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A brand’s top-of-mind is conditioned by its ability to control

the way it is presented, in order to guarantee absolute consistency,
regardless of its use. It is used to show our audience a uniform
identity and contributes to its recognition.

Graphic guidelines define the fundamental rules of use

of the graphic symbols making up our company’s visual identity.
Compliance with these rules helps guarantee strong visibility
and good memorisation in all communication media.

It strengthens our image and reassures our customers.

Strict compliance with these rules allows us to speak

with one voice worldwide, regardless of the subject broached.
They act as the cement of our identity and their coherence

brings together all the stances taken by our company.

These graphic guidelines are constantly evolving. They are destined to be updated to support
the Group’s development, finding inspiration in the work of its employees worldwide.

The examples presented are not necessarily the latest versions of the tools.

Although strict compliance with fundamental elements is necessary to ensure consistency
and visibility for our company, do not hesitate to contact our teams if you have any queries,
doubts or a proposed improvement that we could include in the guidelines.
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The Group’s logotypes
Context of use

Making
every day better

COUNTRY

product
@ Product

April 2021

UP LOGOTYPE

It represents the brand, but also the group and parent company
as a legal entity.

BRAND BLOCK

It consists of the Up logo and the “Ca fait du bien au quotidien” signature
and represents the brand every time the Up group takes a public stance.
It must be used in priority.

It is translated into the local language of the country in which it is used.

It is used on all communications by the Group, countries, markets
and to endorse product stances.

COUNTRY/SUBSIDIARY LOGOTYPE

If necessary, it may be used to present the Group’s subsidiaries
and countries.

PRODUCT LOGOTYPE

It represents a product marketed by the Group.
It is available in 2 versions:

- the 2019 version

- the 2015 version

In a text, the product-brand is written “UpProduct®”, without space,
with the first letter of Up and of the product in upper case and a registered ®
(e.g.: “UpDéjeuner®, UpCadhoc®”).



m | graphic guidelines

Fundamental elements

It represents the brand,
but also the group

and parent company
as a legal entity.

An Up logotype consists

of an orange square

(see p. 19) and the Up name,
in white using the redrawn
Kabel typography.

N.B. The Up logotype

is visually balanced.

Do not try to reproduce it.
Use the vector files available
by request and give them

to your partners and providers
if necessary.

April 2021

Up logotype

Principles
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Fundamental elements

The brand block is used

to represent the Up brand,
every time the Group takes
a public stance. It should

be used in priority rather
than the Up logotype alone.

It consists of the Up logotype
and “Ca fait du bien

au quotidien” signature

in Orange (see p.19).

The signature is positioned

to the right of the logotype,
over two lines.

It adapts to the country

and the local language.

On some applications,
the brand block is used
on 1 single line. The size
of the signature is therefore
larger to remain legible
on all media. For example:
¢ To introduce email
campaigns
e On goodies with a format
that prevents the use
of the main brand block.

N.B. To reproduce

the logotype, use vector

files available by request

and give them to your partners
and providers if necessary.

April 2021

Up brand block

Principles and construction

BRAND BLOCK

50 mm

Ca fait du bien
,,,Qu,,quo,tidien,,,,

Helvetica Neue 75 Bold

size 30 pts, leading 32 pts

Making
every day better

BRAND BLOCK - 1 LINE VARIANT

25 mm ‘

Making every day better m(}afaitdubienauquotidien
| l— Helvetica Neue 75 Bold

size 30 pts

LOCAL LANGUAGES

Il tuo benessere
quotidiano

Haciendo
cada dia mejor

Ca fait du bien Potéseni
au quotidien kazdy den
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Up logotype and brand block

Exclusion zone and minimum size

To guarantee the legibility
of the Up brand block,
the following rules of use
must be followed:

EXCLUSION ZONES

- The recommended exclusion
zone around the logotype
and brand block is defined
by the width of the letter “p”.
To ensure clarity, no text
or graphic element may be
featured in this zone.
Important: this is not
a white box.

Ca fait du bien
au quotidien |
- The minimum size of the brand

block is 10 mm high.

Below this size, the signature

is no longer present.

- The logotype can be reduced
to 4 mm on the side.

MINIMUM SIZES

4 mm
11 px I m 10 mm Ga fait du bien
o8 px au quotidien

April 2021
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Fundamental elements

Only colour and monochrome
versions presented opposite
are authorised.

Colour versions are preferred.

They are available in Pantone
spot colours, in four colour
versions and in RGB.

The Up logotype and brand
block are applied in Orange
on coloured backgrounds
which give enough contrast

to guarantee perfect legibility.

The Up logotype and brand
block are applied in white
only on the Orange Up
background and Orange Up
coloured image.

April 2021

Up logotype and brand block

Use of backgrounds

Ca fait du bien
au quotidien

Ca fait du bien
au quotidien

Ca fait du bien
au quotidien

Ca fait du bien
au quotidien

Ca fait du. bien

au, quotidien

EXAMPLES OF ACCEPTED AND FORBIDDEN BACKGROUNDS FOR THE ORANGE LOGO

11
11
1)

||
||

14
W
A

I
[

| e

©



. | graphic guidelines Fundamental elements

Up logotype and brand block

Don’ts

The logotypes may not be

modified.

Non-exhaustive examples

of forbidden incorrect uses:

1. Deforming the logo.

2. Changing the colouring.

3. Changing its construction.

4. Adding elements

in the exclusion zone.
. Changing the signature.
. Using the colour version
on a background
with the same intensity
as the Up logotype.

7. Using the brand block
on a colour background
that blurs the text.

8. Using the brand block on
a disruptive photographic
background.

9. Positioning the Up logotype
on inappropriate zones.

[© )]

Recommendations:

use vector files available and,
if necessary, hand them over
to your providers with a copy
of these graphic guidelines.

April 2021 10
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Fundamental elements

The country logotypes, present
on administrative documents
and communication media
stating the “Up subsidiary”
name are always structured

in the same way.

The country name is in upper
case, in ITC Kabel Demi
typography (scale 100%,
letter spacing 0 pt).

The height of the country
name is equivalent to 1/11"

of the height of the square
and is positioned in the centre,
below the Up logo.

Its colour, like that of the
square, is orange (see p. 19).

The recommended
exclusion zone is defined
by the width of the letter “p”.
To ensure clarity, no text

or graphic element may

be featured in this zone.
Important: this is not

a white box.

The minimum size
of the country logotype
is 15 mm wide.

N.B. To reproduce

the logotype, use vector

files available by request

and give them to your partners
and providers if necessary.

April 2021

Subsidiary logotype

Principles, construction, exclusion zone and minimum size

CONSTRUCTION

11x

X/2

,,,,,,,,, ROMANIA

) ITC Kabel Demi

EXCLUSION ZONE & MINIMUM SIZE

i _DEUTSCHLAND _: E DEUTSCHLAND

15 mm
43 px

ROMANIA

Application example - Letterhead

BBITTAPUSA BELGIQUE BRASIL
PORTUGAL ITALIA SLOVENSKO
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Subsidiary logotype

Don’ts

ROMANIA ROMANIA

The “Up subsidiary”

logotype may not be modified.

Non-exhaustive examples

of forbidden incorrect uses:

. Deforming the logo.

. Changing the colouring.

. Using another colour.

. Changing its construction.

. Combining the brand block

and the country logo.

6. Using the logo on a
disruptive photographic
background.

7. and 8. Using the logo
on a colour background
that blurs the text.

O b~ wWN =

Recommendations:

use vector files available
and, if necessary,

hand them over to your
providers with a copy

of these graphic guidelines.

April 2021 12
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Fundamental elements

The logotype produced

on 1 line on a black background
is preferred. The 2-line version
will be used if there are width
restrictions.

The product name is in lower case
with the first letter of each word

in upper case, in ITC Kabel Demi
(scale 100%, letter spacing 0 pt).

The height of the name is equivalent
to the height of the square

and is positioned to the right

of the Up logotype.

The recommended exclusion zone
around the logotype is defined by
the width of the letter “p”. To ensure
clarity, no text or graphic element
may be featured in this zone.
Important: this is not a white box.

The priority colour for the use

of logotypes produced is grey,
with the Up logotype in orange

on a white background.

The white version can be used

on a coloured background

of the product environment (p. 19).
The use of the black and white
logotype is only authorised

for monochrome printing.

The minimum size of the logotype
produced is defined with respect
to the minimum size of the

Up logotype, which should not

be less than 4 mm.

For specific uses (network, period
of the year, legal, multi-product
range, etc.), it is possible to add
wording stating this specificity.
This wording is located to the
bottom right of the product logo.

N.B. To reproduce the logotype,
use available vector files.

April 2021

Product logotype, 2015 version

Construction, use and minimum size

CONSTRUCTION

x

x

ITC Kabel Demi

x

CONSTRUCTION - 1-LINE VARIANT
WITH SPECIFIC WORDING LINKED TO A USE

MINIMUM SIZE

o1 m@Cadhoc

11 | EChéque
Dejeuner

RECOMMENDED
USES

ON A WHITE BACKGROUND

I3 Cadhoc

ON A PRODUCT
ENVIRONMENT COLOURED
BACKGROUND

pCadhoc

@ Déjeuner

MONOCHROME USES

@ Cadhoc

@& Cadhoc
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Don’ts

The product logotypes may
not be modified.
Non-exhaustive examples
of forbidden incorrect uses:
1. Deforming the logo.
2. Changing the colouring.
3. Changing its construction
and typography.
4. Using the logo on
a disruptive photographic
background or inappropriate
zones.
5. Constructing it from
the country logotype.
6. Using the colour version
on a background.
7. Featuring several products
on the same logotype.
8. Adding elements
without complying
with the guidelines.

Recommendations:

use vector files available and,
if necessary, hand them over
to your providers with a copy
of these graphic guidelines.

April 2021
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Fundamental elements

The brand block created in 2019
is designed for easy recognition
of the “Up” brand and to create
a closer tie between the “Up”
brand (prefix) and the product
brand (suffix).

Verbally, this new construction
also gives voice to “Up” and
strengthens its pronunciation.

The product name is in lower case,
in ITC Kabel Demi typography
(scale 100%, letter spacing O pt).
The height of the letters is
equivalent to the height of the “p”
in the Up logotype.

The recommended exclusion zone
around the logotype is defined

by the width of the letter “p”.

To ensure clarity, no text or graphic

element may be featured in this zone.

Important: this is not a white box.

The name of the products will
preferably consist of one word.

If the name is longer, it will be
composed on one single line.

In the case of an ampersand

(&, the commercial “and”),

a narrow space will be positioned
before and after the “&” to create
a logo with a balanced space
between the elements.

N.B. To reproduce

the logotype, use vector

files available by request

and give them to your partners
and providers if necessary.

April 2021

Product logotype, 2019 version

Construction

CONSTRUCTION

The first letter of the product name

is attached to the Up logo. A graphic
contour makes the Up logo stand out.
Its thickness in points is equal

to 1/10" of the height of the square

in millimetres. (e.g.: If the height

of the Up logo is 20 mm, the thickness
of the contour will be 2 pts).

ITC Kabel Demi.
Height of the letters identical
to the “p” in the Up logotype.

D B @ E

Narrow space
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Fundamental elements

The priority colour for the use

of logotypes produced is Orange

on a white background. The white
version can be used on the coloured
background of the vouchers (p. 19).
The use of the black and white
logotype is only authorised

for monochrome printing.

To ensure clarity of the product
name, the minimum size

of the logotype must not exceed
6 mm high.

For specific uses (network, period
of the year, legal, multi-product range,
etc.), it is possible to add wording
stating this specificity. This wording
is located to the bottom right

of the product logo.

The colour of the wording shall
be the same as that of the product
universe, or if not, grey (see p.19).
Warning: the use of the colour
orange for the wording is not
approved.

April 2021

Product logotype, 2019 version

Use and minimum size

RECOMMENDED USES

ON A PRODUCT ENVIRONMENT
ON A WHITE BACKGROUND COLOURED BACKGROUND

MCadhoc Up cadhoc

CONSTRUCTION WITH SPECIFIC
WORDING LINKED TO A USE

________________________________

. pl¥cadhoc

MONOCHROME USES

MINIMUM SIZE

s | e
ejeuner
16 px )
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Fundamental elements

The product logotypes may

not be modified.

Non-exhaustive examples

of forbidden incorrect uses:

1. Deforming the logo.

2. Changing the colouring.

3. Changing its construction
and typography.

4. Using the logo on
a disruptive photographic
background or inappropriate
zones.

5. Constructing it from
the country logotype.

6. Using the colour version
on a background.

7. Constructing it over 2 lines.

8. Using the wrong spacing
or no spacing before and
after the ampersand (&).

Recommendations:

use vector files available and,
if necessary, hand them over
to your providers with a copy
of these graphic guidelines.

April 2021

Don’ts

defeuner

BELGIQU

SP

& loisirs

spoft&loisirs




m | graphic guidelines Fundamental elements

Other logotypes

Principles and construction

The logotype can be associated

. COMMERCIAL PARTNERSHIPS
with a partner logo.

CORPORATE PARTNERSHIPS

SPECIAL UP OPERATIONS

The 2 logos are then separated

by arule.

The recommended exclusion zone ;

around the logotype is defined LOGO

by the width of the letter “p”. ; PARTENAIRE
To ensure clarity, no text or graphic

element may be featured in this zone.
The two logos must have the same

height.
ont le plaisir de vous inviter
ade ir en avant premié
« Demain le Quotidien »
TRITION' D'URGENCE
. S Pouriun enfant” D 9 °
’ 24 A PARTIR France Télévisions
JANVIER DE 19H Publicité
64/T0 AV, JEAN-BAPTISTE CLEMENT
COCKTAIL APERITIF 92100 BOULDGHE-BLLANCOUST
\ ‘= a Action contre la Faim
TN 0\ TN
‘o‘ " %/ o@ INVITATION VALABLE POUR 1 PERSONNE
Eori Rempli - Merci de me confirmer votre présence avant le XXX
crivez emplissez Envoyez le fout chir & :
« aim » recu fiscal la Faim A Wm@mm
o chae e resaent  1oechargedble s o 1o 77609 Mo ‘
www.]edej-jedonne.org DEMAIN LE QUOTIDIEN et un programme produt par
jedej-jedonne 2018 WATTSO
Demain le quotidien invitation
April 2021 18
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Fundamental elements

The identity colours of Up
must be respected.

They contribute to ensuring the
consistency and strength of the
communication visual territory.

The two main colours (orange
and grey) can be adapted

in their different degrees

of opacity if necessary.

They are completed by:
e secondary colours
(a few examples on the right)
e the 5 colours of the strategic
programmes
¢ and the colours
of the vouchers.

The references are provided in:

- Pantone spot colours to print
stationery and mark objects

- four-colour printing
(CMYK) to print advertising,
documents and digital
printing of adhesives

- RGB for screen applications

- and hexadecimal (#) for digi-
tal applications.

For all digital use, you can refer
to page 58 of the guidelines.

April 2021

Colours
Main, secondary and vouchers

MAIN COLOURS

Pantone 13750*

C0 M50 Y100 KO
R245 G145 BO
#59100

Pantone 445C
C60 M40 Y45 K45*

R79 G93 B91
#4f5d5b
* For use on a text destined to be printed,

use black 80%

* IMPORTANT The expected outcome for the Up Orange is 1375C (on coated paper).
When printing on uncoated paper, this colour will be replaced by Pantone 123U to correct the colour
variation due to the paper. For grey, this variation is less noticeable.

EXAMPLES OF SECONDARY COLOURS

C100 M60 Y0 KO C60 MO Y55 KO
RO G91 B169 R109 G189 B142
#005ba9 #6dbd8e

C100 MO Y25 K5
RO G150 B181
#0096b5

COLOURS OF THE STRATEGIC PROGRAMMES

GOVERNANCE SOCIAL

(COOPERATE) (ENCOURAGE)

CO M75 Y60 KO C5 M25 Y90 KO C80 M75 Y20 K10
R234 G95 B84 R242 G192 B35 R81 G72 B126
#eabfb4 #f2c023 #51487e #6cb5e3

SOCIETAL

(INSPIRE)

C60 M15 YO KO
R108 G181 B227

ENVIRONMENTAL
(SAFEGUARD)

C75 MO0 Y50 KO
R1 G177 B158
#01b19e

VOUCHER COLOURS (E.G. IN FRANCE)

Culture

Up Cheque Lire

Pantone 1375C Pantone 2384C Pantone 233C
C0 M50 Y100 KO C20 M100 Y100 KO C100 M45 YO KO
R245 G145 B0 R197 G14 B31 R0 G112 B184 R197 GO B123

#59100 #cb0elf #0070b8 #c5007b

Pantone 1805C

Up Cheque Culture

C20 M100 YO KO

PERSONAL SERVICE

Pantone Process Cyan C
C100 MO YO KO

RO G158 B227

#009ee3
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Fundamental elements

ITC Kabel Demi is exclusively
used for the logos.

