R 100 - G100 - B 100 R 255 - G 255 - B 255
CO-M0O-YIOO-KO CO-M0O-YO-KI00 CO-MO-YO-K75 CO-MO-YO-KO
H#FAEIOO #000000 #HE3666A HFFFFFF
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01 Brand tools

O11 The logotype
One-colour logotype

The one-colour logotype is to be used
only when the three-colour one
cannot be used for technical reasons
or for special applications (on steel,
when engraved, for glass-sanding,
one-colour printing, etc).

The edges of the sphere and

of the pyramid are partly visible.
The pyramid is not grey. The only
possible colours for this logotype are
yellow, white, black, silver and gold.

White background

»weber

SAINT-GOBAIN

Kraft background

*weber

SAINT-GOBAIN

Black background

*weber

SAINT-GOBAIN

Engraving

Jweber

SAINT-GOBAIN
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01 Brand tools
O11 The logotype
Protection area / minimum size

Minimum size
The minimum size is 24 mm
so that Saint-Gobain remains legible.

Protection area

In order to ensure the integrity of the branding,
no graphic or text elements should overlap inside
the protection area. This area equals the width

of an "N', as defined in the diagram below.

X177 — Tweber
weber . -
SAINT-GOBAIN
17x]
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01 Brand tools

Ol1 The logotype
Non-white background

Logotype on
non-white background

The three-colour logotype is
automatically placed on a white w b r w b r
background. When used on eSAINTgAIN

coloured or photo background,
it is placed inside a white frame
that is at least as large as its
protection area.

*_‘;!_;,sﬂ‘ y

weber @ weber

SAINT-GOBAIN F.‘:\. SAINT-GOBAIN é_",
- P

SAINT-GOBAIN -] SAINT-GOBAIN :
o, *
| : b4
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02 Brand tools
O11 The logotype
Graphic symbol

On all communications

the complete logotype must be used.
There are some exceptions where use

of the graphic sign on its own is permitted:

- on the side of the Weber Guide
and foot of page

- on the internet (URL only)

- for smartphone apps

B

gk Fit asta Wieber

%er Guide

Smartphone app icon Side of the guide

W _

Graphic symbol Rounded square for protection area

806 y " Mortiers - Weber x
& — C [ www.weber.fr/accueil.html

Internet Favicon

Foot of page
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01 Brand tools
O11 The logotype
3D logotype

This is the only 3D logotype allowed.

The thickness of the Weber letters
is white.

¥weber

SAINT-GOBAIN

(W

vy
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01 Brand tools

O11 The logotype
3D logotype dimensions

Dimensions and proportions
The thickness of the yellow pyramid
is twice that of the black volumes
(square, shadow and Weber letters).
The thickness of the white sphere
is 3 times that of the black volumes.

The thickness of the Saint-Gobain
name and the grey underline
is T divided by 4.

H=10T

]

e L=T/4
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01 Brand tools
012 The Point-it care*
Presentation and key principles

care” c'ajrec
"We care” is the Weber signature. It is expressed we

care

by the Point-it, an exclusive graphic code which

is a living element, compared to a static traditional

brand signature. It is possibly completed with the ~weber =weber

translation by the asterisk in local language
in the vertical yellow strip.

.I The Point-it can only be used with the Weber brand, not with the logotype of another sub-brand,
even if it belongs to Weber. In case of co-branding, the use of the Point-it has to be approved
beforehand by the Federal Brand Team.

2 The Point-it can only be used when Weber logotype is present on the support and when
there is a communication content. For instance, on the cover of any printed collateral.
It is not to be used for example on signage or stationery.

3 "We care’, as our signature, has to be a convincing approach, based on facts and proofs:
it is not just a visual element.

4 Use the Point-it as an illustration of the end-benefit aligned with "Weber, we care”.
Use the Point-it as a proof of our signature. When using the Point-it, make sure that
the message supports our signature through a product, a service and/or an informational text.

