PHILIPS brand guideline

And what can we learn from it



Brand guideline

A Implement:
Advertising, social media, power point presentation and printed

stationery.
-




PHILIPS Values




BaSiC E | eme nt(quickly identify who we are)

* Brand: wordmark, PHILIPS shape, shield, brand line
* Photography
* text(brand voice)

P ri N Ci p | € (application of aesthetics)

* Layout
e Color

* Typography
* Graphic element



Element-brand-Wordmark

A Color: Blue and white A The distance of other brand is 2P

(Pantone 300 C/ C:100 M:44 Y:0 K:0 /R:11 G:94 B:215 / RAL 5015 )

The two examples below show the two possible
configurations between the wordmark and other

trademarked names
A Size:

A PHILIPS | Ledino
‘ v
P is the cap-height of the Philips wordmark EH I ll ps

A Minimum size:

FH ILI PS)‘
15mm

LivingColors



X

MAI’CHII LINE
from PHILIPS

Use the wordmark with another
visual element e.g. a trademark or
symbol.

X
PHILIPS

Use the old wordmark.

X

PHILIPS

‘4 >

Reduce the wordmark to less than
15 mm.

Apply the wordmark to a color
background.

X

PhilipsSeries

Use the Philips name in a
product or program name.

X
PHILIPS

Use any other color. Our wordmark

is always blue on white.

’bHILIPS IS
THE BEST

Use the wordmark as text.

)13HII.IPS

Lumea Precision

Combine the wordmark with a
product name.

X
PHILIPS

Change the design or typeface of
the wordmark.

Use the wordmark in any frame
or background other than the
official holding device.

X
PHILISTINE

Use part of the wordmark to
create a new name or abbreviate
the wordmark.

*PHILIPS

innovation+"you

X
PHILIPS

Add a drop shadow to the
wordmark.

Lock up the wordmark with the
brand line.

X
ocBelleHune

Translate the wordmark.

¥
CPHILIPS

Apply the wordmark to an image
background.



Element- PHILIPS shape

* Philips Shape

Make wordmark prominence

1.With wordmark outside 2 With wordmark inside

Philips Shape with .
wordmark Inside

PHILIPS




PHILIPS PHILIPS PHILIPS PHILIPS

Alter the Philips Shape curve Alter the Philips Shaope. Alter the plocement of the wordmark in relation Add the brand line to the Philips Shape.
to the Philips Shape. (Arab countries exempt.)

x : *m ipsum dolores sit amet

PHILIPS PHILIPS

Alter the proportions of the Philips Shape to Alter the proportions of the Philips Shope to Place the Philips Shaope onto an image Place the Philips Shaope onto any other
accommodate other content such as text. accommodate other content such as text color but white



PHILIPS

Element-shield

Symbolizes over 120 years of innovation

A Minimum size A The distance(clear zone) of other

Cleor zone is
50% of the height
of our shield

Our full shield with stars and waves may be scaled @
down to a minimum width of 6 mm/30 px. ,
7

A Apply to a background

PHILIPS PHILIPS PHILIPS

S
a
’

S < <

Opacity 90%




X X %

PHILIPS PHILIPS ‘
N D J

i

Use our old shield on any new brond Use a drop shadow Use the shield on a spotlight-effect Use a blue shield on any color (or gradient)
identity touchpoints background

X X

X

X | £
P‘HII.IPS "

Use the white shield on one of our Distort the shield in any way Use the shield in any color other than Replace any elements in the
very light colors. blue or white shield with other elements.

X )4
>
= |

Use the white shield In less than 90% Use the shield on visually cluttered Use the white shield on a very light Use g blue shield on a photograph
opacity. photography. photograph



Element-brand line

Color
Background
Distance(clear zone)

Position

Size

Minimal digital size
Minimal print size

Position

The brand line, which acts as a summary and conclusion of the
innovation story, is placed at the end of a piece of text, movie, or
combination of headline and image.

Size
Make the brand line prominent whenever it’s used. It enforces our
brand promise: ‘Philips delivers innovation that matters to you'.

Minimal digital size

The height of the brand line, measured on the height of the stars,
should not be smaller than 16 px. For the English brand line that would
give a minimal size of 103 px wide and 16 px high. For other languages
the width will differ but in ratio to the height of 16 px.

Minimal print size

The height of the brand line, measured on the height of the stars,
should not be smaller than 5 mm. For the English brand line that would
give a minimal size of 32 mm wide and 5 mm high. For other languages
the width will differ but in ratio to the height of 5 mm.

Summary and conclusion for our stories

innovation 4¥you

innovation+-you

innovation+4-you



Use a color version of the brand line on
o photograophic background.

X

innovation -+ you

Use the brand line in any other thon the
official colors.

X
innovation + you

Add grophic elements like a drop shadow.

Position the brand line on an area of a
photograph where there is insufficient
contrast or where legibility is poor.

