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OVERVIEW

This brand guide has been created to assist vendors
working with the Viacom Benefits department in
maintaining the organization’s established brand identity.
Adhering to these guidelines and using the associated files
will ensure cohesive branding and clear and consistent
communication to Viacom’s employees.

If you have any questions about this guide or need additional
elements or creative direction, please contact Elizabeth
Romanazzi in Viacom’s Creative Services department at
elizabeth.romanazzi@viacommix.com or 212.846.8163.

Please note that this brand guide and all logos, artwork,
photographs and associated files are property of Viacom Inc.
and can only be used in materials for Viacom. Distributing
these materials to any other company, agency or entity

is prohibited.



CREATIVE
DIRECTION

In order to achieve the goals of the campaign, we

have developed a detailed creative aesthetic to be
used across all Viacom Benefits pieces. It is designed
to provide consistent branding to the campaign while
expressing the creative spirit of the company. We have
categorized the visual elements into two categories:

CORE ELEMENTS
which MUST always be used

ADDITIONAL ELEMENTS
which can be used as needed



C O R E To maintain consistency across all communications,
we have identified three core visual elements that

E |_ E M E N T S should be applied to all pieces in the campaign.
Those elements are color, logo and font.
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C O |_O R CORE ELEMENTS

The campaign uses a bright, colorful palette that conveys a sense of inspiration and optimism.
Usually just one single color — often with a gradient — is used per element. The color is usually
applied to the entire background of a piece. However, when the piece has a significant amount of
copy — such as a website, brochure or email — the background should be white, with color used
as an accent to delineate sections of content.
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To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors




| OGO CORE ELEMENTS

Logo files are available for print and online use. The logo should always be black and white.
Do not change the color of the logo. The logo should be used on all communications.
Do not alter the logo — it should always include the “Health, Wealth & Self” tab.

m BENEFITS EERXERIEET: VIACOM HEALTH, WEALTH & SELF
N
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IT'S TIME:
ANNUAL
ENROLLMENT

your free on-site health screening. Registered
nurses will be available to administer simple tests a o O
that will measure your cholesterol, triglycerides,

glucose, blood pressure, heart disease risk and Don’t miss this r opportunity to change
overall wellness. Click the link below to register. 2
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COMING SOON!

N

HERE’S TO A HEALTHY YOU!

your health plana for other important
Flu shots will also be available. benefits. Visit the website below to review plan

‘Want to save on your monthly information and make your 2012 benefits elections.

medical premium? Sign up today!
Beginning Monday, Oct. 3, log on to
viscomhealth.com and take the quick, easy and
completely confidential WebMD Health Quotient
(HQ). Use your health numbers that you receive Vl Ac 0 M BEN EF"‘S 1 cu M
at your on-site health screening to complete the

WebMD HQ. (PASSWORD: BENEFITS)

REGISTER TODAY!

Reminder: Annual Enrollment is coming
in
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email poster



FONT - PRINT

TRADE GOTHIC:
BOLD CONDENSED NO. 20

TRADE GOTHIC:
BOLD CONDENSED NO. 138

In print, the font used on headlines and pieces with
minimal copy is Trade Gothic Bold Condensed 20.
This font provides a bold, simple, modern look to
the campaign. Headlines and minimal copy are in all
caps in order to provide maximum visual impact.
For subheads or secondary levels of copy, use
Trade Gothic Bold Condensed 18.

CORE ELEMENTS

Eames Century Modern
Eames Century Modern
Eames Century Schoolbook
Eames Century Schoolbook

On print pieces that have a significant amount of copy,
the fontis Eames Century Modern or Eames Century Schoolbook,
which is used in sentence case (not all caps) for readability.

To purchase these fonts if needed, please go to http://myfonts.com/fonts/linotype/trade-gothic & http://houseind.com/fonts/eames




FONT - ONLINE

ARIAL REGULAR
ARIAL BOLD

On websites, emails and other online pieces, the font
used on headlines is Arial, all caps.

CORE ELEMENTS

Georgia Regular
Georgia Italic
Georgia Bold
Georgia Bold Italic

In online pieces where there is a significant amount
of copy, the font is Georgia, which is used in
sentence case (not all caps] for readability.