Weber - Identity guidelines - 34



01 Brand tools
01.3 The colour palette

Primary colours

Yellow: for titles on dark image background,
the Point-it colour, the vertical strip colour,
backgrounds and colour blocks on interior pages.

Warm grey: for titles on white backgrounds,
Point-it text and vertical yellow strip texts,
backgrounds and colour blocks on interior pages.

Pantone Process Yellow C

R255-G235-BO0O
CO-M0O-J100-NO
H#FAEIOO

Pantone
RS0 -G
Cc25-M
#63513D

7532 C
76 - B 64
35-J45-N65

Complementary colours

Pantone 2202 C
RO-G165-B223
C90-M0O-Y5-KO
H#OOA5DF

Blue, orange, pink and green: for highlighting words
in titles on the interior pages and graphics.

Pantone 151 C
R255-G130-BO
CO-M60-YI00-KO
HFF8200

Pantone 226 C
R208-GO-B1
CO-MI0O0O-YO-KO
#DOO006F

Pantone
R143-G173-B2l

C50-M0-YIO0-KIO
H#BFADIS

2301 C
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O1Bra nd tOOIS Why a custom designed font?

The Weber font is unique and exclusive,
014 Fonts it reinforces the personality of the brand with a mix
of care, simplicity and efficiency in its design.

Weber font is custom designed and used for sub-titles and running text

light light italic regular regular italic medium medium italic bold bolditalic

AAAAAAAAAA ABBCCCCDDDPDDPDEEEEEEEEEFGGG
HEITDTTTITTIKKLLLULELEMNNRNNNROOOOOOOPBOCEP
PQRRRRSSSSSTTTTTUUODUULUUODYUVWWWWWXYY
YYZZZ2Zaaaadaaqgadamebccccododdedééeeeeelfgdy
GhRiIITTTiTijTjjkkITIHtmnNnARNNAOCOOOBOEOPOpPbQrT
rsss8ssBUELLLOCOUVOUU0OYUVWWWWWXYQggUygzzzhiflAQ
0123456789/ lh¥%orass®t234r23N\: Ny 2" "/ _{}[]--
—ky syt fCSELEY R~ =>20 [ << a-XE% % +ENVI&ENQ] ]
©ct+°c9ge g™~ CABBTIIIOEEXS3

MMKKNMTMHONPCTYYOoOXYUUWLAbbBIbHSEDITI R IO
PHOVFIFXKHYYXYhIOMEBYaberfrgoeéxammkknMHoONpPC
TUUDOXUYULWWLASbbbbHhSaiTjhIOGABOVFEFXKHYYXYhIlaoW
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01 Brand tools
0l.4 Fonts

Weber Name is used for naming with Weber so it has exactly the same
spacing between letters as for the logotype.

Just type the asterisk key (*) on the keyboard to make the weber name appear.
Examples of product naming: weber.floor, weber.fix plus, weber.sys protec
Examples of naming with Weber: weberacademy, weberspot, weberdrive, uniwebersity

Weber Brush is useo only for titles and the Point-it.

RBCOEFGQHISJKLMNOPQRSTUVWXY?Z
abcdefghykimnopqrstuvwixyz0123456789

Calibri is used for running text in Office Suite.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghjklmnopqgrstuvwxyz0123456789
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01 Brand tools

01.5 Pictograms

pictograms are made ‘ l l
with the "Paintbrush Wide"

artistic stroke of Adobe

lllustrator. There are only —
2 different widths of stroke

in each drawing and these )
following 2 colours:

Pantone 7532 C

R99 -G 8l-B6l
C25-M35-J45-N65
#63513D

Pantone Process Yellow C
R255-G235-B0O
CO-M0-J100-NO
HFAEIOO

Weber - Identity guidelines - 38



01 Brand tools
Olo Imagery

The double image

The double-image principle is
an exclusive way to implement
the care concept in relation

to the construction market.