The Kabel typography cannot
be used for any other use.

The main typography

of the Up group for text
(excluding the logotype)

is Helvetica Neue,

which must be preferred.

It is available in a range

of fourteen font thicknesses
from Thin to Black

and in italic versions.

In the case of desktop
publishing or on the web,

if it is impossible to use
Helvetica Neue, it is replaced
by Roboto, available as a free
download on Google Fonts,
or failing that, Arial.

For catchlines in insets
(see p. 24):

The combination of insets
and Helvetica Neue Extra
Black Condensed Oblique
typography used in upper
case gives strength

to the messages. That is
why its use is preferred.

If its use is impossible,

it will be replaced by Impact.

April 2021

Typography

Logo, main, desktop publishing and web

MAIN

Helvetica Neue

AaBbCcDdEefGgHhliJjKk

LIMMNNOopQgRrSsTtUu

VVWwXxYyZz£

%&E@7?!”

0123456789

LOGOS

ITC Kabel Demi

AaBbCcDd
EeFfGgHh
liJjKKLI
MmMNNnOo
PpQQRT

Helvetica Neue 35 Thin

Helvetica Neue 37 Thin Condensed
Helvetica Neue 45 Light

Helvetica Neue 47 Light Condensed
Helvetica Neue 55 Roman
Helvetica Neue 57 Condensed
Helvetica Neue 65 Medium
Helvetica Neue 67 MediumCondensed
Helvetica Neue 75 Bold
Helvetica Neue 77 Bold Condensed
Helvetica Neue 85 Heavy
Helvetica Neue 87 Heavy Condensed
Helvetica Neue 95 Black
Helvetica Neue 97 Black Condensed

DESKTOP PUBLISHING AND WEB

Roboto

AaBbCcDdEeFfGgHhIi
JJKKLIMMNNOoPpQq
RrSsTtUuVvWwXxYy
LzE#%RE@?1"0123456789

Roboto Thin Roboto Medium
Roboto Thin Italic Roboto Medium Italic
Roboto Light Roboto Bold

Roboto Light Italic Roboto Bold Italic
Roboto Regular Roboto Black
Roboto Italic Roboto Black Italic

Arial

AaBbcDdEeFf
GgHhliJjKKLI
MmNnOoPpQq
RrSsTtUu
VVvWwXxYyZz
EH%&E@?!”
0123456789

20
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Fundamental elements

Territory of expression
Key markers

A unique territory of expression for a more consistent, impactful, dynamic and efficient brand.

The territory of expression applies to:

¢ the 3 dimensions of the brand: corporate, employer, business.

e communications that are designed to promote the company, a product, a service, an operation,
a partnership, an initiative, etc.

¢ all media: print, digital, TV, etc., whenever the messages have a publicity or promotional purpose.

5 The territory of expression consists of 5 markers: PR R—

They are recurring elements, both graphic and editorial;

Stances and
personality

Iconography

April 2021

Catchlines and editorial Insets and

mechanisms colours

_H ey Bk ygoy

Dlagonals Specific cases of non-publicity/promotional E m‘ l
communication media: 3 C’kdo L
In these cases, not all the markers are intended
for use, especia”y catchlines Which Sh0u|d be Le cadeau 100% digital, directement utilisable sur

un site dédié culture & loisirs

kept for publicity purposes.

dés évenements URSSAF
eeau d'

e réseau d'enseignes et des milirs d'offes remisces m

21
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Fundamental elements

Territory of expression
BN Stances and personality

[N GENERAL INTENTION

4 major definitions express the personality of Up:

Commitment

It is expressed in terms of involvement and attention

paid to others, but also through the notion of “committed
marker” which rejects any theoretical “commitment”

to make real action the only outcome.

Independence is the necessary condition of freedom
which expresses unbridled commitment in action.

Difference

Up remains the challenger in its market and being

a challenger is also a state of mind: that of people
who call themselves into question, try to optimise,

do better, all the time.

This implies creativity and originality, ability to reinvent
and offload dogma and habit.

Being a challenger, both creative and original,
therefore allows a measure of impertinence.

Proximity

Up is a human company, close to its different
stakeholders, characterised by its open-mindedness
and ability to forge relationships and spread

its enthusiasm.

Competence
Up is reliable and demanding, high performing
and efficient.

This structuring base needs to come to life through
the territory of expression. For that, the stance used
in communications plays a key role to allow the full
expression of these personality traits.

April 2021

[Z1 WHAT CHARACTERISTICS?

The stance must be simple and accessible (like all solutions
proposed by Up) but never neutral or distant:

- it provides meaningful solutions, for its customers,
beneficiaries and society in general;

- it also underscores the importance of the human factor
and receptiveness, close and trusting relationships.

- In a positive and unifying style, the stance, especially
through the use of catchlines, can add humour,

play with words to make readers smile and create

a close relationship with them.

[ WHAT TONE?

A tone that reflects its personality!

Positive, optimistic and modern

Always receptive changes and trends, Up is “connected”
to people and to its environment. It is a brand that is part
of everyday life: in a sustainable and useful way!

Serious, without taking itself seriously

The tone is “serious” as it is genuine and authentic.
It is a simple, accessible and empathic brand,
which does not take itself seriously.

Cheerful, even slightly offbeat
Close, complicit, happy to play with words
and double meanings, rhymes, especially in catchlines.

Dynamic, energetic
The tone is playful. The stance is catchy in terms of form
and substance.

Close, empathic

This closeness is expressed by the cheerful tone but also
the stances that illustrate knowledge of the issues facing
Up’s target groups.

Respectful but not distant
Polite tone balanced by simple, spoken language
that creates a close relationship with the interlocutor.

22
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Fundamental elements

Territory of expression
¥ Catchlines and editorial mechanisms

[N GENERAL INTENTION

In this new configuration, catchlines are the salient

feature of our communications. They are built on the basis
of a strong phrase, given new wording and rhythm to directly
address the reader in a complicit stance, in terms of form
and substance. They are never peremptory, guilt-inducing

or lesson-giving. To the contrary, they invite discussion.

This mechanism must be implemented in key
communications tools: brochure, press advertisement,
introduction to product presentations, etc. It is not
recommended as part of relational marketing actions
(emailing announcing the upgrading of a customer’s
solution, technical problem, etc.).

[Z1 PROPOSED EDITORIAL MECHANISMS.

In promotional or advertising communications,
catchlines follow three editorial mechanisms:

1- “What if...”
2- “You are the one who...”
3- “To you, who...”

These mechanisms have been designed to adapt:
- to the different target audiences,
- to the diversity of the Group’s professions
and environments,
- to the different levels of brand stances
(corporate, employer, commercial).

This flexible and modular approach allows a uniform stance

that helps give value to the personality of Up and develop
the brand (belonging / attribution / recognition).

April 2021

[¥ CONDITIONS OF USE

A

We at Up are broadening our potential fields, now and

for the future. This editorial mechanism is ideal to talk about
societal issues. But also to take stances as an employer
brand. This mechanism is a means of connecting

with a dream, desire, conviction... to something concrete,

a reality. With the underlying idea of “what if... it were
possible”. It allows Up to take a position as an innovative
business, able to respond to all aspirations (BtoB, BtoC
and, more generally, societal).

And expresses the idea of an open, forward-thinking brand.

Examples:

“And what if everyone who dreamed of an inclusive society
had got things right” (corporate)

“What if you had several trump cards” (cross-cutting)
“What if we ate fresh food to stay fresh” (product)

YoU ARE THE ONE WHO...

At Up, we guarantee that everyone has the freedom

to choose.

This editorial mechanism is particularly adapted to approach
the diversity of offers, products, services, functionalities.
This approach suggests that for each situation,

Up has a solution. Whatever your desires, convictions,
needs, etc., it gives everyone the possibility to express
them, without making a value judgement. It also refers
to the variety of acceptance networks. And it gives

the image of a generous, receptive brand:

“All tastes are in nature and Up is there to satisfy them”.
Examples:

“Whether you like big cats at the zoo or the museum,
you are the one who decides” (product)

“Whether you prefer sushi in front of your computer
screen or a meal out with friends, you are the one

who decides” (product)

“Awesome, well done, super, wow, kudos to you...

You are the one who decides” (cross-cutting / reward)

| 70 YOU, WHO...

At Up, we are aware of our customers’ and beneficiaries’
reality. This editorial mechanism is ideal to specifically address
the different expert audiences of Up. It is used to discuss

an issue, need, concern or expectation on specific subjects.
It is a way of establishing Up’s image as an empathic expert,
connected to professional realities faced by your different
target audiences.

Examples:

“To you, who wants to improve everyday life daily”
(corporate)

“To you, who does everything it takes to give pleasure

to the largest number” (cross-cutting HR/QWL market)

“To you, who prefers recipe books to ledgers” (product)

[3] SPECIFIC CASE

Catchlines are there to arouse interest and curiosity,
desire or simply ensure that the reader feels

they are being listened to, understood in their job

and in their everyday life.

Their purpose is not to promote or highlight products.
This revelation comes at a later stage, like the answer

to that question or query.

However, in cases where the offer needs to be mentioned
in the catchline, it needs to be written as UpProduct®,
without space, the first letter of Up and of the product in
upper case and a registered ® : UpDéjeuner®, UpCadhoc®.
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Territory of expression
K] Insets and colours

[N GENERAL INTENTION

CROSS-CUTTING PRODUCT
Insets support catchlines in their publicity or promotional OR CORPORATE STANCE STANCE
purpose. Everything has been designed to give impact
and momentum to the stance. BE ED
ULD FER,
To stick with the initial intention, the use of insets must WHAT IF LOREM T HRATEE = cl.‘l,’ S”ﬂﬂESSF UL WHAT IF - :FG”'T
be rigorous and be limited to catchlines of a press IPSUM DOLOR SI Eﬂﬂ”ﬂM’cA‘- S5 EMPL”YEES 7
advertisement, titles in a leaflet or the chapters AMET, CONSECTETUR > WHILE DOING BUSINE: THAT LOOKS [T AL
of a video, etc. ADIPISCING ELIT m&m WITH Ug Cadhoc®
. OUCHER

[] APPLICATION CONDITIONS LOREM IPSUM DOLOR . AWESOME, WELL W”Ea You. UpDéjeuner” CARD OR vnEchES
e ol siTamer pe > Bl o xunas‘rwm;;_s YOU ARE THE ONE WHO
Th | f insets ch ,d di the st
o kee r<io our of insets changes, depending on the stance YOUA RE THE ONE YOUA RE THE ONE WH
- orange Up inset with white text (or white inset with orange WHO DECIDES

Up text, if more legible) for a cross-cutting or corporate

or multi-product stance.
- colour inset of the product environment with white text 10 YOU, WHO LOREM - 70 YOU, WHO lMPﬂm’Ei 70 YOU, WHO WANTS e

for a product stance. [PSUM DOLOR SIT AMET, > EMPLOYEES’ EVERYDA ACCESS TOA MAMAG% -
Text CONSECTETUR W ZIND SERVICE PLATFO
The combination of insets and Helvetica Neue Extra CING ELIT mm
Black Condensed Oblique typography used in upper ADIP. IS

case gives strength to the messages. It is a key element
of the territory of expression and the brand identity.
If Helvetica is unavailable, it will be replaced by Impact.

When product brands are mentioned in insets,
they must be written as follows: UpProduct®.

April 2021
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Fundamental elements

Territory of expression

3 Iconography

General spirit of the visual

The visual is not demonstrative.

It mainly sets the tone which

aims to be positive and modern.
The visual supports the catchline
which is placed in the foreground.

Colour background

The object is photographed

in front of a coloured background.
A range of bright colours

and understated treatment

in bold and dynamic shades
complementary to or tone-on-tone
helps express the vitality

of the company and its optimistic
outlook on society.

People and objects

The presentation must be as simple
as possible, without artifice

or sophisticated layouts. It must
be simple to read instantly.

Method

These are visuals to accompany
publicity stances. They exclude
all editorial visuals. Remember
to include photo credits

when using visuals. Visuals are
free of rights and can be used
on all media in compliance

with the graphic guidelines.

April 2021
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Fundamental elements

They are used to give new
momentum to our square
(strong identity marker

of the brand).

The upper sloping band
crowns a visual positioned

in a sloping block. The band
is in the Up orange colour
or product colour, depending
on the stance. It can include
wording indicating the type
of solutions.

Whenever possible,

the diagonal must be
included in the main
visuals of communications
tools (full page visual,
header, etc.) and be
featured in the tool’s
artwork.

April 2021

Territory of expression

B Diagonals

P SOLUTIONS FOR SOC!

AL AND ECONOMIC COMMITTEES

EXAMPLES

”P — .-
IN BRIEF

Up rend la vie plus Iégére avec bearideas

m Ca fait du bien au quotidien

CADEAU, CULTURE & SPORT

e il
!

GESTION & COMPTABILITE

GDMMUNIGATIUN & JURIDIQUE

L

Plus d'informations sur up.coop
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Fundamental elements

A pictogram bank has been
specially developed for Up.

These pictograms contribute
to the territory’s graphic
consistency. They have been
designed for print use and
must therefore be used

in priority for this type of media.

Other pictograms exist.
They can be customised
in line with the product
environments.

To create additional
pictograms, you can take
your inspiration from

the examples opposite.

N.B. For any reproductions,
use the files available
on InVision.

April 2021

Pictograms
Examples

OPBSAOYVYLOMAOEcom=0¢ BODH
BT B TSEPVEHMS LVET P oo 2 o
)@ e (R RBEEH BETO R ©A 2 @ {8

ErPEIRPCORN A cat=00 BODH
HFOVoaBLY T8 PHNSELIERQmE ¥
Dol i @REDSH BIHOROA L @ {88
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Fundamental elements

Computer graphics and diagrams

Computer graphics
and diagrams also contribute
to the graphic consistency
of the territory. LOREM IPSUM
When creating computer
graphics, use understated
and line graphics.

LOREM IPSUM

The orange colour will be
used for the current year
or to highlight important
information.

Black at 40-80% will be
used in comparison
to highlight the important

data. LOREM IPSUM

If necessary, colours taken SERIUM -

from the Up colour range
(see page 19) may complete 422% 4212%
graphs requiring more colour.

Z,

N
(=]
—_
(3]
N
(=]
—_
(-]

April 2021

42.57%
N
N
\
\
N
%
\
\
\
\
N
\
\
\
N
\
N
\
\
N

2017

42.2%

LOREM IPSUM

LOREM IPSUM

SERIUM -

4.96%

2017

6.06%

LOREM IPSUM
(in thousands of euros)
................. o)
o © \\\\\\l//é/
- 664 ~
— 78% LOREM IPSUM
< N\
71NN
o ZUI\
386
2015 2016 2017
LOREM IPSUM
LOREM IPSUM
( 2016 )
484% ) SERIUM 6,13%
MENTIBUS 3,66% o o
O O
2015 1N W /”\ A [%
490% ) SERIUM 4,50% I 1
2015 2016 2017
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Desktop

Format
16/9

Typography

Helvetica. If unavailable,

it is replaced by Roboto,
available as a free download
on Google Fonts or,

failing that, Arial.

Insets

The combination of insets
and Helvetica Neue

Extra Black Condensed
Oblique typography

used in upper case gives
strength to the messages.
It is a key element

of the territory of expression
and the brand identity.

If Helvetica is unavailable,

it will be replaced by Impact.

N.B. When creating
a PowerPoint™
presentation,

use the available
customisable file.

April 2021

PowerPoint™ mask
Construction principles

CONSTRUCTION

VALORISATION
P
PARTENARIAT

UP / RIRE MEDECIN
-

- :

09 SEPTEMBRE 2020

|

VALORISATION RIRE MEDECIN
Rappel opération & mécanique 2019

o1

RIRE MEDECIN 2020

-]
Objectifs
- Valoriser notre partenariat et nos engagements auprés de nos clients CSE
En soutenant s Rire Médecin, e groups Up s'engage pour une . touchant a1 pe et thumain, affrmant ainsi des
valeurs de solcart, de partage et de ien social Les 6lus CSE qui ceuvrent au quotidien pour es salariés et leurs amiles, y sontsensibles et
partagent cos valeurs
+ Fournir des outils d'aide a la vente
‘Sensibilse aux enjeux s au Partenariat Rire Médecin, la FDV CSE le valorse dans los appels d'ffes o dans leurs RDV commerciaus >
el besain de supports et outls daide & 1a vente,

-]

7

_ MERCI
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Desktop

In Word™ documents,
the logotype is placed
on the top left.

30 mm

30 mm

13mml

April 2021

Word™ mask

Construction principles

CONSTRUCTION

20 mm 30 mm

—_—

Madame,

Epel incimil imus molut volo et, quide et haruntoria ad et pre am, officiet iuntiorento mint.

