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Welcome. These guidelines define what
makes the LeasePlan brand different

and explain how to create the ‘look & feel’
of the LeasePlan brand identity.

Consistent expression of the LeasePlan
brand can only be achieved by
understanding and using these guidelines.

Please take a look inside and familiarise
yourself with everything that makes us unique.
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Providing sustainable carefree car mobility. That's why
we keep asking ourselves: What's next?

We love people who set things in motion.
This entrepreneurship mind set created us.

It is how we changed the world of leasing
more than 55 years ago. And what keeps us
innovative to this day.

We love to bring freedom of mobility to

you. Because people and businesses need
movement. Movement to progress and
flourish. Our mission is to make this hassle
free and affordable. With an easiness that
makes you smile. So, you can focus on what's
important for you. And have the freedom to
do what you want.

It keeps us focused. Focused on doing the
right things for you. Keeping our promise:

Providing you with sustainable carefree car
mobility. Today and tomorrow. That's why we
keep asking ourselves: what's next?

Download the Brand Manifesto & Canvas

for more information on our brand promise
and story.


https://www.leaseplanbrand.com/web/6ebd29d5cc4c4c92/brand-manifesto/

LeasePlan

What's next?




ePlan brand guidelines | A 7

Our brqnd identity




LeasePlan brand guidelines | August 2021

Our brand identity

21 Our brand toolkit

Logos The journey line

Journey line

Wordmark

LeasePlan

LeasePlan

\

Colour palette Photography

Blood Orange

Mid Orange Light Orange

Grass Green Fresh Green

Aqua Blue Petrol Blue

Icons - Small and Large

2 & @ @
& ® @ B

Corporate typeface

LeasePlan Sans

Light & [talic
Regular & Italic
Bold & Italic

Information graphics

50% 304m
361m
a25m
as5m
304m
I ;'
e 2015 425m
4s5m

Alternative logos

System typeface

Arial

Regilar Bold
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Allillustrations for inspiration only
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Our logo
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Our logo

31 Logo

Inside versions

Outside versions

LP_journeyline_solid_logo_inside_2

LeasePlan

LP_journeyline_solid_logo_outside_4

LeasePldn

LP_journeyline_solid_logo_inside_3

LP_journeyline_solid_logo_inside_6

LP_journeyline_solid_logo_outside_5

LeasePlan

Always use the master artwork files provided
and never try to re-create the logo or change
itin any way.

Inside versions

The inside versions of our logo have a
wordmark that lies entirely within the journey
line. They may be used on all backgrounds
and colours (as specified in section 3.4).

Outside versions

The outside versions of our logo have a
wordmark that reaches outside the journey
line. They should not be used on white/light
backgrounds as the wordmark will not be
fully legible.

Cropping logos

Alllogos except logo 6 and the alternative/
small use logo must be cropped on at least
one side.

They can be cropped from all sides but must
respect the minimum clearance area.

They should not be used together with a
journey line on the same visible surface.

All'logo master artworks are available to
download.

Always ensure the journey line ends in an
upwards direction.

In the United States (LPUS) logos 2 & 6
can’t be used.
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3.2 Logo tagline lockups

Inside version

Outside version

LP_journeyline_solid_logotag_wht_inside_2

| 4

LeasePlan

What's next?

LP_journeyline_solid_logotag_wht_outside_4

LeasePldn

What's next?

LP_journeyline_photo_logotag_wht_inside_2

W

LP_journeyline_photo_logotag_wht_outside_4

LP_journeyline_solid_logo_inside_6é

What's next?

LP_journeyline_solid_small_logotag_inside_rgb

LeasePlan

Our tagline
We use our tagline to communicate our
strategy across all of our brand expressions.

When using the tagline in copy, the tagline may
be translated to the corresponding language.

When the tagline is used within the
logo it should always appear in English,
‘What's next?".

Our lockups

There are inside and outside versions of

the lockup. The inside version can be used
on all backgrounds and colours. The outside
version should not be used on white/light
backgrounds as the wordmark will not be
fully legible.

Using our tagline
We have two logo versions which use the
tagline as a lockup.

Ensure to respect the logo tagline lockup
exclusion zone.

"What's next?’ can also be used in a number
of other ways, such as:
- a headline
- a sub head or conclusion to a headline,
to make a stronger point
- call to action or sign off

Not all journey lines can be used with the
"What's next?’ tagline. Use only the logo
tagline lockups provided.

You can see examples of how we can use our
tagline in the various options in Section 10.
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3.3 Exclusion zone

. Our logos may be positioned on top of
Primary logo
photos or panels of flat colour.

The recommended exclusion zone around
our wordmark is shown here. The minimum
clear space (X) is equal to the height of

the letter 'P’.

Type and other graphics should never
encroach on this minimum exclusion
zone (with the exception of the tagline,

7//4/ " see section 3.2).

s LeasePlan

Logo tagline lock-up Examples of misuse

7 7 v 4

v 4 ,LeasePlan ,LeasePlan

& €259 4M 48
ol |

N

,A What's next?
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3.4 Alternative logos

Alternative logo on solid colour

LP_journeyline_solid_alt_logo_inside

22mm

LeasePlan

Minimum size

Alternative logo 2-colour

LeasePlan

LP_journeyline_mono_alt_logo_inside_whiteorange

Alternative logo mono colour
(Positive and Reversed)

LP_journeyline_mono_alt_logo_inside_orange

LeasePlan

LP_journeyline_mono_alt_logo_inside_white

Wordmark logo

The alternative logo should only be used in
exceptional circumstances when the logos
can not be cropped or reproduced in
full-colour.

Minimum size

At Minimum size, the alternative logos are
still clearly legible and provide a strong level
of identification. None of these alternative
logos should be smaller than 22mm width.

The alternative logo mono colour positive
version should only be used when the

full colour option is not possible

e.g merchandise etc.

The alternative logo mono colour
reversed version should only be used
on Black or Orange.

When it's not possible to use the alternative
logo e.g. the space for the logo is too smalll,
you can use the wordmark only logo. This
is the LeasePlan wordmark without the
journey line. It can only be used in white

or mid orange and it's only to be used for
merchandise.
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3.5 Backgrounds

Logo

LeasePlan

On White (for logos 1, 2, 3 only)

LeasePlan

On 100% Petrol Blue

LeasePlan

LeasePlan

K

On 100% Light Orange On 100% Blood Orange

LeasePlan
LeasePlan

On 100% Fresh Green On 100% Aqua Blue

On 100% Mid Orange

On photography

LeasePlan

LeasePlan

On100% Grass Green n 100% Steel

Alternative logos

LeasePlan

W

Mid Orange on White

On White On 100% Mid Orange

White on Mid Orange

On 100% Blood Orange

Permitted backgrounds

There are 5 versions of our logo (see section
31). Only versions 2, 3 & 6 can be used on
white backgrounds. “Outside” logos shouldn’t
be used on white as part of the "LeasePlan”
wordmark will not be visible.

Alllogos can only be used on any of our

primary or secondary colours. They can't
be used on shades of secondary colours.
photographic backgrounds to ensure the
wordmark is fully legible (see section 3.6).

When placing the logo on a Blood Orange
or Mid Orange background, do not use the
master files for use on photography or apply
a hard light filter on the logo.

On-photography logo files

We have created master artwork files
specifically for use on photography
(see section 3.6).

Restricted printing

If a full-colour logo is not practicable
(such as a newspaper ad), use the
Alternative logos.