Imagery on covers is composed
of 2 images contrasting each
other with colours or focus.
Keep the images simple,

legible and modern.

Major usages of double-image
are printed collateral covers

of any format and printed
advertisements. Examples:

AB, A4, A3, horizontal or vertical,
4 x 3 m advertisements,

40 x 60 cm poster, etc..

* because you care

we
care”

"weber

SAINT-GOBAIN

The upper image represents
the customers, the workers.

It can be darker with blur

or simple background

and neutral area for

a better legibility of the title.

The lower image represents
the benefit for the end-user or
the end-consumer. The Point-it
can only be used in the lower
image. Pay attention not to use
the same yellow in the picture
for a better legibility of the
Point-it.
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01 Brand tools

Ol Imagery
Examples of double image

People are always present in the Weber imagery.

It can be one or several persons to show sharing spirit.

Some focus can be used on faces, hands or feet to express
the care. There must be a contrast (focus, colour, density..)
between the upper image and the lower image to distinguish
each other and keep them complementary.

Weber - Identity guidelines - 40



01 Brand tools
Ol Imagery

The upper image

People are always present.
Some focus can be used on hands to illustrate the care promises.
Keep neutral or blur areas for titles.

Weber - Identity quidelines - 41



01 Brand tools
Ol Imagery

The lower image

People are always present.

Some focus can be used to illustrate the care promises.

Avoid bright yellow for a better legibility of the Point-it.

Weber - Identity gquidelines - 42



01 Brand tools
Ol Imagery
Focus images

Some focus can be used to simplify and illustrate the care promises.
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01 Brand tools
Ol.e Imagery
Hands images

Hands are highly recommmended to illustrate the care promises.

1e
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01 Brand tools
Olo Imagery

Don’'ts!

1 Don't use complicated images
2 Don't choose stereotyped postures

3 Don't choose hard contrasted images
4 Don't use yellow close to the Point-it

5 Don't use white backgrounds

6 No images without human presence

Weber - Identity guidelines - 45



01 Brand tools
017 The graphic structure

Presentation

The new graphic
structure is applied

on the covers of every
type of communications.

The iconic and vibrant
yellow conveys the
institutional message
of the brand.

Always use this structure
to ensure a coherent
Weber identity.
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01 Brand tools
O1.7 The graphic structure

Dimensions
S=D/40
o o
ti 1,25%S R=S
L /
The graphic structure on ‘
covers is ruled by a square.
One side is equal to the
diagonal of the format Titles area
divided by 40.
Title in

The titles and sub-titles Weber Brush
slide right-justified in the
upper image. In case Submtitle in
of title on 2 lines, the first Weber
is in yellow and the second
one is in white.

The Point-it area is in the D:D:I

lower image with
a protection area of one
square around.

we |
care

Point-it area

The translation linked to
the Point-it is inside the
yellow vertical strip at B
a distance of one square Y. W
from the bottom.

[ ]

* because you care

The logo is 6 squares wide :‘WGSQTGGOBAI;
and the point-it is 4 HEREEN

squares wide.
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01 Brand tools
017 The graphic structure
Dimensions

The minimum height
of the white space
with the logotype

is 4 squares high.

The maximum height
of the white space
with the logotype

is 11 squares high,
allowing to use
product names,
product images

and various texts

in the white area.

There is a protection
area of 1 square all
around the logotype

without any element eber.product

H H Lorem ipsum dolor sit amet, consectetuer

InSIde Ond CllSO at the adipiscing elit, sed diam nonummy nibh

r|ght and at the top euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim

of the page. veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisl ut aliquip
ex ea commodo consequat.

The upper image
and lower image Sweber Sweber

. SAINT-GOBAIN SAINT-GOBAIN
are the same height. .
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01 Brand tools
01.8 Editorial rules

1 How to write titles
Never write the titles only in capital letters.

> How to write "Weber” in a block of text
When the name "Weber” is written in a text,
it is not necessary to write it in bold.
In a text, wherever the name "Weber" refers to the company
or brand (when the use of the complete logo is not possible)
it should be written as follows:
Weber always with a capital "W,
Only exception permitted is if the whole text is in capitals:
LOREM DOLOR WEBER AMET,
WEBER can be written in capitals.