Ficitat antium in es doluptur, et qui iduciis tectectat quid earunt utet perum asimilibus sedis iuscipsa qui cum endi

asiminc imagnam ad ut accat delici dit eaque voloratiis quatet expernatur?

Ebitium eatibusant qui tem quis inis alitian dusae. Nequiani blam ere plaborero omnitatur? Rumquuntur, tem imoles
que dem remperrumque doluptis iumquaectem atur sundam sam quias et ernati descides ate corum nis min nullam
ea dolorion rent pa quatqui dolupta peruntiur rernat essitio nsendam vit, cone elit etur aut ma gnisciet licient harument
dolorrunt rest, ut plab ipsunt labo. Bis sam faccusd anitatur, volupta tectatem fugitisit dolenitatis simus.

Equas sandendit lacepedi aborrum alibus ipsaper cidiorum cupturitas volum est volor sitiunt adio et ex et fugitiore et Roboto or

quiam sinciisi officius volo to doluptae labor it ventur? Or saperferum fugit acerumquam enia necero idendae laque -

boremque ducit, quatis eost alit estrum, conseque es aut autat faccae maximet quam aperis eatquidis eumet qui tem Helvetica Reg ular

reperi nimi, et plibus dio. Ecus enis audigna tiorepre earibus, qui beaque cullestium explamus sequia sanditi onestrum . .

hillandam et aut rest, volorpo repudit et volor repudaeptaspiet, aut et pro esto ma quibus, utatqui dolupta turiam, size 9 pts, leading 11 pts

oceum venimus mos comni conet excerib usandiae nonsequi dusam sitat. Hilluptate sit quunt quatium sim repel et

utem quia sint.

black colour

Ignatia voluptus nustianda nonsequ atibuscid magnis doloris atquam cum ium sit, utatium, necta commos rem pello-
tem aborent aut eatem quiam adis pos reium sum et aute sume quam consequia que etus sit alit, quo imincte nulpa

quat lam iderum qui delicid quiassim alia sit videbitibus conestibus.

Prénom NOM
Fonction

Helvetica Neue 75 Bold
size 9 pts, leading 8 pts
Pantone 1375C colour

Up

Siége socia
27-20 avenue des Louwresses

2230 Genneviliers | France

Helvetica Neue 45 Light
Do size 7 pts, leading 8 pts

Pantone 445C & 1375C colour

20 mm 123 mm

35mm 20 mm
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Desktop

To position the signature,
use the application available on
https://communication.up.center/

Advertising banner
Dimensions: 560x100px
Rounded edges: 30px
Format: png, jpeg or gif

For your banner, include

a redirecting URL address,

if possible, tracked to measure
traffic.

April 2021

Email signature
Construction principles

CONSTRUCTION

Prénom Nom
prenom.nomi@up.coop

Responsable identité et différenciation
Direction Communication et Différenciation | Up

O 0777379413 %, 33141850801

up.coop o o @ |wmm

* Avant dimprimer, pensez & I'environnement
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Stationery

Group

The Up logotype is positioned
on the top right of the business
card and on the top left

of the correspondence card
and letterhead.

Subsidiaries, Cooperative
The Up Subsidiary logotype
(for international subsidiaries)

or Up logotype (for the cooperative)

is placed on the top right
of the business card and on

the top left of the correspondence

card and letterhead.

Single product

The logotype is positioned

on the top left on all documents.
The Up logotype is positioned
on the back of business

cards, on the bottom right

of the correspondence card

and bottom left of the letterhead.

Multi-product

On the business card, product
logotypes are positioned on

the back, on the bottom right

of the correspondence card

and bottom left of the letterhead.

April 2021

Stationery

Construction principles

GROUP

Business card

vaﬂ'?ryn NOM Back

Correspondence card

SUBSIDIARIES,
COOPERATIVE

Letterhead

:::::

SINGLE PRODUCT

mprod uit

‘o NOM Back

mproduit

mproduit

MULTI-PRODUCT

Back

Front

] [produt

[Eproquit
mmoduu
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Business cards
Construction principles

On business cards,

the Ub logotvpe is positioned GROUP SUBSIDIARY FRONT SINGLE PRODUCT
b 'ogolype IS p OR MULTI-PRODUCT FRONT

on the top right and
the product logo on the top ® (it ® (it
left (single product version).

5 mm 5 mm
Format 7,5 mm mdéjeuner

15 mm
85x55mm

PrénomNOM "~~~ Prénom NOM COUNTRY Prénom NOM
T Fonct Foni Fonct
P ri ntl n g Tgarzjcu‘;?on Tg];ugt;‘on TngCug/;n
Front and back in 2 Pantone .
ervice (opt.) Service (opt.) Service (opt.)
Spot Co]ours - 13750 Traduction (opt.) Traduction (opt.) Traduction (opt.)
. Tel. +00 0 00 00 00 00 I Port. +00 0 00 00 00 00 Tél. +00 0 00 00 00 00 I Port. +00 0 00 00 00 00 Teél. +00 0 00 00 00 00 I Port. +00 0 00 00 00 00
and 445C - plUS matt film mail@up.coop mail@up.coop mall@up.coop
a d 1 i 1 d 1
coating on the back (orange adrosse 2 1 Pays adrosse 2 1 Pays acresse 2 1 Pays
solid colour) for group,
subsidiary and multi-product
ellel: First name, Surname: Information: Separators:
Helvetica Neue 35 Thin Helvetica Neue 35 Thin, normal & italic Helvetica Neue 75 Bold
Typography size 9 pts, black colour size 7 pts, leading 8 pts, grey colour size 7 pts, leading 8 pts, orange colour
Helvetica Neue
Back
The back of business cards
er” frezt““t* lthe Uplege GROUP, SUBSIDIARY MULTI-PRODUCT BACK
orproductiogos, AND SINGLE PRODUCT VERSION
depending on the version.
5 mm
5 mm
6 mm mdéjeuner

N.B. For all productions, 2 o up
use the masters available 3/mm

on request or from
the Brand Center.

6 mm mculture

35 mm

April 2021
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Correspondence card
Construction principles

On correspondence cards,
the Up logotype or product
logotype (single product
version) is positioned

on the top left.

Format
210x105mm

Printing
Front only in 2 Pantone spot
colours 1375C and 445C

Typography
Helvetica Neue

On the bottom of
correspondence cards,

the product logos (multi-
product version) or Up logo
(single product version)

will be featured, depending
on the version.

GROUP

10 mm

10 mm

Prénom NOM
Fonction

10mml

First name, Surname:
Helvetica Neue 35 Thin
size 9 pts, black colour

Information:
Helvetica Neue 35 Thin, normal & italic
size 7 pts, leading 8 pts, grey colour

SUBSIDIARIES

10 mm

—

10 mm

25 mm

COUNTRY

Prénom NOM

10mml

Separators:
Helvetica Neue 75 Bold
size 7 pts, leading 8 pts, orange colour

SINGLE PRODUCT

MULTI-PRODUCT

10 mm 10 mm 10 mm 10 mm
10 mm 10 mm
*

20 mm lire -
N.B. For all productions,
use the masters available
on request or from
the Brand Center.

5mm 5mm
15 mm - -
m [ 75 mmI mproduit mproduit mproduit
l 10 mm l 10 mm

April 2021

85 mm

85 mm

37



m | graphic guidelines Stationery

Letterhead
Construction principles

On letterheads,

GROUP AND SUBSIDIARIES
the Up logotype

is positioned
on the top left. 20 mm 30 mm
. Group letterhead Subsidiary letterhead
Format
A4 (210x297mm) 20 mm
Printing 30 mm
Front only in 2 spot colours
Pantone 1375C and 445C
Typography
Helvetica Neue or Roboto
Folding
rule. 0.3 pts.
width 5 mm
black colour
at 30%
Roboto or

Helvetica Regular
size 9 pts, leading 11 pts

black colour
Helvetica Neue 47
Light Condensed
size 7 pts
leading 8 pts Helvetica Neue 75 Bold
colour size 9 pts, leading 8 pts
Pantone 445C Pantone 1375C colour

N.B. For all productions,
use the masters

or Word templates
available on request

or from the Brand Center. 20 mm 123 mm 35mm 20 mm

Helvetica Neue 45 Light
h size 7 pts, leading 8 pts
13 mm l Pantone 445C & 1375C colour

April 2021
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Stationery

On letterheads,

the Up logotype

or product logotype
(single product
version) is positioned
on the top left.

Format
A4 (210x297 mm)

Printing
Front only in 2 spot colours
Pantone 1375C and 445C

Typography
Helvetica Neue or Roboto

On the footer of letterheads,
the product logos (multi-
product version) or Up logo
(single product version)

will be featured,

depending on the version.

N.B. For all productions,
use the masters

or Word templates
available on request

or from the Brand Center

April 2021

Letterhead
Construction principles

SINGLE AND MULTI-PRODUCT

20 mm 30 mm

—_—

Multi-product Single product

20 mm

20 mm mproduit

20 mm

30 mm

—

Folding
rule. 0.3 pts.
width 5 mm
black colour

at 30%

Roboto or Helvetica Regular
size 9 pts, leading 11 pts

black colour
15 mm l
12 mm
13 mm
5mm 5mm Helvetica Neue 75 Bold

size 9 pts, leading 8 pts
Pantone 1375C colour

Helvetica Neue 45 Light
size 7 pts, leading 8 pts
Pantone 445C & 1375C colour

X Helvetica Neue 47 Light Condensed
size 7 pts, leading 8 pts
Pantone 445C colour

20 mm 123 mm 35mm 20 mm
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Print

Band

Corporate brochures start
with a top sloping band

in the Up orange colour.

Iconography

The visual takes up most

of the surface of the document
and represents the iconographic
spirit of the territory of expression
(see page 25).

The zone taken up by the
iconography can vary in height
to leave variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible).

It can move along the left-hand
edge of the visual to balance
with it.

An optional text used
as a second reading level
can be added below the visual.

Brand block
It is always positioned
on the bottom right.

Back cover page
It features the Up logo
and the postal address.

April 2021

Corporate brochure
A4 construction principles

CONSTRUCTION OF THE COVER

x/2| 4 5°

Top band

Up orange colour
5° rotation angle

of starting

at 1X of the right

side of the page.

Catchline

in Helvetica

Neue Extra Black
Condensed Oblique,
upper case, size
depending on the
length of the text,
leading 30% bigger
(here size 50 pts,
leading 65 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than
the size of the text
(here size 50 pts
+15% = 57 pts).

Optional text
Helvetica Neue Extra
Black Condensed
Oblique, size 12 pts
leading 14 pts in Up

Lorem ipsum dolor sit amet, consectetur
—_— adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

)
Ca fait du bienf
au quotidien ,

!

CONSTRUCTION OF THE BACK COVER PAGE

SIEGE SOCIAL GROUPE UP

27-29 avenue des Louvresses
92230 Gennevilliers - France

UP.COOP

:
orange.
\

| x

16X

1 ptrule
black colour
at 20%
length X

Helvetica
Neue Bold
Upper case /
Roman

size 9 pts
leading 14 pts
grey colour

Helvetica
Neue Roman
Upper case
size 7 pts
leading 9 pts
orange colour
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Print

Corporate brochures
can have a square format.

Top band

Up orange colour
5° rotation angle

Starting at 1X

of the right-hand

side of the page.

Catchline in Helvetica
Neue Extra Black
Condensed Oblique,
upper case, size
depending on the
length of the text,
leading 30% bigger
(here size 50 pts,
leading 65 pts).

5° block rotation angle
compensated by

a 5° shear X angle.
Support of a paragraph
rule below, centred

on the top of the text,
15% thicker than the
size of

the text (here size

50 pts + 15% = 57 pts).

Optional text
Helvetica Neue Extra
Black Condensed
Oblique, size 12 pts
leading 14 pts

in Up orange colour.

April 2021

Corporate brochure
20x20 construction principles

CONSTRUCTION OF THE FRONT COVER PAGE

e 450 | x|

X
! —
LOREM IPSUM DOLOR SIT AMET, CONSECTETUR Ca fait du bier} X
————— adipiscing elit, sed do eiusmod tempor incididunt au quotidien '
utlabore et dolore magna aliqua. S T —
]
'
| X
'
' [

Lo Do o o o o o fox |ox x| ox |

EXAMPLE

0.7 pts rule
black colour
at 20%
length 2/3 X

Helvetica
Neue Bold
Upper case /
Roman

size 7.5 pts
leading 10 pts
grey colour

Helvetica
Neue Roman
Upper case
size 7.5 pts
leading 9 pts
orange colour

CONSTRUCTION OF THE BACK COVER PAGE

UP GROUP HEAD OFFICE
27-29 avenue des Louvresses.

92230 Gennevillers - France
UP.COOP
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Print

Band

Solution/Target brochures
start with a top sloping

band in the Up orange colour.
It can feature wording
indicating the target for which
solutions are proposed.

Iconography

The visual takes up most

of the surface of the document
and represents the iconographic
spirit of the territory of expression
(see page 25). The zone taken up
by the iconography can vary

in height to leave variable room
for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible). It can move
along the left-hand edge

of the visual to balance with it.

An optional text used
as a second reading level
can be added below

the visual.

Brand block
It is always positioned
on the bottom right.

Back cover page

It features the centred brand block
in the grey solid and contact block
in the bottom diagonal.

Contact block

It can contain the URL of a website,
a phone number, a call to action

as well as the postal address.

April 2021

Solution and target brochure
Construction principles

CONSTRUCTION OF THE COVER

Top band in the

Up orange colour.
5° rotation angle
starting at 1X of the
right-hand side of
the page. White text
in Helvetica Neue
Black Condensed
Oblique, size 15 pts.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending on
the length of the text,
leading 30% bigger
(here size

50 pts, leading

65 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than

the size of the text
(here size 50 pts
+15% = 57 pts).

Optional text
Helvetica Neue Extra
Black Condensed
Oblique, size 12 pts,
leading 14 pts in Up
orange.

x/2| 4 5°

TIONS UP POUR LOREM IPSUM

\SOLU

background
at 8%

Helvetica Neue
Condensed

/ Bold
Condensed
size 11 pts,
leading 12 pts
grey and orange

Black ——

colour
0.6 pts rule
black colour
30%
X
Lorem ipsum dolor sit amet, consectetur Ca fait du bier| X
—_— adipiscing elit, sed do eiusmod tempor au quotidien ,
incididunt ut labore et dolore magna aliqua. ; J—
:
3 X
[ x | x| x| x| x| x| x| x| x| x | x | Cancontain
contacts,
website,
11x social networks

X/2

CONSTRUCTION OF THE BACK COVER PAGE

X/2

Retrouvez toutes les solutions du groupe Up pour simplifier le parcours
du citoyen sur up-france.fr/simplifier x

T | info.collectivites@up-france.fr \ 0141 8508 55

GROUPE UP

27-29 avenue des Louvresses
92230 Gennevilliers

up-france.fr
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Print

Band

Product brochures start
with a top sloping band
in the product colour.

Iconography

The visual takes up most

of the surface of the document
and represents the iconographic
spirit of the territory of expression
(see page 25). The zone taken up
by the iconography can vary

in height to leave variable room
for text.

Catchline and inset

Supported by a colour product
inset with white text. It can move
along the left-hand edge of the
visual to balance with it.

An optional text used
as a second reading level
can be added below

the visual.

Product logo
It is always positioned
on the bottom right.

Back cover page

It features the centred brand block
in the grey solid and contact block
in the bottom diagonal.

Contact block

It can contain the URL of a website,
a phone number, a call to action
as well as the postal address.

April 2021

Product brochure
Construction principles

CONSTRUCTION OF THE FRONT COVER PAGE

Top band in

the Up orange
colour. 5° rotation
angle starting at 1X
of the right-hand
side of the page.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending on
the length of the text,
leading

30% bigger ere

size 50 pts, leading
65 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than

the size of the text
(here size 50 pts
+15% = 57 pts).

Optional text
Helvetica Neue Extra
Black Condensed
Oblique, size 12 pts,
leading 14 pts in Up
orange.

x/2| 4 5°

background
at 8%

Helvetica Neue
Condensed /
Bold
Condensed
size 11 pts,
leading

12 pts grey and
orange colour

Rule 0.6 pts,
black colour
30%

Black ——

x | x| x| x| x| x| x| x| x| x | Cancontain
contacts,
website,

11x social networks

CONSTRUCTION OF THE BACK COVER PAGE

X/2

X/2

—

Ca fait du bien
au quotidien

Retrouvez toutes les solutions du groupe Up pour simplifier le parcours
du citoyen sur up-france.fr/simplifier S

info.collectivites@up-france.fr 01418508 55

GROUPE UP

27-29 avenue des Louvresses
92230 Gennevilliers

up-france.fr
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Print

April 2021

Product brochure
Examples

ET SI LE PLUS BEAU

DES CADEAUX
ETAIT UN SOURIRE?