Examples on page 55 & 56 for what to do when a logo is half
on solid half on transparent. The logo should not be split or
made partly solid/transparent.

Guidelines for using the logo on photography are discussed
in greater detail in section 3.6.
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3.6 On-photography logos

Inside version Outside version

LP_journeyline_photo_logo_inside_2 LP_journeyline_photo_logo_outside_4

LeasePlan

LP_journeyline_photo_logo_inside_3 LP_journeyline_photo_logo_outside_5

LeasePlan

LP_journeyline_photo_logo_inside_é

Our logo may be placed on top of
photographic images, but it's important
to ensure the wordmark remains fully
legible on lighter tones.

We have created master artwork files
specifically for use on photography.
Always use the master artwork files
provided and never try to re-create
the logo or change it in any way.

See section 31 for details of the master
artwork library.
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3.7 Exceptional vertical formats

Skyscraper banner

LeasePlan

LeasePlan

LP_journeyline_solid_logo_inside_é6 LP_journeyline_solid_logo_inside_2

Large vertical formats

=Y [{=1%V6]y!

LeasePlan

LP_journeyline_solid_logo_inside_2 LP_journeyline_solid_logo_inside_6

In extreme vertical formats, the clear space
zone and positioning should be applied
around the wordmark on the left and right
sides of the logo.

The vertical distance from the wordmark
to edge of the format should be at least 2X.

The right-hand side of the journey line should
always finish pointing upwards.

Larger vertical formats only

For large-format environmental uses
(e.g. flags or signage), it is acceptable to
rotate the logo 90 degrees (i.e. vertical).
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3.8 Examples of misuse

W

LedsePlan
Do not separate the wordmark Do not change the colour of any of Do not add any effects to the logo, Do not greyscale the logo.
from the journey line. the logo elements. i.e. drop shadows.
<
L3
W
2 )
Do not stretch the logo or Do not rotate the logo. Do not tint the logo. Do not place the logo on
add perspective. complex shapes or devices.

Do not enlarge or alter the wordmark. Do not alter the wordmark typeface. Do not create logo taglines.

LeasePlg

Do not place the logo on gradient Do not place the logo on complex Always ensure the full wordmark is legible. The logo should always be cropped.
backgrounds coloured backgrounds.

Always use the master logo files

A strong brand is applied consistently.

Itis important that our logo is never altered.
Shown here are a few simple things to avoid.

Always use the master logo artwork files
from the logo artwork library and do not
alter or distort the logo artwork in any way.

[tis never allowed to create new logos. Not
for products, services, programmes, teams or
internal projects.
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Our journey line
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41 Journey lines and backgrounds

On White

¢

R

LP_journeyline_solid_2 LP_journeyline_solid_3 LP_journeyline_solid_4 LP_journeyline_solid_5 LP_journeyline_solid_é

On Mid Orange

LP_journeyline_solid_2 LP_journeyline_solid_3 LP_journeyline_solid_4 LP_journeyline_solid_5 LP_journeyline_solid_é

On Blood Orange

LP_journeyline_solid_2 LP_journeyline_solid_3 LP_journeyline_solid_4 LP_journeyline_solid_5 LP_journeyline_solid_é

On photography

D

p

LP_journeyline_photo_2 LP_journeyline_photo_3 LP_journeyline_photo_4 LP_journeyline_photo_5 LP_journeyline_solid_6

Our journey line exists in five energetic
expressions, to work across multiple formats
and applications.

Alternative versions of the journey line should
not be created.

Solid backgrounds

The journey line has been created to be used
on White, Mid Orange and Blood Orange
backgrounds. It should never be used on any
other colour background.

Photo backgrounds

Our journey line may be positioned over
photographic images. We have created
‘'on-photography’ journey line master
artworks specifically for use on photography.
No other journey line artworks should

be used over imagery.

Take care when placing the journey line over
imagery. Ensure the storytelling of the image
is clear; do not obstruct key elements or
people's faces.

Our journey lines must be cropped
The journey lines should always be cropped
on at least one side of the artwork.

They can be cropped from all sides but
must respect the minimum clearance area.

They should not be used together with
a primary logo on the same visible surface.

Always ensure journey lines end in
an upwards direction.

All journey line master artworks are available
to download.
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4.2 Journey lines as a supporting element

Journey line with brand photography

LP_journeyline_solid_2

LP_journeyline_solid_5

LP_journeyline_solid_3

Watermark journey line

Watermark on aqua blue

Watermark on mid orange

Journey line with brand photography

For magazines, white papers, PowerPoints &
branded brochures you can use the shape of
the journey line with an image inside it to give
more variation in the design.

Only LeasePlan brand images should be
used inside the journey line and this variation
should only be used in the specific materials
mentioned above.

The other guidelines around the journey line
still apply, mainly: the journey line should
always be cropped on at least one side and it
should always end going up.

The journey line with brand photography
should never be used in materials that do not
also contain the LeasePlan logo.

Watermark journey line

For use on the leaseplan.com website and
PowerPoint you can use the “watermark”
journey line as a supporting design element.
The watermark journey line can be used in
petrol blue, aqua blue, mid orange and fresh
green only.

The watermark journey line shouldn't replace
the use of the full colour journey line but
should be used secondary to the full colour
journey lines.

The watermark journey line should never be
used in materials that do not also contain the
LeasePlan logo.
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4.3 The journey line in use

Allillustrations are for inspiration only.

The journey line graphic device adds colour,
dynamism and movement to enhance
images and backgrounds.

The examples here show how the journey line
can be applied across a range of touchpoints.

As arule, the journey line should never be
seen in full. It should run across most or all
of the background and be cropped at one
or both ends.

Do not use multiple journey lines. Only one
journey line should be used over a single
photograph or colour background.

Always ensure the journey line ends in an
upward direction.

Two sets of journey line master artwork files
are available to download:

1. On-photo background journey line
master artwork

2. On-solid background journey line
master artwork



23

Our colours
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51 Primary and secondary colour palette

Primary colour palette

Mid Orange

Pantone 3564c
CO Mé65 Y95 KO
R240 G100 BO
HEX #F06400

White

CO MO YO KO
R255 G255 B255
HEX #FFFFFF

Pantone 144c
CO M50 Y95 KO
R237 G139 BO
HEX #ED8B00

Light Orange Blood Orange

Pantone 1665¢
CO M78 Y95 KO
R238 G76 B20
HEX #EE4C14

Secondary colour palette

Grass Green

Pantone 2272c
C75 MO Y86 KO
RO G154 B23
HEX #009a17

Fresh Green

Pantone 2292c

C43 MO Y100 KO
R169 G201 B14
HEX #a9c90e

Aqua Blue

Pantone 7710c
C75 MO Y37 KO
RO G177 B175
HEX #00b 1af

Petrol Blue

Pantone 3025c o Pantone Cool Grey 11c
C5MO0 YO K80
R84 G86 B86
HEX #545656

Orange gradient

From Light to Blood Orange

Primary colour palette

Our primary colour palette is simple yet distinctive. The
use of these colours in our communication helps build
brand awareness by creating a sense of familiarity
among our target audience.

Blood Orange, Mid Orange, Light Orange and White

are our core brand colours. They are used in our logo and
journey line as a consistent thread running through all our
brand material.

Mid Orange

We use Mid Orange as a default primary colour. Always
choose Mid Orange as a first option when you start
working with our colour palette.

White
White is also important and should be used generously in
all our brand communication.