How to write product names

3 A product name should always be written with a lowercase "w"
and in Weber Name: weber.col standard

Weber - Identity guidelines - 49



01 Brand tools
01.9 Editorial style

Weber is by nature people-orientated.

Weber takes into account the consumer point of view.
Weber communicates in harmony with how it behaves.
Weber always proves what it claims in an objective way.

As a consequence, Weber's style can be described as follows:

direct and simple but not simplistic
friendly and empathetic but not informal
affirmative and serious but not arrogant or over-promising

respectful and open but not opportunist

Weber - Identity guidelines - 50



02 Applications

021 Stationery

Letterhead / business card

Letterhead 21 x 29.7 mm

Business card 85 x 54 mm

- Logotype positioning : centred

Body size  Leading

® First and last name: 9 o
Weber medium

© Title: 6 9
Weber light

© Company: 7 13
Weber medium

® Address / information: 6 9

Weber light

All the text : 10 letter spacing,
left alignment, colour Black 75%

4 mm

"weber

SAINT-GOBAIN

35 mm

@ obtite

© First name Last name

9 Company name
@ 00 street name

ntry

T T
|
|
|
|
1

"weber

SAINT-GOBAIN
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02 Applications
021 Stationery
Letterhead

@ The body of the text should use Calibri set at 11 pt

and single-spaced, left alignment.

Weber Medium 85 pt leading, center alignment,
pantone 423 or black 75%.

© Weber Light upper and lower case,

6 pt body font size, 6 pt leading, left alignment,
Pantone 423 or black 75%.

@ The Company name, address and contact information:
Weber Light upper and lower case, 7pt body-font size

1

10 mm 18 mm 8 mm 28 mm
° o o o ° o
! | [ | !
| o 6 mm ! |
| Lo t N o Wiy i |
I (. 15 mm w ber I
| o = SAINT-GOBAIN_ — I 2,5mm |
| I ‘ |
| Lo ‘ |
[ Lo : [
| I ‘ |
| I ‘ |
[ I o - T
[ I o [ ‘
| | | ‘ | Company name | I
| | First and last names |
| | | | Job title or position | |
| | | | Street name and number |
| | | | | Area code and city | |
[ I : ‘ [ ‘
[ Lo - === = + - =
e [E—— ! |
| I I |
el b I |
I I I |
b | I |
| [ I |
| I I |
l (. ‘ [
| o I |
| [ I I
| I I |
F [ I I
| [ I I
| I I |
Fox ose [ I I
| [ I I
| [ I I
[ [ I |
f I I |
| I I |
| I I |
| I |
| I I |
| I I |
I I I I
| I I |
| o I |
| I | |
I I I I
| I I |
| o I |
| I I |
| I I |
| I |
| I |
| e || Heod Offce « Street Nam |
I L I
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02 Applications

*

. | | | |
021 Stationery ) S ;
e W sbgrwj . |
AINT-GOBAIN — 9 MM |
Letterhead (left address) o - ‘ : ‘
| Lo ‘ |
|
- | |
O -t : |
f L |
. 11 |
reet name and number !
@ The body of the text should use Calibri set at 11 pt I Arescoma Gty | |
. . |
and single-spaced, left alignment. [ ! |
|
e\ | : I :
@ The Company name, address and contact information: e I | |
Weber Light upper and lower case, 7pt body-font size, l o \ l
Weber Medium 85 pt leading, center alignment, | . : |
Pantone 423 or black 75%. ) Lo | |
[ | | |
| [ I I
© Weber Light upper and lower case, ; o | |
6 pt body font size, 6 pt leading, left alignment, | . : |
Pantone 423 or black 75%. | Lo | |
\ | | |
| [ I I
f [ I |
B | |
|
— | |
| | | | |
| | | | |
| | | | |
| | | | |
| | | | |
| | | | |
| | | | |
| | | | |
L | l
| | | | |
I I I SA\mAIN I
@ |
| | | |
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02 Applications
021 Stationery