@k rire

medecin

e

Up s’engage pour le sourire
des enfants hospitalisés aux cotés
de l'association Le Rire Médecin

i Vi vEZ "

/i voUS QI CROQ

VOTRE PAUSE DEJEUNER
DENTS! .
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Print

=

ts “brand content”

joni ot have
ositioning, does n .
talfe the Up territory _of e_xpressm
© of the graphic guidelines

e

This tool, due to i

This tool presents the brand
content to support its positioning
and provide the brand with non-
commercial content. It summarises
articles, briefs produced

by the brand on a specific subject.
The front and back cover pages
are set out in the guidelines

Typography
The text is typeset
in Helvetica Neue.

Iconography

The photograph occupies
most of the surface

of the document.

Brand block

It is always positioned
on the bottom right,
centred in the height
of the white band.

Back cover page

It features the brand block

on the bottom right.

Contact information is justified
left, separated from the credits
by arule.

April 2021

Brand content magazine
Construction principles

TRANSITION
NUMERIQUE

# L'AIDE AUX PERSONNES AGEES

CONSTRUCTION OF THE FRONT COVER PAGE

Title logo CODE BOLD

Helvetica Neue
Medium Condensed
20 pts

orange colour

T Fiaune

Helvetica Neue
Bold Condensed
Upper case 9 pts
black colour 80%

Helvetica Neue
Bold Condensed /
Condensed 8 pts
black colour 80%

Helvetica Neue
Bold 8 pts

orange colour and
black 80%

Ga fait du bien
o gquotidien

0.5 pts rule
black 80%

Helvetica Neue
Roman 6.5 pts
black colour 80%

CONSTRUCTION OF THE BACK COVER

Fetrouvez toutes
nos solutions sur
up-france.fr/simplifier »

e Vous souhaitez nous contacter T
Par mail : info.collectivites@up.coop - Par tiliphona : 01 41 85 08 55

Ga fait du bien
au guotidien

Concepsion | beariceas ¢ Crédi pholns - Gettyimages. Srutierntock

l— Can contain contacts, website, social networks
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Print

April 2021

Brand content magazine

Principles of the inner pages

EXAMPLES FOR INSPIRATION

LES VILLES
a la pointe du e-gouvernement

Imaginer des prjets ”
co-construire des services

Faire des citoyens des
urs... et des capteurs

demain
e quctidien

Transition Numérique magazine - June 2018 - France

Uaavation, facteur & storceria

couscvTe commecree

responsable du bureou s
«Soluion Viles CCAS » - groupe Up.

avez-vous identifiés en termes de
technologi

PAROLE D’EXPERT

LEXPERIENCE UTILISATEUR
et le parcours usager au centre

des process d’innovation

Tugdh s s e Ol s s s

Préparer 'action sociale de demain
g secicsdos bidlciares oy agens

Pacscn as komeks T & oo whe cowe e

‘Comment travailez-vous pour
répondre  ses besoins ?

vk P

a de I'avenir

P Aoy duie o & s & bod
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Print

Band
Product sheets start with a top
sloping band in the product colour.

Iconography

The visual takes up the upper
third of the document and
represents the iconographic

spirit of the territory of expression
(see page 25). The zone taken up
by the iconography can vary

in height to variable room for text.

Product logo
It is always positioned
under the visual, justified left.

Packshot
Depending on the stance,
different packshots can be used.

Roboto Bold 12 pts
black colour 80%

Title: Dosis Bold 12 pts
CADHOC red colour
Text: Helvetica Neue
Bold / Roman 10 pts

black colour 80%
Product logo ’

Always positioned and justified left.

Contact block

It is positioned on the back

of the sheet, on the bottom
left. It can contain the URL

of a website, a phone number,
a call to action or referrals

to social networks.

Brand block

It is always positioned
on the back on the bottom right.

April 2021

Product sheet
Construction principles

CONSTRUCTION OF THE FRONT

gx
i}

LE CADEAU & B\e Le plus large réseau multi-enseignes : + de 780 enseignes, '
_ . o '
QUI EMBALLE TOUT \a” +62 000 points de vente, + de 10 000 commerces de proximité
LE MONDE! 0 %ede charges sociales dans la limite de 163¢ / salarie / +————— DOsis Bold / regular
événement / par an selon [a réglementation URSSAF 11 pts

|

116 enseignes dans TslEsrtasermEm s Eps: red colour
—— lle top 30 des enseignes —— jouets, mode, loisirs, sport, décoration, voyage, CADHOC / black 80%

;préférées des francais grande distribution, gastronomie...

LES + ENTREPRISES

.
i
|
.
——= 1 Une dotation adaptée aux 11 événements URSSAF

: Solution exonérée de cotisations sociales et fiscales de charges sociales

i Eligible & tous vos salariés et leurs enfants (limite d’age selon I'événement)
| Simple & mettre en place : accompagnement par des conseillers dédiés

i

!

.

p

i

#

NOS OFFRES DE SERVICES
.
MODES DE COMMANDE MOYENS DE PAIEMENT
Bon de commande ou espace client dédié LE| Cheque, virement bancaire ou mandat administratif @)
' v

:
PPERSONNALISATION

Impression du nom et logo de votre Entreprise,
nom et prénom du bénéficiaire, «E}.‘-——
message dédié et I'univers cadeaux autorisé

VALEUR DE LA DOTATION
Possibilité de mixer les valeurs de la dotation libre
et possibilité de mixer.

=

=5 Helvetica Neue
Bold Upper case / Light
10 pts

black colour 80%

!
MODES DE LIVRAISON ESPACE CLIENT WEB DEDIE !
Livraison sécurisée sous 5 jours sur site, Commande en ligne, suivi des commandes,

fmulti-sites ou au domicile des salariés historique de commandes, duplicatas de facture. ..

' disponible 24h/24 et 7j/7

CONSTRUCTION OF THE BACK

Dosis Bold 10 pts
black colour 90%

LES + BENEFICIAIRES

Un supplément de pouvoir d’achat non imposable D
Acceés au plus large réseau multi-enseignes

Simple d'utilisation : paiement direct en magasin ou en ligne
Liberté de choix parmi tous les univers de consommation

i o
#

et offres prc clusive =
{ LE MEILLEUR RESEAU MULTI-ENSEIGNES
'
v
'Nl/ 93% des clients sont en;;gages * d;o?nzlgw
satisfaits du réseau de vente

Source: barométe Satisfaction Cent
Chécue Cachoc - Haris Interacive - 2015 ﬁ I

'GRANDE DISTRIBUTION

SOLUTION CE

LES SERVICES BENEFICIAIRES DEDIES

UNE APPLICATION MOBILE

UN OUTIL DE GEOLOCALISATION

UN ESPACE BENEFICIAIRES
disponible 24h/24 et 7j/7

+ de 10 000 +de 170
commerces sites
de proximité e-commerce
&
[—

‘.’ @ SUPERU) HYPER@W) Intermanche [:]ﬂigm:

!
i

\

; AUCHAN

EMODE

! AsaTHA BRICE M‘?&&‘ﬁ m La mafabeme DI MANGO M F raF|

' S ¢
IMAISON / DECO

|

: Alinéa  ®boulanasr lahitat® KLl Milricolooe
IPUERICULTURE & RECREATIONS

3 Hoe s RO Tl Rty ©xybul

LOISIRS & SPORTS

uﬁh\us u Dsepian .

'OYAGES & DETENTE

o

Pebusbis  BW|botlstem. Caliedo W0

/ASTRONOMIE

4 i
sele Pierre (© Vacanced Gs“?

0 cofe DN avenon
L -

HEDLART) “ [ cehews

|
.
'
v
!
'
'
i
[
!
:
i
i
'
'

— 00 utiliser mes titres ? . 6
, ) ) Liste sur wicheaue-cadhoc.
m Liste des enseignes partenaires sur cadhoc.fr

% up-france.fr/optimiser @UpSolutions_fr

Servicr 0,06 €/ min
ix ippel

0811 87 87 87 e

Helvetica Neue
Bold Condensed 9 pts
hyperlink blue colour

REJOIGNEZ LA CONVERSATION

Solutions TPE et PME

Ga fait du bien
au quotidien

Helvetica Neue
Roman 7 pts

black colour 80%

Rl F

49



m | graphic guidelines

Print

Band

Corporate advertisements
start with a top sloping band
in the Up orange colour.

Iconography

The visual takes up most

of the surface of the document
and represents the iconographic
spirit of the territory of expression
(see page 25).

The zone taken up

by the iconography can vary

in height to leave variable

room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible). It can
move along the left-hand edge
of the visual to balance with it.

Packshot and Call to action
Depending on the stance,
different packshots can be used
together with a call to action
towards the required website.

Text

Different layouts of the text
part can be envisaged.
Focus on clarity and legibility.

Brand block

It is always positioned
on the bottom right.

April 2021

Corporate advertisement

Construction principles

A4 FORMAT

Top band in the Up
orange colour.

5° rotation angle
starting at 1X of
the right-hand side
of the page.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending on
the length of the text,
leading 30% bigger
(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than
the size of the text
(here size 35 pts
+15% = 40 pts).

Intro in Helvetica
Neue Extra Black
Condensed Oblique,
size 12 pts, leading
14 pts in Up orange.
Body in Helvetica
Neue Condensed in
black 80 %, size 11
pts, leading 13 pts.

x/2| 4 5°

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
—_— sed do eiusmod tempor incididunt ut labore et dolore

magna aliqua.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do

eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut

enim ad minim veniam, quis nostrud exercitation ullamco laboris

nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla

pariatur. Excepteur sint occaecat cupidatat non proident.

Lorem ipsum dolor sit amet,
Sur up.coop

Ca fait du bien
au quotidien

EXAMPLES OF PACKSHOT / CALL TO ACTION

Packshot

Call to action

Job-dating
Find us on 3 September 2019 Apply on the up.coop
at 27-29 av. des Louvresses, application space

92230 Gennevilliers

Discover all catering
points in France
on up.coop

ET SION POUVAIT
REUSSIR EGWIDMIWIEMEMT
TO0 TREPRENANT

UT EN EN
—arement 7 B

-

EXAMPLE
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Print

Band

Solution and target
advertisements start
with a top sloping band
in the Up orange colour.
It can include wording
indicating the solutions
put forward.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25). The zone
taken up by the iconography
can vary in height to leave
variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible). It can
move along the left-hand edge
of the visual to balance with it.

Product packshot

and Call to action
Depending on the stance,
different packshots can be
used.together with a call

to action towards the required
website.

Text
Different layouts of the text
part can be envisaged.

Brand block
It is always positioned
on the bottom right.

Contact block

It can contain the URL

of a website, a phone number,
a call to action or referrals

to social networks.

April 2021

Solution and target advertisement
Construction principles

A4 FORMAT

Top band in the

Up orange colour.
5° rotation angle
starting at 1X of the
right-hand side of
the page. White text
in Helvetica Neue
Black Condensed
Oblique, size 15 pts.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending on
the length of the text,
leading 30% bigger
(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than

the size of the text
(here size 35 pts
+15% = 40 pts).

Intro in Helvetica
Neue Extra Black
Condensed Oblique,
size 12 pts,

leading 14 pts in Up
orange.

Body in Helvetica
Neue Condensed in
black 80 %,

size 11 pts, leading
13 pts.

3S!JLIITHJHS UP POUR LORI

EM IPSUM

Lorem ipsum dolor sit amet, consectetur adipiscing elit,

tempor incididunt ut labore et dolore magna aliqua.

» LOREM IPSUM DOLOR SIT AMET
Consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et

» LOREM IPSUM DOLOR SIT AMET
Consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et

dolore magna aliqua. Ut enim ad minim

veniam, quis nostrud exercitation.

dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation.

@ Découvez toutes nos solutions sur lorem ipsum
2 @upsolutions_fr ) up Triorem pusm

» LOREM IPSUM DOLOR SIT AMET
Consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation.

Ca fait du bien
au quotidien

EXAMPLES OF PACKSHOT / CALL TO ACTION

Product packshot

Discover all our solutions
on up.coop/sloremopsim

Promotion of a service
or functionality

Free
delivery
For all orders
placed before

Discover all our solutions
on up.coop/sloremopsim

In voucher form or 100% paperless,
discover all our solutions
on up.coop/domicile

Partnership

g

Discover all our partnerships
For a #healthy_ diet
on up.coop/dejeuner/Partnerships

SovumONS UP POURLES COMMEREANTS

Avous aul
SOUHAITEZ

UNE GESTION |

PLUS FACILE!

EXAMPLE

Key figure

+ 3.6 mittion housenolds
use personal services

Discover all our solutions
on up.coop/domicile
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Print

Band

Product advertisements
start with a top sloping
band in the Up orange colour
depending on the stance.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25). The zone
taken up by the iconography
can vary in height to leave
variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white

text (or white inset with

Up orange text, if more legible)
or product colour inset

with white text. It can move
along the left-hand edge

of the visual to balance with it.

Product packshot

and Call to action
Depending on the stance,
different packshots can be
used together with a call

to action towards the required
website.

Text

Different layouts of the text
part can be envisaged.

Focus on clarity and legibility.

Brand block

It is always positioned above
the body copy and is justified
left on it.

Product logo

It is always positioned above
the body copy and is justified
left on it.

April 2021

Product advertisement
Construction principles

A4 FORMAT

Upper band in Up
orange colour

or product colour,
depending on the
stance. 5° rotation
angle starting at

1X of the right-hand
side of the page.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending on
the length of the text,
leading 30% bigger
(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than

the size of the text
(here size 35 pts

+ 15% = 40 pts.

Intro in Helvetica
Neue Extra Black
Condensed Oblique,
size 12 pts, leading
14 pts in product
colour. Body in
Helvetica Neue
Condensed

in black 80 %,

size 11 pts, leading
13 pts.

MCadhoc

Lorem ipsum dolor it amet, consectetur adipiscing elit, Découvrez ‘"/“‘IES nog solutions
J— p.coop. p:
——  sed do eiusmod tempor incididunt ut labore et dolore Sur p.coop/sloremopsim
magna aliqua.
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut m
Ca fait du bien

reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non proident.

au quotidien

EXAMPLES OF PACKSHOT / CALL TO ACTION

Product packshot

Discover all our solutions
on up.coop/sloremopsim

Promotion of a service
or functionality

Free
delivery
for all orders
placed before
30/09/2019

Discover all our solutions
on up.coop/sloremopsim

In voucher form or 100% paperless,
discover all our solutions
on up.coop/domicile

Partnership

Discover all our partnerships
For a #healthy_ diet
on up.coop/dejeuner/Partnerships

Key figure

4 3.6 mittion housenolds
use personal services

Discover all our solutions
on up.coop/domicile
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Corporate poster
Construction principles

Band

Corporate posters start
with a top sloping band
in the Up orange colour.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25). The zone
taken up by the iconography
can vary in height to leave
variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white

text (or white inset with Up
orange text, if more legible)
or product colour inset

with white text. It can move
along the left-hand edge

of the visual to balance with it.

Product packshot

and Call to action
Depending on the stance,
different packshots can be
used together with a call

to action towards the required
website.

Text

Different layouts of the text
part can be envisaged.
Focus on clarity and legibility.

Brand block

It is always positioned above
the body copy and is justified
left on it.

April 2021

A4 FORMAT

Top band in the
Up orange colour.
5° rotation angle
starting at 1X of
the right-hand side
of the page.

Catchline

in Helvetica

Neue Extra Black
Condensed Oblique,
upper case, size
depending on the
length of the text,
leading 30% bigger
(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than
the size of the text
(here size 35 pts
+15% = 40 pts).

Intro in Helvetica
Neue Extra Black
Condensed Oblique,
size 12 pts,

leading 14 pts

in Up orange. Body
in Helvetica Neue
Condensed in black
80 %, size 11 pts,
leading 13 pts.

x/2| 4 5°

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
—_— sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut
enim ad minim veniam, quis nostrud exercitation ullamco laboris
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non proident.

Lorem ipsum dolor sit amet,
Sur up.coop

Ca fait du bien
au quotidien

EXAMPLES OF PACKSHOT / CALL TO ACTION

Call to action Packshot

Job-dating
Find us on 3 September 2019 Apply on the up.coop
at 27-29 av. des Louvresses, application space

92230 Gennevilliers

Discover all catering
points in France
on up.coop
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Solution and target poster
Construction principles

Band

Solution and target posters
start with a top sloping band
in the Up orange colour.

It can include wording indicating

the solutions put forward.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25). The zone
taken up by the iconography
can vary in height to leave
variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible) or product
colour inset with white text.

It can move along the left-hand
edge of the visual to balance
with it.

Product packshot

and Call to action
Depending on the stance,
different packshots can be
used together with a call

to action towards the required

A4 FORMAT

Top band in the

Up orange colour.
5° rotation angle
starting at 1X of the
right-hand side of
the page. White text
in Helvetica Neue
Black Condensed
Oblique, size 15 pts.