Light Orange and Blood Orange

We use Light Orange and Blood Orange colours to
give contrast and add visual diversity to all marketing
communication.

Blood Orange on-screen

For on-screen applications, where possible try to avoid
the use of Blood Orange, particularly for solid fills or large
areas.

Secondary colour palette

A set of secondary colours has been developed for use
in illustrations and information graphics, such as graphs,
diagrams and tables. These colours should be used
minimally after using all the primary colours.

They may be used as solid colours (100%) or in the
permitted tint values shown here (20%, 40%, 60%, 80%).
Using tints helps extend our colour palette for illustrations
and information graphics with large amounts of data or
key information that needs visual differentiation. When
using % of secondary colours, the 100% secondary colour
should also be present. It is not allowed to use a % of
orange colours.

Steel should be used for all body copy.

Large main headings and key information text may
appear in Blood Orange or Mid Orange.

Orange gradient

Itis allowed to use an orange gradient (from Light to
Blood Orange) as a background colour and as a text
colour.
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5.2  Primary colour palette in use

Blood Orange

Light Orange

Blood Orange

White

Allillustrations are for inspiration only.

Light Orange

The momentum
of a journey.

An expression of energy
that comes from being
able to move forward,
your way.

These examples show our primary
colour palette in promotional and
corporate communication.
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5.3 Secondary colour palette in use

AquaBlue AquaBlue Greel These examples show our secondary
colour palette in promotional and
corporate communication.

Marque Mix (%)

Petrol Blue

Grass Green

Grass Green  Aqua Blue Petrol Blue Fresh Green | Steel Grass Green  Aqua Blue Petrol Blue Fresh Green

Allillustrations are for inspiration only.



eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee

Our typography

| easePlan
SanNs

6.0




LeasePlan brand guidelines | August 2021

Our typography 28

6.1 LeasePlan Sans - our bespoke typeface

LeasePlan Sans is a minimal, robust,
reliable & pragmatic geometric sans.
'ts clean shapes and generous x-height
make it a very competent face for both
display and body copy purposes.

LeasePlan Sans Light
ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghiklmnopgrstuvwxyz
1234567890, ?1%=+&*><#

LeasePlan Sans Regular
ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghiklmnopqgrstuvwxyz
1234567890.,:?1%=+&*><#

LeasePlan Sans Bold
ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghiklmnopqgrstuvwxyz
1234567890.,: 21 %=+&*><#

We have a bespoke typeface called
LeasePlan Sans, which has been specifically
designed for our use.

There are three weights available,
including italics.

In general, LeasePlan Sans Light and Regular

should be used in body copy. LeasePlan Sans
Bold should be used to highlight key information
or provided emphasis, when needed.

Refrain from using all uppercase characters.
Sentence case should be used as much as
is possible.

LeasePlan Sans is the typeface that should
be used for all marketing and
brand communication.

In exception to this rule, when Microsoft Office
Suite is used, we revert to our system
typeface, Arial (see section 6.3).
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6.2 LeasePlan Sans typeface in use

2%49,— 15%

per AR discount

Allillustrations are for inspiration only.

These examples show our bespoke typeface
in promotional and corporate communication.
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6.3  Arial - our system typeface

. Arial - our system typeface in use In some applications, it may not be possible
to use our bespoke typeface. In this case,
r I a we revert to our system typeface, Arial.

ABCDEFGHIKLMNOPQRSTUVWXYZ

Reg u I a r abcdefghikklmnopqgrstuvwxyz

1234567890.,:?1%=+&*><#

ABCDEFGHIKLMNOPQRSTUVWXYZ

I t a l i C abcdefghikkimnopqrstuvwxyz

1234567890.,:?1%=+&*><#

ABCDEFGHIKLMNOPQRSTUVWXYZ
o abcdefghikkimnopqrstuvwxyz

1234567890.,:?!%=+&*><#

ABCDEFGHIKLMNOPQRSTUVWXYZ

I ta I i C abcdefghikkimnopqrstuvwxyz

1234567890.,:?!%=+&*><#

A contemporary sans serif design, widely available
on Windows and Apple operating systems. Arial
contains more humanist characteristics than many
of its predecessors. The overall treatment of the
curves is softer and fuller than in most industrial-
style sans serif faces. Terminal strokes are cut on
the diagonal which helps to give the face a less
mechanical appearance.
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JA

Our photography style

Our photography captures the momentum
of ajourney, using a combination of images
to take you along with it.

[t communicates stories about real life and
real people. It covers a range of topics in the
industry, as well as our business globailly.

We focus on communicating the benefit
LeasePlan brings to its customers both in
private and business segments.

Style

We want our overall feeling to be a natural,
reportage style — real life in motion. It should
feel as though you are actually in the scene.

To create a feeling of the benefit we bring,
our images use natural light, to feel fresh
and positive.

We use varied scale and perspective to draw
the viewer into the story and capture the
benefit we bring to each of our customers.

Our reach is global therefore our demographic
should reflect this. Something for anyone,
anywhere, anyhow.

Please note that the photography section
will be further developed in the course of time.
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1.2  Storytelling with photography

Storytelling combination photography

We use our photography to tell our story
in a visually engaging and ownable way.

We must start with a clear view of what we
want to communicate to the reader and how
it will be delivered.

The majority of the time we use a combination
of two to three images to tell our story —
wide-angle, mid-range and close-up images
linked to create a visual story which will draw
you in.

Single images can also be used, but consider
how it links to the previous or next image(s)
that flow through the piece of communication.

We use three different types of imagery:
- Wide angle

- Mid range

- Close up

Things to avoid

Avoid using several busy images together
in any combination.

Avoid using images with conflicting content
or obviously different locations or topics.

Avoid using too many images which feel
grey or sombre.

Avoid images which use a colour filter or
feel treated or washed out.
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1.3  The Future of Mobility

Please note these are for demonstration, comparison & review. Individual images may belong to third parties and may not be
reproduced in any way.

The way we speak about the future makes
us unique. When we speak about it we
always do it the LeasePlan way.

The LeasePlan visual world shows how
mobility will progress in the near and
far future.

Even when we show the most progressive
scenarios, we do it driven by optimism, using
images with real people, real life,

real benefits.

One image can't express everything our
brand stands for; but each of these examples
demonstrates, regardless the audience, our
vision of the future as something natural,
achievable and sustainable.

Art Direction

Showing the merge between the most
futuristic scenarios with the most
sustainable lifestyles.

People interacting with the most advanced
technology in an informal way

Highlight, when possible, the common
benefit of innovtion for the society and the
environmentAll the principles of the previous
slides still apply.

Photography Styling
Modern man-made technology in beautiful
natural or historic urban environment

All the principles of the previous slides
still apply.

Things to avoid

- Hyperfuturistic scenarios

- Out-of-control urban growth

- Machines replacing humans

- Gray or polluted skies

- Artificial-look postproduction

- All the principles of the previous slides

still apply
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14 Image types

Wide-angle

Mid-range

Close-up

Wide-angle

Our wide-angle photography reflects the
freedom to move that our brand brings to
our customers. These images help to set the
scene and give an idea of the bigger context
for the varied topics and regions we speak to.
Used in combination with the mid-range and
close-up images, there is a sense of journey
and transformation to be discovered.

Mid-range

Our mid-range photography is an important
link in bringing our visual stories together
and communicating a focussed message.
They show people, interactions with their cars,
and how they benefit from their LeasePlan
experience. Use images which focus on the
benefit, and make a clear link to other images
in any combined set.