Correspondence card
and envelope

_ | et
7 mm [ |
- [
I Correspondence card 210 x 105 mm
6 mm
10 mm {
o compamgmame _ . _ _ o
10 mm
I I

10mm[
-

- "weber

SAINT-GOBAIN_— —

— 1 25mm

Envelope 220 x 110 mm
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02 Applications
02.2 Printed collateral
A4 format / covers

Lorem ipsum
amet

eeeeeeeeeeeeee ipiscing

"weber

SAINT-GOBAIN

* because you care
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02 Applications

021 Printed collateral

A4 format / back-covers

Corporate back 1

Corporate back 2

Corporate back cover

@ Area dedicated to the brand
expression and/or
the brochure theme.

© Area dedicated to company name
and address and contacts.

© Area dedicated 0 -

to the group logotype.

@ Area dedicated to legal
and financial disclaimers,
and printing specifications.

- No Weber logo to be
used on the back cover.

Commercial back cover (2]

Footer includes Weber
logotype and company
name, address and ©—
contact details, etc.

www.website.com
Company name
00, strest name
city
iy

Commercial back

County
Tel: +33 (0)1 00 00 00 00
x

Fo 0000

Saint-Gobain Weber France
Rue de Brie - BP 84 - Servon
77253 Brie-Comte-R

fr
webmastergweberfr

"weber

SANT-GOBAIN
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02 Applications
02.2 Printed collateral
A4 format / interior pages

Weber Brush title

Yellow background

a2

Ad minim ve

.

Lorem ipsum dolor
sit amet,
consectetuer
adipiscing elit, sed
diam nonummy
nibh evismod
tincidunt ut laoreet
dolore magna
aliquam erat
volutpat. Ut wisi
enim ad minim
veniam, quis
nostrud exerci
tation ullamcorper
suscipit lobortis nis|
ut aliquip ex ea
commodo
consequat.

hiam

Lorem ipsum dolor sit amet

"weber

Enim ad minim

Lorem ipsum dolor sit amet

Verunt lectores legere me lius quod ii legunt Saepius.

Claritas est etiam processus dynamiCus, qui sequitur
mutationem consuetudium Lectorum. Mirum est notare
quam littera. Eodem modo typi, qui nunc nobis videntur

o
!J

parum clari, fiant sollemnes in futurum.

Lorem ipsum dolor sit amet,
consectetuer adipiscing elt,
sed diam nonummy nibh
evismod tincidunt ut laoreet
dolore magna aliquom erat
volutpat. Ut wisi enim ad
minim veniam, quis nostrud
exerci tation ullamcorper
suscipit lobortis nis! ut aliquip
ex ea commodo consequat.

Duis autem vel eum iriure.
dolor in hendrerit in
wulputate velit esse molestie
consequat, vel illum dolore
eu feugiat nulla facilsis at
Vero eros et accumsan et
iusto odio dignissim qui
blandit praesent luptatum
2zril delenit augue duis
dolore te feugatt nulla facilisi
Nam liber tempor cum soluta
nobis eleifend option congue
nihil imperdiet doming id
quod mazim placerat facer
possim assum. Typi non
habent claritatem insitom.

Yellow colour block
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02 Applications
02.2 Printed collateral
A4 format / interior pages

One complementary colour
for accentuation per double-page

The frame for visual is always
curved at least on one side

Enim ad minim

Lorem ipsum dolor sit amet

Lorem ipsum

Verunt lectores legere me lius quod ii legunt
Saepius. Claritas es etiam processus
dynamiCus, qui sequitur Lorem ipsum dolor
sit amet, consectetuer adipiscing elit, sed
diam nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat

Verunt lectores legere
me lius quod ii legunt
Saepius. Claritas es
etiam processus
dynamiCus, qui sequitur

Lorem ipsum dolor sit amet,
consectetuer adipiscing eli,
sed diam nonummy nioh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpot. Ut wisi enim ad
minim veniam, quis nostrud
exerci tation ullamcorper
suscipit lobortis nisl ut aliquip
ex ea commodo consequat.