Catchline in
Helvetica Neue Extra
Black Condensed
Oblique, upper case,
size depending

on the length of

the text, leading
30% bigger

(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than
the size of the text
(here size 35 pts

3S!JLUTMJMS UP POUR LORI

EM IPSUM

EXAMPLES OF PACKSHOT / CALL TO ACTION

Product packshot

Discover all our solutions
on up.coop/sloremopsim

In voucher form or 100% paperless,
discover all our solutions
on up.coop/domicile

: +15% = 40 pts). i i i i

website. % pts) Lorem ipsum dolor sit amet, consectetur adipiscing elit, Promotion of a service Partnership Key figure
tempor incididunt ut labore et dolore magna aliqua. or functionality

Text » LOREM IPSUM DOLOR SIT AMET » LOREM IPSUM DOLOR SIT AMET » LOREM IPSUM DOLOR SIT AMET

Consectetur adipiscing elit, sed do
. . eiusmod tempor incididunt ut labore et
Intro in Helvetica ——— dolore magna aliqua. Ut enim ad minim

Neue Extra Black veniam, quis nostrud exercitation.
Condensed Oblique,

Consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et

Consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et

Free
delivery
for all orders
placed before
30/09/2019

Different layouts of the text
part can be envisaged.

dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation.

dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation.

o &

Discover all our partnerships

+ 3.6 mittion nousehotds
use personal services

Discover all our solutions

N For a #healthy_ diet on up.coop/domicile
Bl‘and block . size 12 ptS, Ca fait du bien on up.coop/dejeuner/Partnerships
Itis aIWayS positioned above leading 14 pts in Up Découvez toutes nos solutions sur lorem ipsum au quotidien
orange. 2 @upsolutions_fr ) up Triorem pusm
Discover all our solutions

the body copy and is justified
left on it.

April 2021

Body in Helvetica
Neue Condensed
in black 80 %,

size 11 pts, leading
13 pts.

on up.coop/sloremopsim
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Print

Band

Product posters start
with a top sloping band
in the Up orange colour
depending on the stance.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25). The zone
taken up by the iconography
can vary in height to leave
variable room for text.

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible) or product
colour inset with white text.

It can move along the left-hand
edge of the visual to balance
with it.

Product packshot

and Call to action
Depending on the stance,
different packshots can be
used together with a call

to action towards the required
website.

Text

Different layouts of the text
part can be envisaged.
Focus on clarity and legibility.

Product logo

It is always positioned above
the body copy and is justified
left on it.

Brand block

It is always positioned
on the bottom right.

April 2021

Product poster
Construction principles

A4 FORMAT

Upper band in

Up orange colour
or product colour,
depending on the
stance. 5° rotation
angle starting at

1X of the right-hand
side of the page.

Catchline

in Helvetica

Neue Extra Black
Condensed Oblique,
upper case, size
depending on the
length of the text,
leading 30% bigger
(here size 35 pts,
leading 45 pts).

5° block rotation
angle compensated
by a 5° shear X
angle. Support of

a paragraph rule
below, centred on
the top of the text,
15% thicker than the
size of the text
(here size 35 pts
+15% = 40 pts).

Intro in Helvetica
Neue Extra Black
Condensed Oblique,
size 12 pts, leading
14 pts

in Up orange. Body
in Helvetica Neue
Condensed in black
80 %, size 11 pts,
leading 13 pts.

—

Découvrez toutes nos solutions

—_— Lorem ipsum dolor sit amet, consectetur adipiscing elit, » s Un.coop/slorsmepsim
p.coop. p:

sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua.
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do

eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut Ga fait du bien
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla au quotidien

pariatur. Excepteur sint occaecat cupidatat non proident.

x b b b o pox |ox poxe foxfox |ox |

EXAMPLES OF PACKSHOT / CALL TO ACTION

Product packshot

Discover all our solutions
on up.coop/sloremopsim

In voucher form or 100% paperless,
discover all our solutions
on up.coop/domicile

Promotion of a service
or functionality

Partnership

o &

Discover all our partnerships
For a #healthy_ diet
on up.coop/dejeuner/Partnerships

Key figure

+ 3.6 mittion nousehotds
use personal services

Discover all our solutions
on up.coop/domicile

Free
delivery
for all orders
placed before

Discover all our solutions
on up.coop/sloremopsim
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Print

Up logo

It is positioned first and centred

widthways on the page.

Printing

CMYK four-colour printing

or circulation in PDF

Typography
Helvetica Neue

Desktop publishing
fonts used to draft
releases are Helvetica
or, failing that, Arial.

April 2021

Press release
Construction principles

CONSTRUCTION

20 mm

20 mm

30 mm

20 mm

Paris, le 16 janvier 2017

Beaque cullestium explamus sequia sandit

Epel incimil imus molut volo et, quide et haruntoria ad et pre am, officiet iuntiorento mint.
Ficitat antium in es doluptur, et qui iduciis tectectat quid earunt utet perum asimilibus sedis
iuscipsa qui cum endi asiminc imagnam ad ut accat delici dit eaque voloratiis quatet expernatur?

Ebitium eatibusant qui tem quis inis alitian dusae. Nequiani blam ere plaborero omnitatur?
Rumquuntur, tem imoles que dem remperrumque doluptis iumquaectem atur sundam sam quias
et ernati descides ate corum nis min nullam ea dolorion rent pa quatqui dolupta peruntiur rernat
essitio nsendam vit, cone elit etur aut ma gnisciet licient harument dolorrunt rest, ut plab ipsunt
labo. Bis sam faccusd anitatur, volupta tectatem fugitisit dolenitatis simus.

Equas sandendit lacepedi aborrum alibus ipsaper cidiorum cupturitas volum est volor sitiunt adioe——m7m —————

et ex et fugitiore et quiam sinciisi officius volo to doluptae labor sit ventur? Or saperferum fugit
acerumquam enia necero idendae laque boremque ducit, quatis eost alit estrum, conseque es
aut autat faccae maximet quam aperis eatquidis eumet qui tem reperi nimi, et plibus dio. Ecus
enis audigna tiorepre earibus, qui beaque cullestium explamus sequia sanditi onestrum hillandam
et aut rest, volorpo repudit et volor repudaeptaspiet, aut et pro esto ma quibus, utatqui dolupta
turiam, occum venimus mos comni conet excerib usandiae nonsequi dusam sitat. Hilluptate sit
quunt quatium sim repel et utem quia sint.

Ebitium eatibusant qui tem quis inis alitian dusae. Nequiani blam ere plaborero omnitatur?
Rumquuntur, tem imoles que dem remperrumque doluptis iumquaectem atur sundam sam quias
et ernati descides ate corum nis min nullam ea dolorion rent pa quatqui dolupta peruntiur rernat
essitio nsendam vit, cone elit etur aut ma gnisciet licient harument dolorrunt rest, ut plab ipsunt
labo. Bis sam faccusd anitatur, volupta tectatem fugitisit dolenitatis simus.

Héléne CHAULIN / 01 41 85 08 60 / hehaulin@up.coop
Berthille LA TORRE / 0158 22 21 14 / b latorre@auvray-associes.com

A propos du groupe Up :
Le L h

indépendant, 6
art bet ‘accesal laculture, lesloisirs, 'éducation,
i Faidesocial ‘animation
de dispositifs de stimulation et de programmes de fidéité. Chaque jour, il accompagne le quotidien de plus de 21,3 millions de
personnes dans 17 pays. Le groupe Up regroupe 2 685 collaborateurs et a réalisé en 2015, un volume d'émission de 6,6 millards
deuros (chiffres au 31/12/2015). www.up.coop

Helvetica Regular / Bold
size 8 pts, leading 10 pts
grey colour

Helvetica Regular
size 11 pts, leading 13 pts
grey colour

Helvetica Regular / Bold
size 8 pts, leading 10 pts
grey colour

EXAMPLE WITH PHOTO

Communiqué de presse
Pars, e 16 janvir 2017

Up rend la vie plus légére avec bearideas

Epel incimil imus molut volo et, quide et haruntoria ad et pre am, officiet iuntiorento mint.
Ficitat antium in es doluptur, et qui iduciis tectectat quid earunt utet perum asimilibus sedis
iuscipsa qui cum endi asimin imagnam ad ut accat delici dit eaque voloratis quatet expernatur?

Ebitium eatibusant qui tem quis inis alitian dusae. Nequiani blam ere plaborero omnitatur?
Rumquuntur, tem imoles que dem remperrumaue doluptis iumquaectem atur sundam sam quias
et ernati descides ate corum nis min nullam ea dolorion rent pa quatqui dolupta peruntiur remat
essitio nsendam vit, cone elit etur aut ma gnisciet icient harument dolorrunt rest, ut plab ipsunt
labo. Bis sam faccusd anitatur, volupta tectatem fugitisit dolenitatis simus.

Equas sandendit lacepedi aborrum alibus ipsaper cidiorum cupturitas volum est volor sitiunt adio
et ex et fugitiore et quiam sinciis officius volo to doluptae labor sit ventur? Or saperferum fugit

enia necero a , quatis eost alt estrum, conseque es
aut autat faccae maximet quam aperis eatquidis eumet qui tem reperi nimi, et piibus dio. Ecus
enis audigna tiorepre earibus, qui beaque cullestium explamus sequia sanditi onestrum hillandam
etaut rest, volorpo repudit et volor repudasptaspiet, aut et pro esto ma quibus, utatqui dolupta
turiam, ocoum venimus mos comni conet excerib usandiae nonsequi dusam sitat. Hilluptate sit
quunt quatium sim repel et utem quia sint
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3.2 DIGITAL
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Fundamental elements

To simplify and standardise the production of digital media in all our countries, we currently use a tool that brings together
all the components needed to create or update web platforms (websites, applications, mobile applications, etc.):

e For Ul/UX: InVision Design System Manager (DSM)
This is an on-line system that is used to import objects (buttons, table, Inputs, icons, illustrations, etc.)
to create models from Sketch.

To access these tools and retrieve the fundamental elements of our graphic guidelines,
please contact our teams.

The identity colours COLOURS
of Up must be respected.
They contribute to ensuring .
. Main
the consistency and
strength of the communication
visual territory. #f59100 #415d5b #727d7¢c #959e9d

The two main colours

(orange and grey) can be
adapted in their different Vouchers (e.g. in France) ————————— Cuture ———
degrees of opacity

if necessary. LUNCH Up Chéque Lire Up Chéque Culture PERSONAL SERVICE

#f59100 #c50e1f #0070b8 #05007b #009ee3
Strategic programmes

GOVERNANCE SOCIAL SOCIETAL ENVIRONMENTAL

(COOPERATE) (ENCOURAGE) (INSPIRE) (SAFEGUARD)

#eabfb4 #f2c023 #51487e #6cb5e3 #01b19e
April 2021
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Digital

Typography

The main font is Helvetica Neue,

which should be preferred.

If it is impossible to use
Helvetica Neue, it is replaced
by Roboto, available as a free
download on Google Fonts,
or failing that, Arial.

For catchlines in insets

(see p. 24-25): If it is impossible
to use Helvetica Neue Extra
Black Condensed Oblique,

it will be replaced by Impact.

Buttons

For search, contact, social
networks (non-exhaustive

list), we recommend the use

of floating buttons on

the side which follow the scroll.
For all other buttons,

we recommend the use

of flat and round buttons.

Favicon

The favicon is an icon

that is displayed in miniature
on the tab of a website

and in the browser’s favourites
bar. It is an indispensable

tool to develop our brand

on the internet.

For more information,
please contact Sabrina Iram:
sabrina.iram@up.coop

April 2021

Fundamental elements
Typography, buttons and favicons

MAIN TYPOGRAPHY

Helvetica Neue

AaBbCcDdEefGgHhlIi
JJKKLIMMNNOopQq
RrSsTtUuVvWwXxYyZz
P#%&€E@7!170123456789

SECONDARY TYPOGRAPHY

Roboto

AaBbCcDdEefGgHhIiJjKkLIMm
NnOopQqRrSsTtUuVvWwXxYyZz

Arial

AaBbCcDdEefGgHhhIliJjKkLIMm
NnOopQqRrSsTtUuVvWwXxYyZz

BUTTONS

Examples

TEXTE BOUTON TEXTE BOUTON TEXTE BOUTON >
TEXTE BOUTON TEXTE BOUTON TEXTE BOUTON >

TEXTE BOUTON ( TEXTE BOUTON

FAVICON
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Digital

For more information, please
contact Delphine Marseglia,
delphine.marseglia@up.coop

April 2021

Fundamental elements

Pictograms

Pictograms

There is a digital guideline available for apps, customer
areas, etc. This guideline will allow you to support the user
in your processes while humanising your human-machine
relationship. User-centred and up-charted, these graphic

tools meet the technical constraints of UX, Ul and developers.

You will find :

e a visual guide to illustrate a conversational tone with the
user in your screens,

e action icons to facilitate learning the interface. They
highlight the steps of an action: email sent, card activated...
and thus guide the user’s path,

¢ a mentor in the shape of emojis to express a specific
emotion,

¢ Product visuals ranging from cards to pictograms to meet
functional constraints,

¢ functional pictograms.
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Fundamental elements
Menu

To obtain the relevant DESKTOP MENU ) MOBILE MENU
templates, please contact Colour of the block: white

Sabrina Iram:
sabrina.iram@up.coop B

64 pPX m QUI SOMMES-NOQUS # QUE FAISONS-NQUS ? MEDIAS CANDIDATS | ¥ GROUPE ~ FR = 110 PX m 64 px

Title in upper case, 16 px, #2D2D2D
Hover: orange + upwards
movement 2 px

Same dimensions
for the sticky
and desktop versions

64 px m GUI SOMMES-hoLs QUEFAISONS-NOUS?  MEDIAS  CANDIDATS GROUPE ~ R~
— OPEN MOBILE MENU
STICKY - DESKTOP MENU
Title in upper case i
white; 12 px;
— Orange hover
80 px m 50 px QUI SOMMES-NOUS ? QUE FAISONS-NOUS ? MEDIAS CANDIDATS | ) GROUPE ~ FR ~
OPEN DESKTOP MENU
E o QUEFAISONS-NOUS? ~ MEDIAS  CANDIDATS % GROUPE ~ FR ~

115 pX Présentation du Groupe Nos ambitions Notre histoire Up dans le monde La gouvernance La Fondation Up

Title in upper case, white; 16 px
Orange hover
Background colour #4E5B59

April 2021 61
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Digital

The Group makes available
a header/footer solution
which must be implemented
on all of the Group’s sites.
This solution is used to
generate one’s own header
and footer, in the local
language from a back office
and integrate them easily
onto each site, regardless
of the technology used

for development.

The implementation

of the header on sites

is not compulsory.

It is up to the entity to decide.

Composition of the header
in local language. Find us on:
- Each entity can publish

its social networks.
- Displays the group’s

social networks by default

if the entity is not present

on social networks.
Up logo: link to the group’s
site.

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Fundamental elements

Header

DESKTOP HEADER

Retrouvez-nous sur

Up
e o | |
v mh‘\:;iaﬂ-
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Fundamental elements
Footer

The implementation

of the footer on sites

is mandatory.

There are two footer versions.
Each entity selects the one
that best suits their needs.

DESKTOP FOOTER

Title in upper case

NOUS CONTACTER DOMNEES PERSONNELLES GESTION DES COOKIES white; 12 px;
#4E5B59

DESKTOP FOOTER

Mobile footer
Only keep indispensable Group footer Country footer
elements.

- Une présence mondiale
Une présence mondiale Retrouvez-nous sur e présence e

f ® @&

-4

To obtain the relevant

templates, please contact s i) :
Sabrina Iram: I v ©Q in
sabrina.iram@up.coop

MOBILE FOOTER MOBILE FOOTER
NOUS CONTACTER —— Title in upper case
white; 10 px;
PLAN DU SITE #4E5B59

MENTIONS LEGALES

DONNEES PERSONNELLES

GESTION DES COOKIES

LEXIQUE

COOKIE FOOTER

ameliorer la navigation et a adapter le contenu

April 2021 63
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Corporate website
Example

The Group’s website uses 0 DS
an understated and minimalist I
style that excludes depth Faire du bien au quotidien .
effects. It imposes short text, Cos do chacun, B

simple forms and solid colours
with a combination of visuals.
Priority is given to images NGiiF rodonnens
to create breathing spaces. le pouvoir d'agir

et la liberté de choisir.
Responsive
The website is developed
in a responsive design style
to adapt to all screen widths.