To purchase these fonts if needed, please go to http://myfonts.com/fonts/microsoft/arial & http://myfonts.com/fonts/microsoft/georgia/




A D D | | | O N A |_ In addition to the core elements, the following
additional elements can be applied where

appropriate, depending upon the size of the piece,

E |_ E M E N | ; the space available and the type of communication:
illustrations, speech bubbles and photographs.

CALL FOR
ENTRIES!

illustrations speech bubbles photographs



| |_|_U STRAT'ONS ADDITIONAL ELEMENTS

Hand-drawn illustrations provide a sense of fun, whimsy and friendliness to the campaign and are
included on elements whenever possible. They are designed to draw attention to a specific benefit
or practical ways in which benefits are used. Usually, just one illustration is used per piece.

IMPORTANT:

¢ Do not alter the illustrations in any way

e These illustrations are licensed exclusively to Viacom by the artist and
can only be used on communications directed to Viacom employees

¢ Do not use any illustrations other than the ones provided

Copyright notice: Viacom retains the exclusive right to use these illustrations in its Benefits communications through 2014
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| |_|_U STRAT'ONS ADDITIONAL ELEMENTS

HEALTH

for communications related to health and wellness

WEALTH

for communications related to money and finance

SELF

for communications related to work/life balance and personal growth

STAYING INFORMED

for communications related to access to benefits information

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
Copyright notice: Viacom retains the exclusive right to use these illustrations in its Benefits communications through 2014
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SPEECH BUBBLES ADDITIONAL ELEMENTS

Speech bubbles are used for emphasis: to call out headlines or to make sections of copy more prominent.

e Copy in speech bubbles should be ALL CAPS.
e Use no more than one speech bubble per piece.

TS TIME:
ANNUAL
WE NEED ENROLLMENT

YOUR HELP! L

LET US KNOW WHAT YOU THINK.

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
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OTHER GRAPHIC REQUIREMENTS

Use thin rules and generous margins to separate sections and create organization as needed.
We aim to use as few borders or boxes as possible, allowing for an open, spacious feeling in all
branded materials. Starbursts can be applied as a special callout to emphasize a point or add a
punchy exclamation, but they should be used sparingly.

ADDITIONAL ELEMENTS
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WEBS'TE GU DEl_lNES ADDITIONAL ELEMENTS

When creating online pieces for the Viacom Benefits campaign, please
adhere to the following guidelines:

e Use a white background

e Use black for the navigation bar

e Use color to delineate sections

e Use ALL CAPS for section headings

e Use sentence case for larger blocks of text
e Avoid extraneous borders; do not put content in boxes

e To increase the legibility of tables or lists, use alternating gray backgrounds
e Use the round “GO” button as a functional graphic element when needed

Eg

Eg
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WEBSITE EXAMPLE

ADDITIONAL ELEMENTS
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PHOTOGRAPHS

The photographs of people bring a human element to the campaign and the images we select are
designed to represent the diversity and demographic of the Viacom employee population.

ADDITIONAL ELEMENTS

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
If you want to use photos other than these, please contact Elizabeth Romanazzi in Viacom’s Creative
Services department at elizabeth.romanazzi@viacommix.com or 212.846.8163 for approval.

Viacom retains the right to use these photographs in its Benefits communications through 2013
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CAMPAIGN
EXAMPLES

The following section provides examples of how
the various creative components of the campaign
are applied to actual pieces and work together as
a cohesive whole.

Source files of these examples have been provided as
part of this toolkit.

To download a file with these color swatches,
please go to http://media.viacom.com/benefitsvendors
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CAMPAIGN ELEMENTS:
CALENDAR

CAMPAIGN ELEMENTS

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
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CAMPAIGN ELEMENTS:
HEALTH WEEK

CAMPAIGN ELEMENTS

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
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CAMPAIGN ELEMENTS:
DIGITAL HEADERS & BANNERS

CAMPAIGN ELEMENTS

To download a file with these color swatches, please go to http://media.viacom.com/benefitsvendors
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