Duis autem vel eum iriure
or in hends "
vulputate velt esse mo
consequat, vel ilum dolore
eu feugiat nulla facilisis at
vero eros et accumsan et
iusto odio dignissim qui
olandit praesent luptatum
22ril delenit augue duis
dolore te feugait nulla facilisi

"weber

hendrerit in vulputate velit
esse molestie consequat, vel
illum dolore eu feugiot nulla
facilisis at vero eros et
accumsan et iusto odio
dignissim qui blandit
praesent luptatum zzril
delenit augue duis dolore te
feugait nulla facilisi

Lorem ipsum
dolor sit amet,
consectetuer adipiscing
elit, sed diam nonummy
nibh euismod tincidunt ut
looreet dolore magna
aliquarn erat volutpat. Ut
‘wisi enim ad minim
veniam, quis nostrud
exerci tation ullamcorper
suscipit lobortis nisl ut
aliquip ex ea commodo
consequat.

Duis autem goior in
hendrerit in vulputate velit
esse molestie consequat,
vel illum dolore eu feugiat
nulla facilisis at vero eros
et accumsan et iusto odio
dignissim qui blandit
praesent luptatum zzril
delenit augue duis dolore
te feugait nulla facilisi,

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nich
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad
minim veniam, quis nostrud
exerci tation ullamcorper
suscipit lobortis nisl ut aliquip
ex ea commodo consequat.

Lorern ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nich
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad
minim veniam, quis nostrud
exerci tation ullamcorper
suscipit lobortis nisl ut aliquip
ex ea commodo consequat.
dolor in hendrerit in
vulputate velit esse molestie
consequat, vel illum dolore
eu feugiat nula facilisis at
vero eros et accumsan et
iusto odio dignissim qui
blandit praesent luptatum
2zril delenit augue duis
dolore te feugait nulla facilisi

vero eros et accumsan et
iusto odio dignissim qui
blandit praesent luptatum
22ril delenit augue duis
dolore te feugait nulla facilisi

Lorern ipsum dolor sit
amet, consectetuer
adipiscing elt, sed diam
nonummy nibh euismod
tincidunt ut laoreet dolore
magna aliquam erat
volutpat. Ut wisi enim ad
minim veniam, quis
nostrud exerci tation
ullamcorper suscipit
lobortis nis! ut aliquip ex
ea commodo consequat.

Duis autem vel
@UM dolor in hendrerit
in vulputate velit esse
molestie consequat, vel
illum dolore eu feugiat
nulla facilisis at vero eros
et accumsan et iusto odio
dignissim qui blandit
praesent luptatum zzril
delenit augue duis dolore
te feugait nulla facilisi,

"weber

P

Texts in black with one complementary
colour for accentuation

Vertical yellow strip Warm grey background
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02 Applications
02.2 Printed collateral
A4 Format / interior pages grid

A grid defines
the positioning
of graphic elements

such os colou Ad minim veni
blocks, images, titles "
or jUStiﬁed text blOCkS. Uorem ipsum dolor $it amjet

Lorem ipsum dolor
sit amet, conse
H tetuer|ad|piscing
elit| sed diam
nonummy nibh
levismpd fingidunt
ut laoreet dalore
magna aliquagm
lerat volutpal. U
wisi enim ad minimn
veniarn, quis |
nostryd exerci
tation ullamcorper
suscipit lobortis nisl
ut aliquip|ex ea

T

O

cornmod

consenuaqt.
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02 Applications
02.2 Printed collateral
Interior pages rules

1 ror backgrounds, use only primary colours (yellow or warm grey), full page or half-page,
and one complementary colour for accentuation in texts per page or double-page.