P el Tous ensemble |
To obtain the relevant e o i Uyt Acion l;fi':lm“‘i:‘l'l_
templates, please contact S
Sabrina Iram: [

sabrina.iram@up.coop

T

April 2021



m | graphic guidelines Digital

Constitutional website
Page principles - desktop version

To obtain the relevant

NEWS PAGE CONTENT PAGE CAREER PAGE CONTACT PAGE
templates, please contact
Sabrina Iram: _ o ) — , e _ R : S (S WO
sabrina.iram@up.coop i : - B -

April 2021 65
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Digital

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Corporate website
Page principles - mobile version

HOME PAGE

Faire du bien au
quotidien
C'est 'engager a améliorer le quotidien

de cun,
au service d'une sociaté plus juste.

< EQUILIBRE >
ALIMENTAIRE

Nous contribuons a l'équilibre
alimentaire de 26 millions de
personnes dans le monde.

solutions en France

cETmaG

Tous ensemble
contre la faim |
Hpidedinats

.~

£ cesee >
L'accés a Ualimentation pour tous,
un combat toujours d'actualité
pour le Groupe Up et Action
«contre la Faim

25092020 | 2 mn

CONTENT PAGES

ACCUBIL > OUS SOMMES-NOUS 7
» NOSAMBITIONS > ENCOURAGER

Faire de chaque
collaborateur
l'acteur d'une
ambition
collective

La politique de ressources
humaines du groupe Up
conjugue performance
économique, partage des
valeurs et développement
personnel.

Pour accompagner ses
ambitions strategiques. le
Groupe s'efforce de garantir
pour tous les mémes chances
de développement personnel
et d'épanouissement
professionnel.

}! "“:;
W

PARITE

3 600 collaborateurs
dans le monde

MEDIA PAGE

CAREER PAGE

JAKERaites de vos.compétences

Notre actualité s SIS pitis
Type de contenu simple et Ljne [ ite plas

Tous

Acciaor & Fonsemblo 6o nos
communiquis dars notre

Rejoignez-nous
Trouvez loffre qui vous

Tous ensemble _[ correspond
contre la faim !
it
Famille de mitirs -
.i!l .'!l Ty ch contrat -
25 soptembre 2020 Ville -
L'accés A l'alimentation pour
tous, un combat toujours S
d'actualité pour le Groupe Up et v
Action contre la Falm Py
SPONTANEE

Notre culture
d'entreprise

20 mal 2020

Rompre lisolement des personnes
Agées grace au NUMenique avec «
Connectons nos senlors »

prmery - Découvrez le siege

COVID-19 - Avec « Je Dej, Je Donne
. faites don de vos titres-restaurant
UpDéjeuner aux populations les plus
démunies.

CONTACT PAGE

ACCUTL = WOUS COMTACTER

Nous contacter

Votre demande concerne

Pays «

Ce formulaire de contact est a votre
disposition pour nous adresser vos
commentaires ou vos questions. Les
données a caracténe personnel qui vous
sont demandees dans ce formulaire sont
Indispensables et font lobjet d'un
traitement automatisé par la société
Up et ses fillales pour communiquer avec
VOUS, POUF VOUS SMvoyer Une réponse
aux besoins que vous exprimez, et de la
documentation commerciale le cas
cheant.

Ce traitement repose sur votre
consentement.

Lensemble de vos donnees sont
confidentielies.
Les informations enregistrées sont
destinées a lusage de la sociéte UP et
de ses filiales et ne sont rendues
accessibles quaux services et
personnels habilités a en prendre
Elles sont.
pendant trols ans a compler de votre
demande de renseignement ou de votre
dernier change avec Une des sociétes
du groupe Up.

Vous disposez d'un droit daccés, de

dopposition au traitement et d'un droit &
la portabilité des données vous
concernant en contactant par email :
IR rouReuR coop

ou en écrivant 4 : Up - Direction
Communication, Affaires Publiques et
Engagements - 27/29 avenue des

Lunraceas - 03330 Gannavilliars
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Digital

The business website uses

an understated and minimalist
style that excludes depth
effects. It imposes short text,
simple forms and solid colours
with a combination of visuals.
Priority is given to images

to create breathing spaces.

Responsive

The website is developed

in a responsive design style
to adapt to all screen widths.

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Business website

Example of France

Chez Up, nous concevons les solutions du
quotidien qui contribuent a la vitalité des
organisations et au bien-étre des

67
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Digital

To obtain the relevant
templates, please contact
Sabrina lram:
sabrina.iram@up.coop

April 2021

Business website
Example of France

TARGET PAGE

uel ost vetre Besoin ?

ISSUE PAGE

PRODUCT PAGE

68



m | graphic guidelines

Digital

These are tools in which
brand content (articles,
expert interviews, key figures,
computer graphics, videos,
etc.) is presented to give
substance to our positioning
and provide the brand with
non-commercial content.

For example, in France,

the demain.up.coop website.

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Brand content website

Example of France

Voici tous les articles = et les vidéos =
sur toutes les thématiques

| == R

Un sspace résarvh pour
manger sur le pouce on
sntroprite

69
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Digital

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Brand content website

Example of France

ARTICLES PAGE

m i E [re——

Voici tous les articles
sur toutes les thamatiques

TOPICS PAGE

VIDEO PAGE

domain?

70
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Product website
Example of France

Unlike corporate and business
websites, they use the
understatement of a white

or grey background to highlight
product arguments.

Responsive

The websites are developed
in a responsive design style
to adapt to all screen widths.

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

ST WorlL AT LHELRE

—

o DiroaE
M PCADHOE T

e A

.|

o0 TOUOURS A Vs EOTES
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Digital

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Product website
Example of France

DISCOVERY PAGE

L L

NEWS PAGE

CONTACT PAGE
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Digital

To obtain the relevant
templates, please contact
Sabrina lram:
sabrina.iram@up.coop

April 2021

Applications
Example of France

STRUCTURE
- @ CarrefourCity John Doe 9 AT R
Beaubourg jobn@email com e mmm
60 px
Welcome John
Here are the offers you already subscribed to. You may also like those offers
@ Lnech [ Solidarity
e i
Credit spent today Previous month comparison o
2 9 5 "
its 8,43€ less than yesterday Lﬂ;'d";;"h m.;;&n{nm
Users that already spent their credits Categories of spending
HEALTH, LIFE &
DISABILITY (7%)
%
RETIREMENT &
SAVINGS (1%)
ADDITIONAL
— BENEFITS (1%)
It's 2% up compared to previous month
E3 Flex MANAGE >
Lo alor sit amet, ¢ ect | i i do e x5
| 1100 px | 1100 px

Financer extranet - Dashboard
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Digital

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Applications
Example of France

STRUCTURE

—

Menu -

o om E

Dashboard

Welcome John
= exch 5 y
Coectt aper loday Provious manth compana:
295" l I i
VL JE— 7 e
B Inces
= Rewards
Uners that skevady spast Sek condis Catrgarien of wpanding
sa =n
WMot i beraits Evetuion of boaetis

@ e, 2 i wotes
& lunch
2 Rewards
& Flex

Mare affers by UP

@ Well-being

Header
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Digital

Icon
Product logotypes are centred
at the top of the screen.

To obtain the relevant
templates, please contact
Sabrina Iram:
sabrina.iram@up.coop

April 2021

Mobile application
Construction principles

CONSTRUCTION
| 375 px
- g
1 K-
= B
oy e'
17 px — = : =
— == =
295 I f& o)
- _ =M=
N -
- =1
= |
Dashboard

Up

Offer name

Menu

Mobile header

—

Page header

Search bar

Titre page

staurant

e
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Digital

To obtain the relevant
templates, please contact
Sabrina lram:
sabrina.iram@up.coop

April 2021

Application mobile
Example of France

BENEFICIARY INTERFACES

— Filter Erase — 12, rue du Temple ,\GA
O\ Search (address, restaurant...) E
@ Pickup (8]
Special offers See al

- |

Hao Hao
Vietnamese restaurant

Delivery .

La Perla . Booking @
Maexican restaurant
Around you
Diclogical Mexican Cocktails Homemade Antiwaste
' Fight against waste by buying .
ow (until 23:00) 200 m unsold items near you
26 rue Frangois Miron, 75004 Parie :|
New %
01 48 65 98 78 Offers & cashback O La Perla
Mexican restaurant
My favorites 1 S
www laperla-parie.com
American (5) .|
2/10 - Free desert af!e; I|.|.J.pur.cnages Bakery (3) :|
B,
"_“Ja_y_ws"‘"#-Mam-,, French cuisine (1) L]
OUVELLE Chinese (8) O
R g ARTS ET IERS g ; .
Mg S Korean (1) O Au Bourguignon du Marais
E R 'i 5 French restaurant
Reap,, bV e Frangais [] TGS m

g

7

7 A r.
Search page
DELIVERY BOOK
Sort by »
Affiliates page

Filter page
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Digital

Icon
Product logotypes are centred
on application icons.

April 2021

Mobile application
Construction principles

UP APPLICATION PRODUCT APPLICATION
2015 version

350 px | 350 px |

ﬁﬁﬁﬁﬁﬁCéﬁdhéﬁﬁCfﬁﬁ

. . N/
o ¢

\ 350 px \

Y m\

- Cheque

_Déjeuner |

N/
¢

88 px

75 px
32 px

52 px

103 px

49 px

75 px

32 px
52 px

25 px
52 px

65 px

2019 version

| 350 px |

80 px

105 px

33 px

52 px

80 px

7
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Digital

On multi-product emailing
headers, the brand block

is positioned on the top left,
product logos are inserted

in the email body, before

the presentation of the offers.

On single product emailing
headers, the product logotype
is positioned on the top left.

Band

Emailings start with a top
sloping band in the Up orange
or product colour.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25).

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible) or product
colour inset with white text.

It can move along the left-hand
edge of the visual to balance
with it.

April 2021

Emailing

Construction principles

DESKTOP MULTI-PRODUCT
EMAILING

UNE RENTREE PLUS SIMPLE
'ET SOLIDAIRE POUR u E
V05 BENERCIAIRES Bl

o amais, lee malari
WOTRE SOUTIEN POUR LA RENTREE.

Ernant qus parienaine de vos acthétda CSE, UP VOUS ACCOMPAGNE
dang cette plriode importante.

et wn ssutien wlile ot simple i fa enfias

U eogapematet Bers 108 Commerces de pranmit

‘50t acceptes Manibs des commences de procimint
AIDONE-LES A REDYNAMISER LEUR ACTRVITE

600px

DESKTOP SINGLE PRODUCT

EMAILING

ET 510N REVOLUTIONNAIT
VOTRE QUOTIDIEN 7

Devenez plus mobi -

plas agile ot plus performant |
bt
e
LRSI s 4 A 0 |

LES ASSISES NATIDNALES
ELAIDER . i
DOMICILE s 42

MOBILE MULTI-PRODUCT
EMAILING

m Ga fait du bien au quotidien

Ut enim quisque sibi plurimum confidit et
ut quisque maxime virtute et sapientia

Soleo saepe ante oculos ponere, idque libenter
crabris omnis
gentium p i q

Hprod uit E;ucduit Eurouuit

Soleo saepe ante oculos,

e
nestrorum imperatorum ,m
f -

[ www.up-produittr - —= ==

Soleo saspe ants oculos, — e
nostrorum imperatorum I % °
\ s /

[ www.up-produit.fr

Soleo saepe ante oculos,

nostrorum imperatorum ,m

[ www.up-produitf

Soleo soepe anle oculos ponere, idgue [benter
= CTEbiS USLYDANe SAMMONELS, OMANES NSO
. mpecalonm

Soleo saepe ante oculos ponere, idgue libenter
crebris i omnis i
gentium p q

m —_—
[ ——

VOTRE
(18] FLUIDIFIER
GESTION VOUS PERMETTAIT
DES LIVRAISONS
AUX PETITS 0IGNONS

Simpiifioz In transmission
drinformations avec vos salariés
ot gagraz en agilith |

L4 resporsabia de.

plarstie 1y

type da ln peracene sidée dans b
Wl

ﬁ; | ]
[ side.
g qui prand en chags cetie toermbe.

 rvnia le plasriing an temps nbel s Bvesur

Lis mosi ations e lourmbes sont
tranamises we b,

La lvwwur roge une

aticaticn
wmartphans qul Minforma do sen planning

8 tsuten b Informations utlies.
4 portie s main [clients, Sourmde,
paniing of descriptil des repas ).

1 comenusicque & Boul menant aves s

st

0 0 s

MOBILE SINGLE PRODUCT
EMAILING
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Digital

Facebook profile photo

all countries with the Up logo
(the country will be
specified in the name):

180 x 180 px minimum

Displayed:
on the page in 170 x 170 px,
as an avatar 32 x 32 px.

Cover
851 x 315 pixels

Displayed:
on desktop in 820 x 312 px,
on mobile in 640 x 312 px.

Naming rule

“Up Subsidiary” configuration,
in the country language,

for the user name and

for the name.

Company’s page name:

75 characters max.

(e.g.: @UpCeskaRepublika)

April 2021

Social networks

Facebook

® @ [ uoGrouo - Accusil
C & Sécurisé ps:i

omyUpGroup.Coop

Up Coop

| —

Community

Info and Ads

Create a Page

ok Like 3 Follow A Share -

#' Create Post
* » Write a post..
BB protojvides O TagFriends ) checkin

Posts

Up Coop
e 1he -G

Piasmain & 1830 ddhate la Sacisl Eact fasthal de S rannmis Soacisla

Watch Video © Send Message

ABOUTUPCO

Le groupe Up en bref

Up connecte les individus, les entreprises
et les territoires en développant des
plateformes de gest...
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Social networks
Twitter

Twitter profile photo —
all countries with the Up logo
(the country will be specified

in the name) upload

a 400 x 400 px photograph
Displayed in a 200 px diameter
circle on the Twitter profile

Cover —
1500 x 500 pixels

Presentation I il ki
160 characters E—

Abonnés
2525 558 19k

Tweets  Tweets & réponses
@UpCoop Up Coop @ &lipCaoop - 1 h

Jaime

4 Sui N
4252 i S

Médias Nouveau sur Twitter ?

Inscrivez-vous maintenant pour obbenir
&l

. o et s, el ot et oo Sl (i
Naming rule T v e e
¢ “Up Subsidiary” configuration, P S
in the country language, @ France Vous aimerez peut-étre aussi
for the user name: i ‘",_(( R

15 characters max.

(e.g.: @UpFrance, or @UpC2)
e “Up Subsidiary”
configuration, in the country
language, for the name

The name: can contain

50 characters but user names
must be short, for legibility
purposes. (for example:

Up France or

Up Ceska Republika)

April 2021
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Social networks
LinkedIn

Cover
1536 x 768 pixels recommended

Linked in S'identifier S'inscrire

LinkedIn pages logo
(Company)

300 x 300 pixels (max 8 Mb,
format jpeg, gif, png),
square format

Up Coop # Partager

Services financiers + Gennevilliers - 7,740 abonngs

Presentation _— m Voir les 364 employés sur Linkedin -+
You can display the name Linkedff]  euneion @
and description of your page R
in more than 20 languages. rkea o 2018
Members may see your page ::gm?:m
displayed in their language. Copriht Picy
If you have not added
information specific Autres pages consultées
to a language, they will see Up France
the name and description | Apropos Nouvelle récente voir rensemble des m Sordes ey
by default. RSt ettt e G

et de relations qui contril au bien-Etre Groupe Upperside

Naming rule

e “Up Subsidiary”
configuration, in the country
language, for the page name
e Company name: Tab Module
100 characters

For your information:

Recommended size

Minimum size of image for image

(e.g.: Up Ceska Republika)
e About: 2000 characters

April 2021

Presentation tab
Presentation tab
Presentation tab
Corporate life tab
Corporate life tab

Corporate life tab

Logo image
Presentation tab image
Cover photo

Image

Customised modules

Company photo

300 (I) x 300 (h) pixels
360 (I) x 120 (h) pixels
1192 (1) x 220 (h) pixels
1128 (1) x 376 (h) pixels
502 (1) x 282 (h) pixels
264 (I) x 176 (h) pixels

300 (I) x 300 (h) pixels
360 (I) x 120 (h) pixels
1536 () x 768 (h) pixels
1128 (1) x 376 (h) pixels
502 (1) x 282 (h) pixels
900 (I) x 600 (h) pixels
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Social networks
YouTube

Cover —
2560 x 1440 pixels on desktop
(flexible lateral zones):

between 2560 x 423 and M = hosse
1546 x 423 px visible —
on mobile:
1546 x 523 px displayed : =
on tablet: P
1855 x 423 px displayed e
D Historigue
©  Arcgarder plus .
YouTube channel photo #  Vikdos*same
all countries with the Up logo fe— o
(the country will be specified @ rwem Abou.t (description page) can
in the name), 800 x 800 px, @ ueaimm i o o s manusTs ouanouee contain up to 1000 characters
displayed in 98 x 98 frema e s and also include links
y mwmxmuan;:.m. 1 sayvess
Customised miniature B torlberrhm progaTmg ot s Fondaion feniesria . S

You can choose your own
video image shot when

. . Vidéos en ligne  TOUT REGARDER ) France inter
loading it. susonnen

Customised miniature format: : o : ' = o ‘.,..E'.., e @ srranee
1280 x 720 px @ ik b < o Bt s e i N A
" P b oy

CHAINES POPULAIRES

Surleterain  PARCLE UEXPERT : Les. @ 3
SABONNER

30 wes - By ad semaines B« y 08 semsioes 2Bvues - iy 3 semaines v <y 03 s 22 vues -y 3 semmines
Do teus @ LamaFache
SABONNER

Youlube
. i N La Préaderve P
Naming rule - e s o B —
“Up Subsidiary” configuration, sl ; : — =i e rr——
in the country language, Vikos“same’ Bonne oumée = susonnen

i
A Tl ASYICHIER LA PLAYLIST COMPUETE AFFICHEN LA PLAYLIST COMBLETE  ASTICHES LA SLAYLIST COMPLUETE AFFICMEN LA PLAVLIST COMPLETE ASVICHES LA PLAYLIST COMPLUETE

for the page name.