Close-up

Our close-up photography captures the
details of each story — whether it's the
style details of a car, the technology or
performance, or the emotions and reasons
to believe. These images create richness
and help us to be specific about the benefit
we bring. These should support, and have
a clear link to the other images used in any
combined set.
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1.5  Our photography - misuse

Do not apply filters. Do not alter the colour of our photography, Do not add effects, e.g. drop shadows, Do not use our photography in greyscale
eg. contrast, brightness, warmth, glows, lens flare and lighting effects. or Black and White.
saturation, hues, levels, colour balance.

Do not stretch, distort or add perspective. Do not skew images. Do not crop images in a way that Do not over-scale images to formats
the image story becomes unclear which are too large.

or loses focus on the end benefit.

Do not apply colour overlays. Do not alter opacity or transparency Do not overlay images. Do not stylise images with effects,

e.g. vignettes, tilt-shift or blur.

Photography misuse
On this page are examples of what not to do
with our photography.
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Our VISUCI| elements
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The call-out device

8.1

How easy

Special
offer!

Benefit
now!

LeasePlan
Limited
authentic
edition

What's next?

leaseplan.com

LP_callout_device_orange LP_callout_device_blue

Winter time,

winter tyres

What's next?

Up to

40%

The call-out device in use

Discount

Discount

LP_callout2_device_orange LP_callout2_device_blue

We use a call-out graphic device to capture
the reader's attention and highlight key offers.

The device should be placed on top of

a layout — like a stamp. It can be scaled
and should always be used in combination
with a limited amount of text.

[t comes in two colour versions and two
formats. The colours and transparency must
not be altered or changed. It should primarily
be used in orange. The call-out should not be
used as a button. You should never use two
different call-outs on one visual.

Text colour should be white in the call-out.

LeasePlan

Up to

40%

discount

leaseplan.com
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8.2 Icons

Large icons
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Small icons

SRNCINO MR

Caricons

o &> - B

Colours

Using our icons
A collection of specially created icons are
available to use.

Icons help signpost information both in
digital and print applications. They should
only be used to draw attention to specific
information on a design.

They can also be used in diagrams, charts
and instructions. Please use them sparingly.
Try not to fill your design with too many icons.

Use icons to indicate key information,
e.g. a call-to-action, statistics, facts or quotes.

In banner backgrounds and animations,
icons in shades of the secondary colours can
be used.
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8.3 Information graphics

Bar charts Pie charts
o Volkswagen 131
Ford
) Audi 8.75
([ O ~ BMW 8.83
| Renault 6.02
Underlying return on equity Underlying net result (EUR millions) Opel 4.41
Mercedes Benz
244m 244m Toyota
304m 304m Peugeot 459
2014 381m 381m Voo 55
Citroen 2.35
osm GO a25m Siodo o
2016 455m @B 455m Others 2028
Linear graphs Geographic data
140
130 AN

120 — \
10 /

100

=100

90

1990

. T
—

50
40
§88323232888888883888838858¢8¢5¢8%3
S e 2 2E2TE22ETIRIRLLILELRIELEIELIRSE R & &
e [nergy Industries e |ndustry e Residential and services
e Agriculture e Transport” @ Other™

e Total

Allillustrations are for inspiration only.

Icons

Information graphics can use both primary
and secondary colours to bring the
informattion to life.

Use bold lines with rounded ends for charts,
graphs, diagrams and linear information.

Use large numbers and words to highlight
facts and figures. Use contrasting size to
draw attention to the key information.

Avoid using too many information graphics
on any page. Keep layouts clean and
ordered, using white space to help give
structure to the piece of commmunication.
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8.4 Streamlines

Usage examples

—

Lorem ipsum

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit. Proin
malesuada augue sapien,
sodales vulputate augue
malesuada vel. Donec
facilisis ex vel nulla
condimentum convallis.

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Proin malesuada augue sapien,
sodales vulputate augue malesuada vel. Donec
facilisis ex vel nulla condimentum convallis.
Mauris sollicitudin, arcu in viverra faciliis, urna
urna ultricies urna, vitae porta mi magna ut felis.
Nulla ornare convalls dapibus. Duis auctor est
eget enim suscipit, quis luctus lorem semper.
Aliquam erat volutpat. In blondit accumsan ex id
sollcitudin. Vestibulum vitae vestibulum mauris.
Ut lacinia placerat quam ac honcus. Donec id
mi faucibus, faucibus velit ac, ultrices neque.
Mauris fermentum, risus ac convallis placerat,
lacus ex iaculis nisl, non mollis velit nisi id velit.
Donec velit tellus, euismod consequat nunc
dapibus, porttitor varius ipsum. Pellentesque
turpis lorem, commodo non pulvinar quis,
pharetra et est.

Aenean ultrices tristique sapien, ac ullamcorper
tortor semper sit amet. Sed sit amet tortor ac
nisl suscipit faucibus at non felis. Ut eleifend
dolor et neque tristique viverra. Nam
ullamcorper aliquam libero sit amet tristique.
Curabitur venenatis ex nec risus pretium
placerat. Vestibulum ante ipsum primis in
faucibus orci luctus et ultrices posuere cubilia
Curae; Aliquam lacinia, quam id tempus ornare,
leo tellus ornare lacus, nec mattis est tortor at

purus. Ut efficitur fringilla pulvinar. Sed at libero
id ex porttitor dignissim. Maecenas sed tempor
est, ut consectetur velit. Integer eget pulvinar
est. Vivamus luctus nulla at odio ultrices viverra.
Quisque fermenturm eu lorem sit amet sagittis
Suspendisse potenti. Aenean magna nisl,
ullamcorper non nibh vitae, porttitor faucibu.

Aenean metus erat, viverra ut mi sit amet,
consequat mattis neque. Fusce suscipit quis
massa ut accumsan. In looreet justo nec nisi
molestie, eget vestibulum nisl dictum. Curabitur
blandit massa magna. Sed quis purus nec nisi
pulvinar consectetur eget ut ibero. Sed eu felis
porttitor, tincidunt ex eu, facilisis libero. Quisque
vitae egestas magna. Praesent tempor eget
dolor sit amet tristique. Moecenas id porttitor
mi. Vivamus et nisl odio. Aliquam quis libero non
tellus convallis gravida. Cras aliquam neque
lobortis nunc hendrerit, ac lacinia enim lobortis.
Duis rhoncus tempor mi at eleifend. In vitae
libero non massa commodo scelerisque in
ormare leo. Mauris id mauris condimentum,
pellentesque nunc in, bibendum massa.
Pellentesque vitae est ex.

Nulla facilisi. Aenean ot imperdiet turpis, id
aliquam orci. Donec at nis! blandit, efficitur elit
quis, finibus ligula. Quisque ut mi sodales nibh

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit.

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit.

We use Streamlines as a dynamic
supporting element which create
visual interest across a wide range of
communication pieces.

This asset may be used on brand led
communication, such as corporate
brochures, magazines, websites and
presentations. Itis not to be used on
communication for specific products,
services or for activation purposes.
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Animations
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9.1 Animations

Animation examples

Our animation style is a simple 2D style
that combines the use of our brand colours,
icons and text. We do not create characters.
The icon’s lines can be used to connect
different drawings or scenes.

In all animations and videos the LeasePlan
sound must be used as the music.
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Our tone of voice
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101 Ourtone of voice

How does LeasePlan talk? The voice
of LeasePlan reflects who we are and

what we stand for.