X

innovation+-you

Use a different typeface or way of writing.

X
PHILIPS

innovation<+-you

Lock it up with the Philips word mark.

X

innovation+you

Use a color version of the brand line on
o colored background.

X

innovation4+-me

Reploce the words in the brand line.

X
MAI’CIIII LINE

innovation+ you

Use the brand line (whole or partial) in
combination with another visual element

Use the brand line in combination with o
bockground that gives insufficient contrast.

X

innovation
+

you

Use another configuration

Use the stars os a graphic element.



Element-photography

A Photography is

lconic Unrehearsed
Aspirational

Natural

A Through

« Lighting * Color and contrast

« Depth of field * Angles, composition and framing



Photography levels

1. The experience
Qur products In use.

5. Product free-standing
Emphasizing iconic design qualities.

Andy Wilson

2. Interaction
How people engage with our products.

2
5
Nk,

6. Product details

Highlighting an important part of the design.

3. Product as hero-in situ
Celebrating the design of our products.

7. Portraits
Copturing personal essence.

4. The end benefit
The emotional Impact of our products.
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Use block-and-white images. Use images as metaphors. Use oversaturated, flat colored Show inoppropriote or rude poses.
images.

Verena Stefanie Grotto

; ]
2 o &
Q © o
g : <
& Y 4 S : 8
Use theatrical expressions. Use unrealistic and overtly-styled Use uninspiring 'real’ images Dress people up In ‘faddy’ clothes. Show any brand logos other

images. thaon Philips.



Element-text

How you write it

A Important considerations

Humor
} Offensive language
Potentially controversial topics
Compliance
Target audience
Capital letters
A note on competence

example: example: example:

Safety off the grid We make going home a No more fear of
journey to look forward to the dark



Let’s talk about how to apply
orinciple of aesthetics!



Principle-layout

Balance and harmony

Using the Philips Ratio to set layout
1.Creating layout grid

2.Sizing elements

3.Composing layouts and placing elements

|

At véro eds et accu At vero eos ef

ABC D E
1.618 .
1.618

1.618

1618 |

1.618

1.618

1618

Stretch the Philips Rotio to fit your canvos

Squore

Long

Drag to the corner
of your canvas

Toll



Principle-layout

* Creating focus for photography "Qf |
or illustration, using the sweet Passion™ |
&gain: -
spot template oy U

raise a%

Sweetspot template transform

>
€7

PHILIPS

MyShop

Sale =

Up to 50% discount




Principle-color

Philips blse (on white) - deaicoted (O e wvtamork ond the shves ondy

Using color for group communications

Group communications color balance:

Extended blues Support colors

Philips blue
(on white) +

80% blues

Group Glue 4

20% accents

Using color for business propositions

Group Glue !

Business propositions color balance:

Ble AgQuo Green Cronge Reod Puwple PhlleS blue
(on white) +

Enrichers

Slack 30K 7oK 00K a5 30X 20K

The color specifications are oll shown within

the downiood color polette documant. 20% blues




X
lorem ipsum

Do not use colors that don't form part
of the Philips color palette.

Do not change your color palette
once defined.

X
lorem ipsum

Do not use the Philips blue for anything
other than the Philips wordmark or shield.

X

lorem
ipsum

Do not use bright red without careful
consideration.

Do not use the extended blue polette
for anything other than Philips group
communications.

& lorem

ipsum

Do not use multiple colors per headline.

Do not mix your own gradients.



Principle-typography:Centrale Sans
 Clear, guiding, meaningful

Print: headlines/ body copy Digital:
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)1.ighten up SEEING Seeing people

our business. smile when they smile when they
i’ PEOPLE walk in makes walk in

Change the color, intensity
iﬁﬁﬂm&fﬁfﬁ;m SMILE me feel proud no oo proud

QOveruse contrasting weights. Use all capitol letters Make the contrast between two welghts Use more than two different colors ar welghts
too subtie in headlines

&Ing people smile when they

Li h te n u walk in makes me feel proud
g p on had similique sunt
in culpa qui amos officladeserunt

your bUSiness. mollitla animi, id est laborum et dolorum

fuga. Et harum quidem rerum facilis est ot
Change the color, intensity e x P e o | t a

and direction of light, and Seeing people smile when they
enhance productivity, walk In makes me feel proud

Center body copy, Fully justify text Place type on imagery and colored Put type on a path, use drop shadows,
backgrounds so it cannot be reod clearly. or other effects like 3D



Principle-graphic element

Clear, inspirational, instantly understandable
Call-outs

Icons i Sokd shope
['l One color lcons Infographics Illustrations

i g"i_.Z]!] Ed -
a N p J ‘ 7 Celebrating

72D\ e L | e
- PO Y

Philips lighting in London

excellence
Infographics N Solicl shape
Linear shope

Illustrations




Thank you

Welcome to discuss with email : Hongyi@justv.com.tw