April 2021 82
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Social networks
Instagram

Instagram profile photo
all countries with Up logo
(the country will be specified

in the name) © | Instagram 50 connsctor [N
150 x 150 pixels

Bio up [ stbooner |

It can Contain Up to 453 publicaticns 3 384 abonnds. 4 873 abonnements

150 characters e e mepnr

incididunt ut labore ot dolore magna aliqua.

Naming rule

e Company name:

You have 30 characters
in the country language
(e.g. upceskarepublika).

= PUBLICATIONS IDENTIFIELE)

poDE ENTRAR

Joild

DETOX

FESTAS DE FINAL DE AND

' - Celebre!

Feliz Natz £U 00V

April 2021
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Social networks
General principles of graphic construction for posts

To maintain graphic RECTANGULAR CONSTRUCTION

. . . SQUARE CONSTRUCTION
consistency or a visual unity 3x

between the different posts,
graphic guidelines have
been set up according

to publication content.

Band

Posts can include a top sloping
band in the Up orange colour,

in white or the product colour,
depending on the stance.

It can include wording indicating
the solutions put forward.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25).

Catchline and inset

Posts can comprise an Up
orange coloured inset with
white text (or white inset
with Up orange text, if more
legible) or product colour
inset with white text

(see details on next pages).

The formats are as follows:
Facebook 1200x630 px

Upper band in Up orange colour or
product colour. 5° rotation angle
starting at 1/3 of the right-hand
side of the page.

Catchline in Impact, upper case,
size depending on the length of

the text, leading 30% bigger than
the text. 5° block rotation angle
compensated by a 5° shear X angle.
Support of a paragraph rule below,
centred on the top

of the text, 15% thicker than

the size of the text.

Lower band in Up orange colour
or product colour.
5° rotation angle starting at 1/5"

Twitter 1024x576 px of the bottom right of the page.
Linkedin 1200x627 px

Yammer 1024x576 px

Tv screen 1920x1080 px

April 2021

5x

X | X

LOREM IPSUM,
DOLOR SIT

AMET CONSECTETUR
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Digital

Catchline

Unlike the catchlines used in
print communication tools,

the typography used for social
networks is Impact.

This typography was chosen
for its similarity to the Groupe
Helvetica Neue Extra Black
Condensed Oblique typography
used in upper case which gives
strength to the messages.

Roboto is the reference
typography, available as a free
download on Google Fonts.

April 2021

Social networks
Case where the territory of expression applies

GENERIC CONTENT PRODUCT CONTENT

AVOUSQUIVOUSPUEL L AVOUS QUIVOUS PLIEL
FaIRE PLASIRAU PSS SREH = FAIRE PLAISIR AU PLUS
GRANDNOMBRE! | & © AND NOMBRE!

£T S1V0US COMMENCIEZ 69% des salariés

] taurant
L SEMAINE PAR W o e
“"E nn""i "n'i H 1 g/ A ) par jour et mangent plus varié.

Edéjeuner

GENERIC CONTENT PARTNERSHIPS
+ #DUBIENAUQUOTIDIEN

‘ ‘ Je trouve que c’est important « Il faut étre acteur

18] de faire un break, d’avoir de ce que l'on met
une vraie pause, [o}Mz{=Relely]e]{-H dans son assiette »
tement déconnecté... , ’

#DuBienAuQuotidien

« C'est un moyen ~
d'alléger ses dépenses v
quand on va au restaurant, )
quand on fait ses courses » ."

s

#DuBienAuQuotidien
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Digital

In cases where it is not

worth applying the territory

of expression (snapshot

at an event, conference, trade
fair, etc.), there are several
possibilities.

Photo
Presented or not with an orange
band on the top left.

Photo with Roboto text
Orange solid colour on the left,
with angle if hashtag.

For more information

on the graphic treatment
of social network posts,
please contact Thierry Joli
or Myriam Mebarek:
thierry.joli@up.coop
myriam.mebarek@up.coop

April 2021

Social networks

Case where the territory of expression does not apply

PHOTOS

PHOTOS WITH TEXT

AWARD 2020

PROJECT
LEADER

AWARD 2020

PROJECT
LEADER
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Digital

To maintain graphic
consistency or a visual unity
between the different banners,
a graphic principle has been
set up on all publications.

Band

Banners start with a top sloping
band in the Up orange colour
or product colour depending

on the stance. It can include
wording indicating the solutions
put forward.

Iconography

The visual takes up

the iconographic spirit

of the territory of expression
(see page 25).

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible) or product
colour inset with white text.

April 2021

Web banners

Construction

CONSTRUCTION

Upper band in Up orange colour or
product colour. 5° rotation angle
starting at 1X of the right-hand
side of the page. Optional white
text in Helvetica Neue Black
Condensed Oblique.

Catchline in Helvetica Neue Extra
Black Condensed Oblique, upper
case, size depending on the length
of the text, leading 30% bigger than
the text. If 5° block rotation angle
compensated by a 5° shear X angle.
Support of

a paragraph rule above, centred on
the top of the text, 15% thicker than
the size of the text.

If the use of Helvetica
is impossible, it will be replaced
by Impact.

Lower white band closing
the visual. 5° rotation

angle starting from the lower
left-hand corner.

#loremipsumdolarsﬂamet

LOREM IPSUM,

DOLOR SIT
AMET CAUSE

ET SIVOUS ASSISTIEZ VOS5
COLLABORATEURS
LEUR VIE QUOTIDIE]

ET S1VOUS OFFRIEZ LE FLUS .
T

LARGE PAHORAMA

‘SPORT, LOISIRS ET

AVOUS QU SOUHAITEZ
BENEFICIER D'UNE
DE GESTION ET DE }

ET S1V0US OFFRIEZ
JOUS LES LIVRES AVEC
LE CHEQUE LIRE ?




| graphic guidelines

Digital

When a brand expresses
itself, the product logo
appears in the intro.

The end screen of films

and motion designs consists
of a main brand block

and the website URL.

A jingle accompanies
the appearance
of the brand block.

For a final screen,
take the brand block
in its RGB version.

For the URL, take the colour

reference of the main Up grey.

N.B. For all productions,
use the files available
on request or from

the Brand Center.

April 2021

Video screen
Construction principles

IN CONSTRUCTION

OUT CONSTRUCTION

XXXXXXXXXXXXXXXX. Tr

88



m | graphic guidelines

Digital

“La parole a” videos are
screened in-house and focus
on a product or initiative being
developed within the Group.

Questions are treated

in orange insets.

The font used is Helvetica
Neue Extra Black Condensed
Oblique in upper case

and may be replaced

by Impact if unavailable.

When product brands

are mentioned in the insets,
they follow the same rules
as in print documents

and should be written

as follows: UpProduct®.

Subtitles are placed

at the bottom of the video
and typeset in Helvetica
Neue Regular.

If key words or visuals

need to be highlighted,

they appear on the left-hand
part of the screen. Depending
on requirements, they can
appear and disappear as
pop-ups or remain displayed
throughout the video.

April 2021

Video screen
Principles of construction of “la parole a” video

QUELS SONT
LES AVANTAGES

DE LA cAnrg s tonpnh,
UpDéjeuner ?

Cestiavantitout un disposi

de fda:%
'

Frangois Barbey

A toutes |ESIERITERTISES
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3.3 EVENTS

April 2021 90
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Events

Corporate suspended banners
start with the Up brand block
and sloping upper band

in the Up orange colour.

It crowns a visual also
positioned in a sloping block.

Iconography

The visual takes up the
upper part of the banner and
represents the iconographic
spirit of the territory of
expression (see page 25).

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible). It can
move along the left-hand edge
of the visual to balance with it.
The size of the visual and

of the catchline can be
modulated according to

the content to be included.

Text

Intro in Helvetica Neue Extra
Black Condensed Oblique,

in the Up orange or product
colour, depending on

the stance. Body in Helvetica
Neue Condenses.

April 2021

Corporate suspended banner
Construction principles

800X2000 CONSTRUCTION

\ACCROCHE COURTE

'LOREM IPSUF!
DOLOR SIT AMET

]
'

LLorem ipsum dolor sit amet, consectetur elif,

sed do eiusmod tempor incididunt ut labore et dolore.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor
ncididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis fugiat
nulla pariatur. Excepteur sint occaecat cupidatat non proident.

'

#{ Retrouvez-nous sur up.coop ‘

—

‘3/4‘
X

I x I fx fxfx x| x x| x| x|

10x

Catchline in Helvetica Neue

Extra Black Condensed Oblique,

upper case, size depending
on the length of the text,
leading 30% bigger

(here size 150 pts, leading 195
pts). 5° block rotation

angle compensated

by a 5° shear X angle. Support
of a paragraph rule below,
centred on the top

of the text, 15% thicker than
the size of the text (here size
150 pts + 15% = 172.5 pts).

In Helvetica Neue Extra Black
Condensed Oblique,

size 70 pts, leading 84 pts

in Up orange, body in Helvetica
Neue Condensed black 80%,
size 60 pts, leading 72 pts.

EXAMPLE

I = ot i s cworcn

I AMELIOREZ

A vous qu! 3
’WEM DES SALARIE:
LE QU0 VoS VALEURS

EN AFFIRMANT

A Rotrowez-nous sur up.coop
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Business suspended banner
Construction principles

Business suspended banners MULTI-PRODUCT OR SINGLE PRODUCT, DEPENDING ON THE STANCE

start with the Up brand block
and sloping upper band

in the Up orange colour.

It crowns a visual also
positioned in a sloping block.

Iconography

The visual takes up the upper
part of the banner and
represents the iconographic
spirit of the territory

of expression (see page 25).

Catchline and inset
Supported by an Up orange
coloured inset with white text
(or white inset with Up orange
text, if more legible) or product
colour inset with white text.

It can move along the left-hand
edge of the visual to balance
with it.

The size of the visual and
of the catchline can be modulated

X m Ca fait du bien au quotidien

\ACCROCHE COURTE
\LOREM IPSUM

‘DOLOR SIT AMET

Lorem ipsum dolor sit amet

mproduit mproduit

Lorem ipsum dolor sit amet

Lorem ipsum

Lorem ipsum Lorem ipsum

| > [ x|

Catchline in Helvetica Neue Extra Black
Condensed Oblique, upper case,
Size depending on the length

of the text, letter spacing 30% larger
(here size 120 pts, leading 156 pts).
5° rotation of the block compensated
by a 5° shear X angle.

Support of a paragraph rule below,
centred on the height of the text,
15% thicker than the size of the text
(here body 120 pts + 15% = 138 pts).

Dialogue secial dans les entroprises.

i — : 1 AMELIOREZ
gccordlng to the content to be [ Pz rowsrwpooop AN 5 SALARIES
included. Calbiitletbibbionhisbe i d) LE QUOTIDIEN DE S Lol
EN AFFIRMANT V0S VALEUR e -
I o

April 2021

I x I fx fxpx x| x x| x| x|

10x

EXAMPLE

EXAMPLE

OF AN
UMBRELLA
STAND
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Events

April 2021

Goodies
Examples

FOR INSPIRATION

m Il tuo benessere quotidiano

93



3.4 VOUCHERS
AND NETWORK



m | graphic guidelines

Vouchers and network

Voucher books consist

of a product logotype on

1 line and a product solid
colour. This can include

a catchline in Dosis typeface
over a visual or pictogram.

On voucher books and
vouchers, the product
logotype is placed

on the top left.

Format
Voucher book: 140x72mm
Voucher: 134x72mm

Printing
Front/back

Typography
Helvetica and Dosis

April 2021

Voucher book and voucher
Construction principles

CONSTRUCTION OF THE FRONT OF A VOUCHER BOOK

140mm 4mm
[ 4mm
8,2mm
72mm

23x23mm
blank zone
if window

[ 4mm

18mm

SIZE OF THE LOGOTYPE ON A VOUCHER

10,72

i

12
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Vouchers and network

On cards, the product
logotype is placed

on the left and centred
on the height of the white
band.

The product solid colour
supports the logotype,
the catchline and creative
elements.

The Up logotype is placed
as an endorsement on the back
of the cards.

Should it be necessary

to include an informative
statement, it is positioned

at the top 2 mm from the solid
colour and to the right.
Helvetica Neue 65 medium
condensed 6 pts.

Format
85,6x54mm

Printing
Front/back

Typography
Helvetica

April 2021

Product card

Construction principles

CONSTRUCTION OF THE FRONT OF A CARD

54 mm =

PRENOM NOM
ENTREPRISE

EXPIRE
A FIN

Up déjeuner

1234 4567 8912 3456

08/22

54 mm

Up cadhoc

169€

“aan 05/20

1234 5678 9012 3456
SOPHIE MARTIN

Noél des enfants Jouets Jeux
Vétements Sport Audiovisuel

BACKS FOR INSPIRATION

GEMALTO SGP U1158711A 0419 ICA 15576

Signature du titulaire obligatoire

Cette carte "Déjeuner" émise par Up reste la
propriété de la société émettrice. Les conditions
d'utilisation de la Carte sont définies dans les
CGU accessibles depuis votre espace personnel.

Valid only
for
" UpDéjeuner
mastercard.

Code a indiquer
pour vos paiements
en ligne

Pour consulter votre solde, le réseau d’acceptation et +

0 Téléchargez I'application mobile

monespace.up.fr

Qe 01 76 496 496 (service gratuit + prix appel)

Up 27-29 avenue des Louvresses - 92230 Gennevilliers - 642 044 366 RCS Nanterre

ou le réseau d'acceptation :

I;l monespace.up.fr

Appli mobile disponible sur
Apple Store et Google Play

réf industriel xoo00000

0 826 593 593

Service 0,15 €/ appel
+ prix appel

Up 27-29 avenue des Louvresses - 92230 Gennevilliers - 642 044 366 RCS Nanterre

CETTE CARTE DOIT ETRE ACTIVEE AVANT LA PREMIERE UTILISATION.
Pour activer votre carte, consulter votre solde

.y

Les conditions générales d'utlisation (CGU) de la carte UpCadhoc (Carte) et la liste du réseay
(affiiés sont accessibles depuis monespaceup.ir. L utilisation de la Carte vaut acceptation des CGU.
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Vouchers and network

Checkout stickers consist
of a product logotype placed
on the top left, a product
solid colour and a pictogram.

On window stickers,

the product logotype is
positioned on the top left.
The solid colour is square-
shaped and the QR code
is placed on the bottom
right of that square.

Format
Checkout sticker: 45x50 mm
Window sticker: 150x213 mm

Printing
Front only

Typography
Helvetica Neue

Pictograms

Use of line pictograms

to symbolise the payment
methods accepted

in the store.

April 2021

Single product window sticker
Checkout and window sticker, 2019 version

CONSTRUCTION OF A WINDOW STICKER CONSTRUCTION OF A CHECKOUT STICKER

10mm 10 mm 2,7mm 2,7mm
| ‘ZOmm‘ | \‘B,Smm | |
o \
100mm | D . 2,7mm
o . .. 0 cadhoc
dejeuner
50 mm
30mm
~2,7mm
45mm
~ Rule:

thickness: 1 pt
white colour

- QR Code:
25x25 mm

Flashez
pour partager plus
au quotidien

2015 VERSION

150 mm

Helvetica Neue 65 Medium
size 15 pts, leading 18 pts
white colour

EXAMPLES

mculture
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Vouchers and network

The construction of multi-
product window stickers

is the same as for single
products.

Only the space between

the coloured squares changes.

The QR code only appears
once, on the right-hand square.