The frame for visual is always curved and the frame for texts is always squared.

3 The yellow vertical strip is used to accompany text group or visual,
MAaximum oNnce per page.

& Main titles are always in "Weber Brush” in warm grey with possibly
a word in the complementary colour used for this page or double-page,

sub-titles are always in Weber font in black.

5 Textsare always in Weber font in black and the complementary
colour used for the page or double-page can be used for highlighting.
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02 Applications
02.2 Signage
Site entrance totem

Totems and wall plates are
based on a modular
principle that organizes
information levels (please
refer to Saint-Gobain
signage rules for the
construction and the
proportions).

‘ L L/4
. AT
E SAINT-GOBAIN
%gﬁ Head office
- Zweber
/\,

L4 |

Single brand site

— u,,,i 70

The largest logotype determines the size

of the other logos. The Saint-Gobain

endorsment in the logotypes should be the same
size. Logotypes appear in alphabetical order.

1T
SAINT-GOBAIN

Schuman Tower

@"’ Gyproc

of SAINT-GOBAI

Isover

SAINT-GOBALII

"weber

SAINT-GOBAII

g KS[Ee name

The Saint-Gobain
endorsements are
the same size

Multiple brand site
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02 Applications
02.2 Sighage
Reception area / exhibition signage

The identity must be visible in the visitor
reception area at the building entrance;
two types of signage are possible

" '*‘ N
depending on the reception area design: — esgeeosﬂ
- wall marking

-~

- reception totem SAINT-GOBAIN
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02 Applications
02.2 Sighage
Direction totems / wall plates

Direction totems are designed to guide
pedestrian and vehicular traffic on-site.

Wall plates are used to relay the
information provided by the site signage.

Site name

Destination Alpha

Destination Beta

TN

Destination Gamma

2

Destination Alpha

Destination Beta

Destination Gamma

R A

z
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02 Applications
02.2 Sighage
Flags and totems

Banners and flags

May be used to reinforce the identity
of an office building or production site.

"weber

SAINT-GOBAIN

Multi-brand:

More than one brand should never — oo

appear on the same flag. Therefore

1

there should be as many flags as
brands represented.

Totem or board

The largest logo determines
the size of the other logos.
The Saint-Gobain endorsment
in the logos should be the
same size. Logos appear

in alphabetical order and
centered in the height

of totem or board.
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02 Applications
02.2 Sighage
External communication banners

Can be used at events, for customer
communications, etc.

Not to be used in office buildings
or production sites.

The width of the yellow strip
is the width of the banner divided by 5.

SAINT-GOBAIN

| I

SAINT-GOBAIN

eber

W

W

1

Weber - Identity guidelines - 66




02 Applications
02.3 Goodies

One-colour logo
on clear or dark backgrounds

It is possible to use this design on
goodies when printing of the 3-colour
logotype is not technically possible.

" weber ®weber

SAINT-GOBAIN SAINT-GOBAIN

The only accepted colours are:
yellow, white, gold, silver and black.

" weber

AIN SAINT-GOBAIN

(N
=

Minimum size: 24 mm

Don't use object with other
bright colour than yellow.

er "weber

NT-GOBAIN SAINT-GOBAIN

1%

Tweber

"weber

SAINT-GOBAIN

SAINT-GOBAIN
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02 Applications

02.4 Accessories

For all accessories, the colour logotype
is mandatory.

The graphic symbol cannot be used
separately from the brand.

Embroidery:
- on white background only,
embroider the sphere in white
- on all other colours, embroider
the white protection area around the logo

SANT-GOBAN

SAINT-GOBAIN

eber

Twi

|
|

‘‘‘‘‘‘‘‘‘‘
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Credits: Gettyimages / Offset / Plainpicture / Shutterstock

Conception Adrien Leroy
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SAINT-GOBAIN