We adapt our tone based on the context and situation.
Without losing sight of our brand.

Our tone of voice needs to reflect the positive changes
that are taking place at LeasePlan as we move forward
in a dynamic and changing industry.

Our language needs to express our personality, and show
that we're ambitious, proactive, connected and aware

of what lies ahead. We must capture all of this while
remaining clear and concise.

We're jargon free and business casual, not corporate.
We're friendly and warm, never long winded. We love
progress and achievement, and understand how people’s
needs are changing.

And when we tell stories about our innovative services
and products, we always highlight the benefits we
bring to people’s everyday lives.

Please refer to the writing guide document to find out
more about LeasePlan's tone of voice.
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101 Ourtone of voice

9 golden writing rules

Know your audience and put yourself in their shoes.

Write in an informal tone — but don't use jargon or slang.

Use the first person whenever possible (i.e. you, we).

Connect with your audience by writing in a'positive, enthusiastic, can-do style.
Write in an active voice.

Use short sentences where possible.

Get to the point and use (sub)headings for easy scanning.

Avoid overpromising, exaggeration and superlatives.

Avoid repetition, imprecise words and generalisations.
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101 Ourtone of voice

What's next? This is our tagline. But it's so
much more. It's the single most powerful
question on everyone’s minds.

Yet it's different for everyone and different from one
day to the next. "'What's next?’ expresses our curiosity
and positive attitude towards the unknown. Raising
the question takes guts, confidence and a bring-it-on
mentality.

Please read the "What's next manifesto” to learn more
about what we stand for.

Applying ‘What'’s next?’ to your message

Our tagline is more than just a teaser. It's a mindset that
expresses who we are. But throwing ‘What's next?’ in
every other sentence is not the way to go. Here are some
practical examples of its everyday use.

The principles

1.

You can use what's next in a literal sense: What will
happen next for clients or LeasePlan today, tomorrow
and in the future?

It is fine to use what's next as a pay-off. Or as part of a
sentence. But make sure you use the correct spelling.

Be creative by putting what's next in a header or
sub-header.

Express enthusiasm for what's next when you
communicate with prospects and clients.

Create (social) content with a positive angle that
relates to what's next

Use what's next in a negative situation, to ensure
you end on a high note.
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Sonic branding
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1.1  Sonic branding

The way we communicate our story is
often enhanced with music and sound.
Sound can enhance brand values the
same way a visual identity does.

Our Sound

Sound sets the mood and has the ability to create a positive
experience. It communicates with our customers on an emotional and
subconscious level. The right sound makes a brand memorable.

That's why we developed our own audio identity, consisting of an
audio logo and specific musical elements that can be used in various
compositions. Using these elements the music becomes recognisable
as a LeasePlan expression.

Audio Logo

The audio logo is the sonic counterpart of our animated logo. Our

audio logo consists of two parts: the Leader (intro) and the Logo (outro).

Every audiovisual production starts with the Leader (movieclip + audio)
and ends with the Logo (movieclip + audio). These two logo clips should
be used as they are presented. Movie or audio may not be edited or
moved, because the audio is timed exactly to the visuals.

The audio logo (both intro & outro) both have a rather long reverb tail.
It should never be cut off early, but other audio can be layered over
the leader-tail to make a smooth transition.

LeasePlan brand sound

The brand score has the tension of a dance track, with industrial
elements. By adding the plucked strings and claps, the human factor
is introduced.

The brand sound is built out of musical elements, translating the
company’s values of fast moving, autonomy, being upfront and
innovative while explicitly keeping the human feel and an open
character. The overall feel of the track communicates the brand story
as well.

Library

The separate elements are used in different ways to create a wide
range of applied compositions with various energy levels for different
occasions and touchpoints, e.g. there's music that can be used as
“waiting music” in our phone systems.

With all these differences in mind, the specific musical elements
defined for the brand sound should be present from the start in order
for LeasePlan to be recognisable in the music.
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Our brand applications
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121 Key Visual - pulling our brand assets together

The key visual is used to communicate

Portrait examples key messages about our brand.

We use a combination of our key brand
LeasePlan assets to communicate our messages
across various print applications, including
posters, brochures and advertising.

How easy
a driver’s life

The key message should be the most
prominent feature, supported by our
primary logo.

How easy -
o 7 o When the key message is displayed over
a d rivers Ilfe imagery use ‘quiet’ areas of the image to

ensure legibility of the text.
can be

AR The tagline should be positioned so that its
heirarchy succeeds the story of the visual.

Genimagnis enecerumauid quidest lit
amoniasimpo rerchil molorererro.

All key visuals should sign-off with our
web address.

LeasePlan What's next? ecseplanesm

100% Mid Orange background page White background page

A»nywhere,
anytime.

Genimagnis in enecerumquid
quidest it amoniasimpo.

LeasePlan

What's next?
leaseplan.com

What's next?

Image and Mid Orange panel page Full bleed image page
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121 Key Visual - pulling our brand assets together

Landscape examples

How easy
a driver’s life

Anywhere,
anytime.

Harum de nim aut reperib ustiis atios eum non
postem. Itatem fugitatis eatibusdam ex ea que
inctorrovit et excea quidisimus nonesequam

faccat. Itatenis de volore voluptus acieniae par-
What's next? um delest et ad ut faccus dolenet il ipsandunt What's next?

LeasePlan P cloborae praecest oxceper orberice. lncsepancom

100% Mid Orange background page White background page

LeasePlan

lagnis enecerut
Bnicsimpo rerchil mo

What's next?
What's next? leaseplan.com leaseplan.com

Image and 100% Mid Orange panel page Full-bleed image page
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12.2 Print advertising — car promotion portrait
. . A4 advertising grid
Single offer Multi offer An A4 portrait grid has been constructed
for advertising designs. The grid should be
o otid treokmnend adhered to at all times to ensure consistency
across our advertising and promotions.
ffer title ~ ~
Car maker/mode! Headerrea He “? |rne pre o The image and headline referring to the offer
o £000- two lines should be the most prominent features and

Information
area

Footer area

LeasePlan
What's

Special offer
Nissan Qashqai

€549- 1

per month* discount

Special offer
Nissan Qashqai

€549-

per month*

Genimagnis enecerumauid in relo atert
perdo quidest it rerchil

15%

discount

ABS
Board Computer

Alloy wheels

tquiateuam, ommolum cuaecus.

20% Aggregation

— LeasePlan

What's next?

Information

Footer area

Carmodel Carmodel

tomnitio
usil

Blest

LeasePlan
What's

leaseplan.com

Fantastic fleet deals

Pegeot 208 Nissan Qashaal

o e

Benefit
now!

Genimagnis enecerumauid i relo sw atert perdo
it amoniasimpo rerchil molorerero acum
t

LeasePlan

What's next?

positioned in the specified header and image
areas. The headline or offer should appearin
the top-left corner of the advert.

Where multiple offers are required, the
12-column grid allows up to four offers
to be displayed in portrait formats.

All advertising designs should use the specified
‘information area’. The information area uses
a Mid Orange panel with our primary logo,
web address, 'What's next?’ tagline and the
advert copy. The tagline should be base-
aligned with the web address.

The call-out device should be positioned next
to the relevant vehicle in the image. For call-
out device guidelines please see section 811.

Car promotion advertising

Car visuals and offers are the heroes of the
advert and should be the most prominent
feature. Car visuals should be isolated on

a White background, allowing for optimum
legibility of the offer and accompanying
specifications. Car visuals with backgrounds
must not be used.