Format
150x213mm

Printing
Front only

Typography
Helvetica Neue

April 2021

Multi-product window sticker
Construction principles, 2019 version

CONSTRUCTION

2/3X 2/3X 2/3X 2/3X

12x

Flashez
pour partager plus
au quotidien ) [@

[ [ [ [ [ [ [ < < | x| x|

y | y |
Helvetica Neue 65 Medium

size 15 pts, leading 18 pts, white colour
Rule: thickness 1 pt, white colour

2015 VERSION

@ Cheque [@ECheque [@Cheque
Déjeuner Lire Culture
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4. IN-HOUSE
COMMUNICATIONS
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In-house communications

The A4 cover pages have
a title typeset over 1 to 4 lines,
an orange rule and the Up logo.

The page is divided vertically

into two. The Up logo is centred

in the lower part.

A 25 mm long x 3.5 mm high
orange line will be placed beneath
a text typeset in Roboto Bold.

For the back cover, prefer
a well-spaced out layout.

Orange line
25 mm long
x 3.5 mm high

2X

April 2021

In-house brochure
Construction principles

VERTICAL COVER

| 15x | 1,56X
Roboto Bold in upper case
size 60 pts, leading 60 pts
black colour 20%
———————— ]
,,,,,,,,,,,,,,,,,,,,,,,, e
Roboto Regular size 7 pts,
orange colour __|
and black 80%
x | x x |x |x |ox |x |ox x| x| x|

VERTICAL BACK COVER

Up Group | Head office

3X

11x

Up Group | Head office 27-29 avenue des Louvresses - 92230 Gennevilliers - France | up.coop
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In-house communications

The A4 cover pages have
a title typeset over 1 to 4 lines,
an orange rule and the Up logo.

The page is divided horizontally
into two. The Up logo is centred

in the lower part.

A 25 mm long x 3.5 mm high
orange line will be placed beneath
a text typeset in Roboto Bold.

For the back cover,
prefer a well-spaced out layout.

April 2021

In-house brochure
Construction principles

HORIZONTAL COVER

orange line
25 mm long
X 3.5 mm high

RS R CEEEEEE EEE TP e —

Roboto Bold in upper case
size 60 pts, leading 60 pts
black colour 20%

HORIZONTAL BACK COVER

3X

Roboto Regular size 7 pts,
orange colour
and black 80%

Up Group | Head office 27-29 avenue des Louvresses - 92230 Gennevilliers - France | up.coop
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In-house communications

Depending on the available
space, chapter starters are
constructed over 1 or 2 pages,
alternating orange and white.

Prefer a well-spaced out layout.
For inner pages containing
blocks of text of different

lengths, prefer an alignment
of header blocks.

April 2021

Brochure interne
Inner pages - chapter starters

EXAMPLES

o

QU’EST-CE QU’'UNE MARQUE ?

NOS OBJECTIFS

a marque est un nom et un ensemble de
signes distinctif.
La premiére fonction d'une marque
est de permetire de distinguer les pro-
duits d'une entreprise de ceux que
proposent ses concurrents. C'est le
symbole autour duquel peut se construire
et se développer sa notoriété et sa valeur.

Lidentité d'une marque est constituse par
son image, sa personnalité, son contenu et
la forme de ses prises de parole.

Elle permet de capter Iattention et de
générer des émotions et des actions de
la part de ses clients et autres parties-
prenantes.

NOS CONSTATS

el duram ot ds ines e e
(logos, couleurs, visuels..., la marque est
don poreuse fune Histoks o va\eurs *

, connue et nos pays
dlimplantation.
Faire de Up la marque internationale d'un Groupe reconnu pour l'engagement de ses
p i durable.

Dromesse o ongagement, i garantls
dun certain niveau de qualité et de service,
de savoir-faire et d'expertise.

CHIFFRES-CLES

Ny ajamais ou autant do
rques dans le monde

Une marque entreprise jeune et peu (re)cont

business.
éussir la transition entre des marques entreprises ou produts notoires et la marque

fédératrice Up.

Renforcer Particulation et la cohérence entre Ia dimension stratégique et la mise en

ceuvre opérationnelle.

18 5 12 39 2015 - 2018 2019 - 2021
e e O ;‘,;,gs;g;mggg Installer la marque Up Converger
st esq raues en 2017 dans tous les pays vers une marque Up
VAP0 (Workd ntelectual Progerty Organization) - 2017 internationale connue
NOS MOYENS
e, et certaines marques produts not
Partager un ‘appL tils a dispositic

Une organisation de 'offre qui converge progressivement.

Une architecture de marque & structurer de fagon homogéne & I'échelle du Groups :
des démarcations floues entre marques / projets / produts / solutions / raisons sociales

Une profusion de marques, engendrée par des créations constantes de nouvelles offres

et de nouvelles marques.

De nouvelles acquisitions lors desquelies e
posterior

s problématiques de marque sont gérées a

Des utilisations (graphiques ou linguistiques) de la marque Up qui nuisent & sa visibilté,

a son statut, et apportent de la confusion.

CHIFFRES CLES -

Aviourd’hui, Up c'est "5“5090
marques
déposées

plus de plus de
sites web, noms de domaine
actifs dépos:

« Les 37 régles du Groupe
* Le Projet stratégique

e document «We are Up~
« Le guide de la marque Up

Mettre en ceuvre la méthodologie
* Les plans opérationnels
* Les feuilles de route «5 steps»

* Un écosystéme digital exportable
* Un modéle d'étude de notoriété
« Les plans de transition

La création de «Cor arques
Groupe et Paye, composés des
expertises communication, marketing,
juridique et financiere.

L GupEDE LAMARGUE Ue [ ¢

LE DEPOT
LE CHOIX DU NOM LE CHOIX DES CLASSES
VR ooprs W est capital lesquelles la marque sera
S i ctivement exploitée.
c , désigner tant
e Les classes principales visées par les activités du Groupe sont en général les classes
[ a Tobjet d' aux niveaux national ot nter- 09 Appares et nstruments scintiiques
national, tout vest a priori 16 Produits de I'imprimerie
protégé & commercial, soit il st pr 35 Publicité ; gestion des affaires commerciales
Ia base d'un droit de marque. 36 Assurances ; affaires financiéres et monétaires
Ladjonction du 3 I adonc, a 38 Télécommunications
i, pasd e déposéeen tat que marque L . en lien avec Ia il 41 Education ; formation ; divertissement
udiera opportunité o'une protection éventuele.
o o 42 Conception et développement de logiciels
La marque produit Le choix des classes est un moyen d'optimiser la protection en fonction des actvités
" N exercées par lentité concernée. Un trop grand élargissement de [a liste des biens et/ou ser-

o . le choix du nom

parle droit des marques.

Ainsi,p

La marque-mére Up seule tant protégée e vart ot figurati, \examsn o e

dépdt
e procts aats nule atenivament par 1o Gomite M Grouse ain darbirer s
.

F'opportunté d'un éventuel dépdt

mdes

Fexistence

de droit en procédant
. ! o

té, avant tout dépot.

cas, en coordination avec le Comité marque Groupe.

 Cas dune marqu

xistante
S'agissant des noms de produits existants et déja enregisirés  titre de marque (ex : Cadhoc...),
leur protection reste en vigueur tant que la marque concerée est dument renouvelée. Selon les
noms, un abandon e Gmupe aufilo

marque
> Gas d'une nouvelle marque

Cadhoc), la
nouvele déromination «Up + Cadhoc- est protégée & fois par la marque Up et & fois par 2
Cadhoc.

tinctif @

distinguer les biens et

couxdonos concurens En [absence dediiinc decenon, 11 ser pas ullede procécer

U dépdt de la marque, d2s lors que

d'autant les risques

LE CHOIX DU TERRITOIRE
Le chofx du(des) tertire() doit trir compte de Ia stratég du Groupe et doit anti-
tenir compte du niveau de

ciper
protection sur la marque un

En Iabsence de protection de la marque Up sur le territoire visé, il pourra étre envisagé un
‘dépot de la marque produt sur ce tertitoire.

Larbirago et un dépet ocal et un dépat dun marauo ntomatindl au se do Urion

e

o concaaton v o ot ‘marque Gmupe

CONCLUSION
Tout nouveau dépdt de marque doit tenir compte u niveau de protection de la marque
Up dans e territoire envisagé ainsi que de I'étendue des biens et senvices concernés.
Dans tous les cas,

|+ Aminima: en labsence d'un enregistrement de
une protection suffisante sur fa seule marque Up
| marque Up « Protection renforcée :
« Protection moyenne : proeston cela marque -Up ¢ nivers.
, Ia marque Up

L& GuoeoE LAMARGUE VP [ 22

INTRODUCTION

[

NOTRE DE MARQUE NOTRE DE MARQUE
LAMARQUE ENTREPRISE LES AUTRES NIVEAUX
e ctsconpoune g Ll
st s et #1 Lo choi d Famettur uniaue oxeres conmune Bnaome Remanaves

et ST,
s tent pour ére vus st reconnus, il  marque universele qui englobe toute a diversité de nos offres.

s it ok e,
Le guid que ok o e ot st e e s
Up est avant tout un Cetla oo

outil destiné a tous ceux
qui font la promotion de
nmm marque. Chacun
invité' a I'utiliser

o
pour les besoins de sa Up st margus ut sengage & amlores o uoten d tous dns ure dynamae
ccommunication. de progrés social.

i : 0=

‘Suatont
Aot i unaflasve son s grsonve propre,

‘Suaton?
Aout o a marqus U a o d a e

- sl i o cois do croton, o cépi, e promoton o de clens o

s Sgnes sorts, viousls 1

U s ongagespar e, dort chauscomposiots o adro. st '

m.ww e i e e

Urtrmise. g ' e Up
oo e e e \El“ [
employur g
N /
N /
N v

coe
Lo il cinion Up v sigrsur o e ocsle

Ststonz | [ Staiens

Erune m
s up]
v \/

non b st p s icre
. e e oo
P T r—
Enleux o non
Produns mespaso e o
compimenes | S o s prnces g

Projts HopoyPice ety e U ..+ P et

102



m | graphic guidelines

In-house communications

Folders designed to hold A4
documents have a 230 x 320 cm
format and have a title typeset
over 1 1o 4 lines, an orange rule
and the Up logo.

The page is divided vertically into

two. The Up logo is centred in the

lower part.

A 25 mm long x 3.5 mm high

orange line will be placed beneath

a text typeset in Roboto Bold.

The spine of the folder and flaps
depend on the quantity of sheets
to be inserted in it.

In this example, the folder is 16

mm thick and side and footer flaps

measure 70 mm.

Roboto Regular size 7,5pt,

leading 8pt,

orange colour
and black 80%

3X

Folder

Construction principles

BACK COVER

COVER

1,6X

Siege social | Groupe Up 27-29 avenue des Louvresses - 92230 Gennevillers - France | up.coop

Roboto Bold in upper case
size 60pt, leading 60pt,
black colour 20%

25 mm long x
3.5 mm high
orange line

April 2021

11x

2X &
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In-house communications

A3 posters can be used
for Events, Information
(computer graphics,
acquisition, etc.).

The basic structure consists

of a visual or solid colour
covering all or part of the poster
and the Up logotype positioned
on the top left.

The title, typeset over

1 or several lines, is in Roboto
bold and may be followed
by any useful information.

April 2021

1X

| x/3 |

Poster
Construction principles

CONSTRUCTION

X |

TITLE LINE 2

(date, time and place if necessary)

6X

B )

[
h E
E 0

LOffre Digita

DEQ

le Intégrée

o=

6x
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In-house communications

April 2021

E-news: Rendez-vous

FOR INSPIRATION

LN - Pewven » [

ENSEMBLE,
DEMAIN SAPPUIE
SUR HIER ET SE
PREPARE

AUJOURD’HUI

mmuu il pest e tirer.
Désjh an 2017, et encors plus en 2018,

oo 2 1 2018

Rendez-vous

Linformation du groupe Up = juillet 2018

PROGRAMME DE GOUVERNANCE

Up cultive sa différance i travers son
mosle entreprenaural coopérati. Tous
réunis sous ke mime dtendard Up, ce

00'1 ';rpr i ot
] =4 &t & encourager les pratiques de co-
diveloppement.

on interna comme en
\‘ exteme.

PROGRAMME ECONOMIQUE

Unmmwmm
soutenue et

FM!MM"MMIW il
entand dévalepper des sslutions & la bois
porteuses do sens of de valeur ajoutie au
quatidien, qui parmattent de créer du lien.

Chague jour, Up connects les individus, les
Tos )

des gestion,
et de relations qui contribuent au bien-Btre
ot & la performance.

PROGRAMME SOCIAL

Up fait de chague collsboratew I"actews
d'une ambition collective. La politique de

pmmosmome.wm
walsurs ot développement pensornel

Pour accompagnes

m Upa‘iﬂmnodlwlkw
fous les mémes chances
perscnnel of m-mmmuwl

o
i

COLLABORATEURS

&

DE CHIFFRE D'AFFAIRES

(I
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In-house communications

April 2021

In-house magazi

EXAMPLE FOR INSPIRATION

125

< copetn

20 e apps enrants e 5

P
i e 5 5

[

o g s s

up
DATA & -

NPS=9

Le et Promoteur Score est
Vindice de satisfaction moyen

]

Ou s s e
plateforme de commandes en lgne.

o e e s oo
e it 0 0 st st o ot e ham i
st ot s s s e e | iyt i

conpo s m il st b s ch S

Magazine engagé.E.s - November 2020 - France

Petits ou grands, les pas franchi

par nos équipes ces derniers m

dans un contexte des plus compli

qué, sont de belles victoires. Quelles
liorent

dotée d'une messagerie instantanée va
aussi nous permettre de mutualiser nos
éveloppements et donc de proposer des

clients, financeurs, bénéficiaires
ou commercants, ou encore notre
efficacits, voici quelques améliora-
tions... qui font du bien au quotidien.

nos clents (pajement en ligne, chat....

Le premer utiisateur de cette solution, ui
devat étre lancée durant e salon des ser-
vices & la personne - annulé en raison de
la '

[T : les financeurs ont leur
portail!

Lespace de commande en ligne

dhoc était I'u

prioritaies pilotés par la Cellule Projets
au sein de la Coopérative. Son ambiton
réduire les cots de tratement et nitier
un processus de digitalisation totale
es commandes. La version 1 de « Mon
Espace Client UpCadhoc » a ét6 mise en
ligne Ie 15 octobre avec succds, pour le
rush de fin d'année.

UpArcad chez (2T

Grest la nouvelle offre de Cityzen (Domi-
cile) & destination des structures de
services  la personne et de maintien a
omicie. A la fois portall web et applica-

(Service d'aide et d'accompagnement
a domicile SAAD, Senvice de soins infir-

De Parantez a (T2

Commercialisé depuis 6 ans par Mulinet
en Turquie, le programme d'animation
commerciale Parantez est un service
ludique d'avantages exclusifs 165 & Iuti-
sation de sa carte UpDéjeuner. Gomment
camarche? Le salarié porteur de a carte
regoit sur son mobile des suggestions de
commerces autour de Iui i utiiser sa
carte en échange de points bonus crédi-
tés sur son compte UpDéjeuner. Il peut
ensuite consommer sa cagnotts au gré
e ses envies dans le réseau UpDéjouner.

La promesse que I'on fait aux commer-

objectifs (augmenter e panier moyen
acquérir de nouveau clents.

Gette offre turque 2 succés est actuelle-

Voir aussi la vidéo sur Strea ich.

Le Chéque Sport & Bien-étre
devient [T

Le « rebranding » (renommage) de nos
produits Se poursult, pour capitaliser sur
la marque Up et garantir une mellleure
Tisibilté de nos offres sur les marchés.

France par un mil-
lier de nos porteurs de cartes 4C. Si le
test est concluant, pour les commergants
etles bénéficiares, Ups viendra étoffer la
gamme de services différenciants asso-

domicile HAD..., cette offe collaborative

DOSSIER

année (confmamer

rété 2021

et UpCadhoc, Ia solu:
tion Sport d'Actobi fera sa mue en janvier
prochain pour davenir UpSport &Loisirs.
Notre temitoire dexpression qui, au coté
du rebranding, permet une identifica-
tion de notre margue est désormais bien
ancré dans nos communications.

Retrouvez tous les supports pour vos
présentations notamment dans le Brand
Genter en suivant ce lien.

(T3 : booster Fengagement
des salariés

Récompenser ceux qui s'engagent dans
des actions qui dépassent le cadre strict
d travall est un levier dengagement.

Lorsqu'une entreprise mobilise ses

ésormais valoriser ses poltiques RSE et
eux qui les animent au quotidien, grace
pPuIse.

Proposse par le marché IFR, cette solu-
tion digtale clé en main, dotée d'outis
danimation interactifs permet aux enre-
prises de mettre en place une véritable
dynamique d'engagement
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Contacts

April 2021

Estelle Verdureau
+33 (0)1 41 85 08 01
estelle.verdureau@Qup.coop

Delphine Marseglia
+33 (0)1 41 85 09 85
delphine.marsegliaQup.coop

Sabrina Iram
+33 (0)1 41 85 12 83
sabrina.iram@up.coop
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