Where a headline or offer is used, it should
appear in the top-left corner of the advert.

Where appropriate a call-out device can be
added to draw attention to a particular offer.
Only one call-out device may be used per
advert. For call-out device guidelines please
see section 8.1.
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12.3 Print advertising - car promotion landscape

Single offer

12-column grid

Offer title

er/ odUl

Information
area
TXeris ad quat il ligntem re, sit omnitio | [Technical specs
elestiur, quia si saefumint haribus i | Fechnical dpecs
equiscio sima dist unt mo officit, dum | £
net qui qus jequid Ut quis maxim re volut| Lecnnical specs
ortpriad pded. Technicdl specs
leaseplan.com
Footer area

LeasePlan

What's next?

Special offer
Nissan Qashqai

€ 549-

per month*

Genimagnis enecerumauid

in relo atert perdo quidest

it amoniasimpo rerchil
molorererro acum vel et optat
optaeptis dolor ad ut explat
lautento volupta tquiatquam.

ABS Alloy wheels
Board Computer

20% Aggregation

leaseplan.com

LeasePlan

What's next?

Special offer

Nissan Qashqai

€ 549-

per month*

Bonus!

leaseplan.com

Multi offer

12-column grid

‘ar mot

EE
1

Information

(car mo

leaseplan.com

Footer area

‘ar mo

Carmo

LeasePlan

What's next?

Seat Ibiza

Genimagns anecerumauid quidest

omonisimpo rerchl molorererroocum Benefit
optat optaept dolor vl

€549

Pegeot 208
Genimognis snscerumaui quicest
amonsmpp e moetaToBuM
oot aptaeps ol

€549

leaseplan.com

VW Passat
Ganimogris enecerumauid quicest
manismpo rerchl majorererroacum
oot optaspts dolor

€549

Nissan Qashqai
Genimognis enecerumquid quidest
amonisipe rorchl molorerooscum
CPtokoptaepts ot

€549°

LeasePlan

What's next?
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12.4 Print advertising

- campaigns

Portrait example

How easy

a driver’s life

Benefit
now!

LeasePlan

What's next? leaseplan.com

Header area

Image area

Information area

12-column grid

eaaling

|
Ay 4

LeasePlan

What's next? leaseplan.com

Landscape example

Howv easy a driver’s
life can be

What's next?

LeasePlan

leaseplan.com

Content
area

Information
area

12-column grid

hat’s next?

LeasePlan

leaseplan.com

A4 advertising grid

An A4 portrait grid has been constructed
for advertising designs. The grid should be
adhered to at all times to ensure consistency
across our advertising and promotions.

The image and headline referring to the offer
should be the most prominent features and
positioned in the specified header and image
areas. The headline or offer should appearin
the top-left corner of the advert.

Where multiple offers are required, the
12-column grid allows up to four offers
to be displayed in portrait formats.

All advertising designs should use the specified
‘information area’. The information area uses
a Mid Orange panel with our primary logo,
web address, 'What's next?’ tagline and the
advert copy. The tagline should be base-
aligned with the web address.

The call-out device should be positioned next
to the relevant vehicle in the image. For call-
out device guidelines please see section 811.

Campaign advertising

The image and message are the heroes of
the advert and should be the most prominent
feature, displayed in the relevant header and
image areas. Ensure that the image includes
a‘quiet’ area to allow legibility of the headline.

Where appropriate a call-out device can

be added to draw attention to a particular
message. Only one call-out device may be
used per advert. For call-out device guidelines
please see section 8.1.

All other copy should be contained within
the specified information area, along with
our primary logo, tag-line and

web address.
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12.5 Billboards

LeasePlan

Benefit now from LeasePlan
Up to

Summer salel  40%

What's next?
Ledsepldn leaseplan.com

LeasePlan

Winter time, yr
winter tyres -

What's next? leaseplan.com

Winter time,
winter tyres

What's next?

LeasePlan

LeasePlan

What's next?

leaseplan.com

Any car, Anytime,

Anywhere.

leaseplan.com

Our billboards are dynamic and striking,
drawing attention through bold use of our
primary logo and photography.

Headings should be short, powerful and to
the point. Ensure legibility by using a ‘quiet’
area of the image.

Where appropriate, the call-out device
and'What's next' tagline can be displayed.

Billboards should sign-off with the
web address.
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12.6 Posters - portrait format

LedsePlan

leaseplan.com

LeasePlan

Diversity
makes a
difference

What's next?

Content
area

ut faiicuis dolenet

praesest exceper ol
endc consec ue non!
vent itondis et vall

Our posters draw attention and inspire
through bold use of our primary logo
and photography.

The background should be full-bleed using
a single image from our photography or a
solid Mid Orange background.

Our primary logo is positioned in the top area
of the poster, above the content area.

Headings should be short, powerful and to
the point. Ensure legibility by using a ‘quiet’
area of the image. Headlines and copy should
be placed within the specified content area.

The web address link relevant to the subject
of the poster can be displayed in the bottom
right-hand corner.
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12.7 Posters - landscape format

Content
area

What's next?

LeasePlan

Diversity makes
a difference

What's next?
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12.8 Layout grid for brochures and magazines

15 [105] |105

15

Corporate brochure spread

Helps adopt a safe
driving style

Ipsam ea quo volecto tatquid quidele ctiur
on es modit mi, corerunt et inis perfercilom sed

et fugitatquia poraepe renimax iment perfoj
nob sullupt iumquiat volligenis non peribea
quiscipid eum faceperum quatquo omnimillant,
sunt modist, te pro dolupta mud tquuntiatest
audam dolestem quam utatur.

8:4
4:8

12-column grid

6:6

12-column grid

Page info

2:5:5 EIPH dicid eI TF AT

4:4:3

unt hodst, tefpfo dbiliptg ud thuch

Content
area

15

8US UE Uy, o

The 12-column grid
The layout grid should be used as the basis
for all A4 portrait communications.

The grid is based on twelve columns of
10.5mm and 11 gutters of 49mm. The left and
right margins have been set at a minimum

of 15mm. The top and bottom margins have
been set at a minimum of 15mm. Other than
the cover no copy other than folios and running
heads should ever appear above or below at
least 15mm top or bottom respectively.

The 12-column grid allows for maximum
variation when designing layouts and column
widths of text. This should allow for the
differentiation and flexibility necessary for
headlines, body copy and charts — including
mandatory/legal compliance (small print).

NB All dimensions shown are in millimetres
and based on an A4 page.
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12.9

Title area |

(Use 1-2 lines

of copy) |

Image
area

Corporate brochure-cover

life

LeasePlan LeasePlan

What's next? What's next?

How easy a driver’'s
life can be

LeasePlan

fon NV

Cover design

The corporate brochure design uses

a full-bleed image from our photography.
Our primary logo with transparency should
be used over the image.

The title should be displayed in the specified
title area and should use no more than two
lines. Ensure that the title occupies a ‘quiet’
area of the image and is legible.
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1210 Corporate brochure-inside pages

LeasePlan at a glance

02 Key numbers and business overview

05

CEO and Chairman’s review.

Governance

09
"

B
5
8
2
2

Leadership biographies
Strategic and business review
Corporate social responsibility
[
Capital adequacy

Risk management
Supervisory Board biographies

Distribution

2

Distribution map.

30  Main operating companies

Introduction

ago, LeasePlan has always focused  Pratem es minullo rporum ut offciita seror
aute renim et eatur? Quia quodis maximpore.

on providing forward-looking plarm, nissit min cone iduntion con endi dolorei
business mobility solutions to clients

across the world. Today, LeasePlan

is the global market leader in fleet

management and driver mobility

with a growing fleet of over 1.5

million vehicles across 32 countries

Page info

Content
area

12-column grid

12-column grid

01-Q7

CiB[fizl5

AR

LeasiePlein cit a glance:

D2 (e jnumbe sanc bi sines jo rervie w
05 ZEDand Cliairmn' revie w.

Goviernance

Carpora e joveri a ce
Capital ¢ dé quaci)
Risk mar (ag emer £
$u servis o | Boar d tiogra sh es

Dis tribution
26 Distributior map
50 Mcinopirating c o panies

Quas Hilibusi e iptati i iam v in o doln hic
te odi |pyirum | an dio. Lot stend [re duda st tem

Inside page design

Adhere to the specified 12-column grid layout.
All content should be contained within the
content area. Page numbers and folios should
be displayed in the page information area.

This inside page design can also be used in
our product brochures.
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1210 Corporate brochure-inside pages

12-column grid 12-column grid
= P Page info = 2
© LeasePlan

App AP

Tum endelec ullanim sunt et
ea quam voluptae plabore
rioreped que veliquatur sam
aut ma quis dolorem et es dis
aborio ium evel moluptaquo

[fum gndgliqc ullohim|sfint ¢t|

iorgded fie valihualr sa
lout|nja glis ddorem| ek es|d|s
labgrip iufn feve| rholdpfag

evel iduciis. eve| idiucils.
App features: Content Y )
= Deraeprat quo dolorectem area I
Udlparum rem eum aucio te ex ot o5
tem renda pra arssita demquotr ossecti

saiom, olitat a5 que eum i susci of ficat
fissim lu

7\ Iquidi vendictempore
£=LLN  Fersped mosst aboriorem reriat ugitatur
cut earum dolorem posseribus molor min
consend ipsondelia sectur santisauos
cuscis rert que conecto volupta tssed

U

eseque acearum nullbeaqui doluptios.
vellest go. 80 Sam, offictem dun.

5, Autmilland iaerore etur reicienist

Core occupta apitaturibus re cus mils et
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Helps adopt a safe
driving style
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1211 Product brochure-cover

Product
area

Title area

(Use 1-2 lines
of copy)

Logo area

Image
area

Everyone counts
with SafePlan

LeasePlan

LeasePlan
CARSHARING

SwopCar: maximising
vehicle utility

LeasePlan

Cover design

The product brochure design uses a full-
bleed image from our photography. Solid
logo 2 should be used over the image, in the
specified logo area

The title and product heading should be
displayed in the specified title and product
areas. Titles should use no more than

two lines.
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psa ndipsandiEie enis Hand In.
ore nonsequi@i volupta hand with
s eum aut harundame customers

B o
dit as esedit”.

LeasePlan was the first fleet management
rnoff, Manager company in Germany to set up a
Customer Advisory Board to improve
customer satisfaction at the end of 2011.
The Customer Advisory Board makes an
important contribution to LeasePlan’s
development by communicating customer
viewpoints, needs and requirements.

Chart 2016 (%]

tem rererepero blabare pelendae. Sit estibustiur sum cor aperem ipsom

atis autater fugiatam es sum hiciet od expernatur? Ximusti

etureris endignater re eumet fugit e ped ut pa volorporTo tem sitios
aliom consequi im, que reicabo. Musam volento reicisti vollecu fparumiito
volupturit, nonsed mil mo voluptiorpor aditius, quiom Guatur? Obite voluy

nonsenit

50 quatio. Ulpa nus.
‘xerum fugia cum quis nim quam eni omnima sit videssi minvero et officae
quom quatem harumaui culpa voluptatur?

Tia peruptate cum lanisqu isquae perit.

peM 43
Retall deposits 33 e caria nest, velid
Secured funding 2 verchil i iquoectio offictotae to temauibus
Borklnesfother 15 quatem reprore est et fugia nobis aceauibus ars evenissit quos parum
quam remodc torum ut
idel 1 debi Cessuntur i ol
eculluptot milla non

maio ester faceptatem Guosant aut ulles eitass IMporporiat occum
volupta turitia desequi ut quam volupta quaepers necti beature expedit
quiater ipsantia qui nusdae doluptat
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Pull-out Silent Main content
area column area
Inside page design

Adhere to the specified 12-column grid layout.
All content should be contained within the
content area. Page numbers and folios should
be displayed in the page information area.

A pull-out area is specified which can be
used for infographics, charts and quotes
where required. Use the silent column to give
space between the main content area and
pull-out area.

This inside page design can also be used in
our corporate brochures.
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12-column grid 12-column grid
r 1 r 1
" » Page info n w
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1213 Magazine-cover

ISSUE N°3
APRIL 2017

Test

Volkswagen
Passat Alltrack

vs. Tesla S
p.12

Interview
TomToms
Harold Goddijn

p.26

New place

Costa Rica
p.44

Masthead
area

Content
area

X

UE N3
PRIL 2017

Test

.12

Interview
TomToms
Harold Goddijn

I0.26

New place

Costa Rica
.44

Use one or more colours from our colour palette
to achive contrast and vibrancy of content.

Cover design

The masthead area consists of our primary
logo and magazine title. The logo is
positioned in the top-right hand corner.
The magazine title is positioned over the
journey line. These positions should remain
consistent across all issues.

The issue number and date are positioned
left-aligned above the magazine title. The cap
height of the issue and date are aligned with
the cap height of the LeasePlan wordmark.

Issue content should be displayed in the
content area. Colours from the specified
colour palette (see section 5.0) can be
used to achieve contrast, vibrancy and

to differentiate between articles. No other
colours should be used.

Photography used for magazine covers
should be bold and allow legibility of the
magazine content.
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1214 Magazine-inside pages

5 orve

Our mobility
solutions

by Simon Jackson

Lorem ipsum dolor sit amet,
consectetur adipiscing elit.
Vivamus sed leo mollis, rutrum
turpis in, scelerisque ipsum.
Nullam feugiat congue nis|,

sed dapibus tellus ornare vitae.
Pellentesque dictum dapibus elit,
vitae sollicitudin ex vestibulum
id. Sed egestas magna et
pellentesque hendrerit.

Page info

Content
area

12-column grid

12-column grid
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Inside page design

Our magazine spreads are energetic with
bold and varied use of imagery creating
‘oace’ throughout the document.

Adhere to the specified 12-column grid layout.
All content should be contained within the
content area. Page numbers and folios should
be displayed in the page information area.

A pull-out area is specified which can be
used for infographics, charts, quotes and
pull-out information where required. Use
the silent column to give space between
the main content area and pull-out area.

Large pull-outs and quotes should be used
where appropriate to highlight messages
and points of interest.
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12-column grid 12-column grid

7 orve

Page info

Test eqt

Volkswagen
Passat vs.
Ford Mondeo

Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Vi-
vamus sed leo mollis, rutrum
turpis in, scelerisque ipsum.
Nullam feugiat congue nisl,
sed dapibus tellus ornare
vitae. Pellentesque dictum
dapibus elt, vitae solicitudin
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turpis in, scolerisque ipsum. Nullam ultrices nibh posuere ac
ed dapibus

tellus ornare vitae. Pellentesque

dictum dapibus elt,vitae sollcitu-

Duis ante velt, tincic
laoreet id,tristique
lesuad

magna et pellentesque hendrert
Nom auctor sagittis molestie, Sed
eget velit sit amet nulla sodoles
accumsan. Donec euismod placerat
ipsum fringilla placerat.

Morbi imperdiet
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1215 Co-branding guidelines

FCA Group

‘‘‘‘‘‘‘‘‘‘‘‘

Zeit flr das, was
lhnen wichtig ist.

FCA " =
CATLEETEBUNESS (G @) O e §

Co branding doesn't always have to be a
tricky affair. With just a few simple tips you
can easily create something both you and
your branding partner are happy with.

First, you need to decide on which brand
is the leading brand, LeasePlan or your
partner's.

LeasePlan led co-branding

When your materials are led by the
LeasePlan branding then everything should
be in our house style with your partner's
style included. If the material contains more
than one partner brand always keep the
other brands logos the same size.

Partner brand led

When your partner's brand is leading their
house style is used with the LeasePlan logo
on it. For these types of cobranding the
"alternative/small use" logo is the preferred
logo to use.

[t's not necessary to say "Powered by
LeasePlan" for all co branding material but if
you want to please always use "Powered by
LeasePlan" and not "By LeasePlan”.
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1217 Fuel card

LeasePlan

LEASEPLAN DTLD GM
D.SMITH D6301-07

NE LP 30 D63 01/15

Fuel card front

Fuel card back

Lorem ipsum dolor sit amet consect
enean commodo ligula eget dolor.
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1218 Invitation

Sign up
before
Sep 1st

The LeasePlan

Summer BBQ!

Sept 17th. LeasePlan Amsterdam

Lorem ipsum devistte et warsett di lanos quivive du main edistre et kuinem diviasque. Et hymnette
di patios del nimbus diardette. Dorem ipsum devistte et warsett di lanos quivive du main edistre et
kuinem diviasque. Et hymnette di patios del nimbus diardette. Lorem ipsum devistte et warsett di
lanos quivive du main edistre et kuinem.

Sign up now at leaseplan.com

Invitation

24-25 October 2017
LeasePlan International
Global Client
Advisory Board

Amsterdam, the Netherlands

Programme
Tuesday 24th October ifyou have any input you would ke to make
We vite you i s fo innorthe vening  on compilng the agendas please send your
i 0 the mecting W sk nat i ttandees  suggestions o Csiro Wicox. The offcial

o1 the lobbyofth hotel at 1630, agenda wil allow closertothe date

th October
il begin at 08:30 and close.

Location
For oy cuestions please o ot hestte to -
Agenda contoct
The purposa ofourcnuol advisony boord
moating s for membors toshora thirvews,  Clire Wikox
Emai
Citoko Ta

We look forvward to sesing youl

platf

Hotel Accommodation:
b T

provide you with updiates on topis relevant o
Uou o5 o internatonal fieet manager
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1219 Badge

Christos Papagiannopoulos

Director International Marketing & Research
LeasePlan Netherlands

LeasePlan

A

Badge front 1

Christos Papagiannopoulos

Director International Marketing & Research

LeasePlan Netherlands

Badge front 2

LeasePlan
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12.20 Stationery - letterheads, compliments slip, business card

LeasePlan

Address line 1
Address line 2
Address line 3
Address line 4
Address line 5

Dear Sir / Madam

Lorem ipsum dolor sit amet, consectetur adipiscing elit. An tu me de L. Fortasse id optimum, sed ubi illud: Plus.
semper voluptatis? Duo Reges: constructio interrete. Quas enim kakaw Graeci appellant, vitia malo quam
malitias nominare. Sed tamen est aliquid, quod nobis non liceat, liceat . Te ipsum, dignissimu ibus tuis,
voluptasne induxt, ut adolescentulus eriperes P. Aliam vero vim voluptatis esse, aliam nifil dolendi, nisi valde
pertinax fueris, concedas necesse est.

Philosophi autem in sus lectulis plemmque moriuntur. Nec vero alia sunt quaerenda contra Carneadeam mam
sententiam. Qu: philosophia est, interitum afferat pravitatis, sed sit contenta m e

Sed tamen omne, quod de re bona ducd dlcnur mihi praeclare dici videtur. Quis, quaeso, ilum negat et onum
virum et comem et humanum fuisse?

Hoc enim constituto in philosophia constituta sunt omnia. Quod, inquit, quamauam voluptatibus quibusdam est
saepe iucundius, tamen expefitur propter voluptatem. Semper enim ita adsuit aliquid, ut ea, quae prima dedert,
non deserat. Faceres tu quidem, Torquate, haec omnia; Nam ista vestra:
hoc Stoi et bene longam et satis litigiosam disp
quod parvo esset natura contenta. Ex ea difficultate illae fallaciloquae, ut it Accius, malitiae natae sunt. Quid ei
reliquisti, nisi te, quoquo modo loqueretur, intellegere, quid diceret? At enim hic etiam dolore. Ab his oratores ab
his imperatores ac rerum publicarum principes exliterunt.

Immo alio genere; Portenta haec esse dicit, neque ea ratione ullo modo posse vivi; Inquit, dasne adolescenti
veniam? Quae duo sunt, unum facit. Perturbationes autem nulla naturae vi commoventur, omniaque ea sunt
opiniones ac iudicia levitatis lorem.
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John Smith
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12.21 Stationery - A4 and A5 envelopes

LeasePlan

LeasePlan
LeasePlan

A5 window

LeasePlan

A4 window A4

A5
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12.22 Word template

[LeasePlan Cover Title
over multiple lines of text]

[LeasePlan Cover Subtitle across multiple
lines of text]

[LeasePlan Cover Title
over multiple lines of text]

[LeasePlan Cover Subtitle across multiple
lines of text]

Index

Heading 1, Summary
Heading 3, Paragraph LeasePlan

1 Heading 2, Tile of ths chapter
11 Hoadng 4, Pararaph LaasoPtar

1

11

Heading 2, Title of this chapter

Heading 4, Paragraph LeasePlan

[Click to type text)

(Ciekotypo ex)

* ListParagraph Lovel 1

= Lewi2
. Lews
= Lewid
- Lowls
- Lewis

Table Subtitle [Caption]
Table Hoadng Tabie Hoading Table Heading Tabe Hoading
Table Toxt Tabe Text Table Text Table Text
Table Toxt Taie Toxt Table Toxt Tobl Text
Tatle Toxt Tabe Text Table Toxt Table Text

3 ILeasoPlan Gover Tite over

mulipe nesof ext]

[LeasePlan Cover Tite over mulips knes of tex]

Our brand applications
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12.23 Powerpoint template

Title Slide Title Slide

Page title

Chapter Slide Contents page Slide

Page content Slide End Slide
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12.24 Email signature
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12.25 Newsletters and EDM
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12.26 Online

You can find everything related to our website/portal style on a separate
online portal (Velocity). This includes available Sitecore templates.
If you would like access please email marketing@leaseplan.com

Further more you can find latest examples of our website style
by visiting leaseplan.com.
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12.27 Social media

Also on social media a consistent and
bold brand expression is key.

Especially in the fast paced and ever For more information about social
changing world of social media we need to media guidelines please contact
be able to stay at the forefront of the key corporate.affairs@leaseplan.com

mobility topics while staying true to our visual
identity and verbal tone of voice.

Please refer to social guidelines document to
find out more.
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Contqct information
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131 Contact information

Contact the marketing team at

marketing@Ileaseplan.com
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