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OUR VALUES. We believe in…

OUR PERSONALITY. We achieve our goals by demonstrating…

OUR 
ESSENCE

We exist…
To do more to deliver 

technology for 
a better 

working world.

Improving
working lives

OpennessBreadth
of offer

Global 
excellence,

local 
expertise

Commitment

Market
Insight

QualityPioneering 
spirit

Specialism
Minimising

environmental 
impact

VISIONARY
• Anticipating needs and trends
• Bring exciting dreams to life
• Innovative thinking and technology.

REFINED
• Take a broad perspective, take and   
 refine insights and needs into products

• For all facets of daily life, life enriching

• Ease of use, convenient and practical, 
 with attention to detail.

TRUSTED
• Peace of mind, trusted partner 
 with tradition

• Safe and reliable, quality products

• Responsible, true commitment to   
 society, eco ideas for earth.

Optimising 
business 

productivity
Driving 

innovation

Working with
integrity

Listening to
customers

THIS IS ALL CLOSELY ALIGNED TO THE CENTRAL PANASONIC VALUES OF:

PANASONIC BtoB  
SOLUTIONS  
ESSENCE, VALUES  
AND PERSONALITY 

This is all closely aligned to  
the central Panasonic values of:

VISIONARY

•	 Anticipating needs and trends

•	 Bring exciting dreams to life

•	 Innovative thinking and technology.

REFINED

•	 Take a broad perspective, take and 			 
refine insights and needs into products

•	 For all facets of daily life, life enriching

•	 Ease of use, convenient and practical, �with  
attention to detail.

TRUSTED

•	 Peace of mind, trusted partner �with tradition

•	 Safe and reliable, quality products

•	 Responsible, true commitment to 			 
society, eco ideas for earth.

http://business.panasonic.eu



THE PANASONIC  
BUSINESS TONE OF VOICE  
REFLECTS THAT OF  
PANASONIC GLOBALLY
Be part of life
Talk to people in a direct, clear and simple way.  
About things that matter to them.

Be friendly
Emotional and approachable. We are about enriching 
people’s working lives – they need to feel that.

Be surprising and visionary
Involve the audience and make them look twice. Offer a 
real idea, that will matter to them as it is based on true 
insight and observation. Take a different perspective. Be 
surprising in your observations, offering new ways and 
thoughts, new solutions in the copy text.

Tell a story
A story that is based on needs and benefits - and links 
products and life in a sensible but unusual way.

Pay attention to detail
Show a good observation of life. The overall impression 
should be of a brand that pays attention to details, even 
small ones.

Be in line with reality, but don’t be boring
Go for the dramatic within the real. Out of the ordinary  
– but not out of this world.



BUSINESS BRAND 
DEFINITIONS AND NEW 
BRAND ARCHITECTURE 
The Panasonic Group’s new brand architecture  
consists of the corporate brand and business 
brands. The corporate brand represents the 
characteristics of and embodies our confidence 
in Panasonic, and gives an overall picture of 
corporate activities. The business brands are used 
to promote the identity of individual businesses.

CORPORATE BRAND

This brand represents the characteristics of and embodies 
our confidence in Panasonic, and gives an overall picture of 
corporate activities.

BUSINESS BRAND

These brands are used to promote the identity of individual 
businesses. Business brands are classified into three 
categories in accordance with their relationship with the 
Panasonic brand.

Panasonic Business brands:

•	 Business brands that promote future business by 
utilising their relationship with the Panasonic brand

•	 Panasonic-endorsed business brands: Business 
brands that will yield synergy effects by indicating 
their relationship with the Panasonic brand

•	 Individual business brands: Business brands that 
embody individual values without indicating a 
relationship with the Panasonic brand



THE BUSINESS  
BRAND ELEMENTS
The elements indicating the Panasonic business 
brands consist of the business brand logo, colour 
palette. 

These are rules for each element. Refer to the 
next page onward for more detail.

The Panasonic 
Business logo

The Panasonic  
Business colours

http://business.panasonic.eu



THE BUSINESS LOGO
•	 In principle, you must arrange the business brand 

logo vertically. If this is not possible due to space 
limitations, arrange the logo horizontally.

•	 The size ratio of the two parts of the business 
brand logo is specified. Ensure that you combine 
the logo in accordance with the specification.

•	 When displaying the business brand logo in colour, 
the Panasonic logo must be displayed in black or 
white, and the descriptor must be displayed in the 
basic colour of the specified colour palette.

C=100 M=40 Y=0 K=15
PANTONE 285C
DIC 2591
R=0  G=106  B=176
HEX #006ab0

C=80 M=40 Y=0 K=0
PANTONE 2925C
DIC 2590
R=24  G=127  B=196
HEX #187fc4

Monochrome

Colour

Monochrome

Colour

C=80 M=40 Y=0 K=0
PANTONE 2925C
DIC 2590
R=24  G=127  B=196
HEX #187fc4

Monochrome

http://business.panasonic.eu



LOGO CLEAR SPACE

A business brand is a symbol of the 
business. Be sure to retain a wide clear 
space around the business brand logo to 
maintain its visibility and independence.

In proportion to the height of the character 
‘P’ of the Panasonic logo(h), provide at 
least O.5h space above and below the logo, 
and at least 0.7h space to the right and left 
of the logo (the areas enclosed in the blue 
lines in the following charts).

DOWNLOAD PANASONIC 
LOGOS HERE

http://business.panasonic.eu

http://hosted2.proctors.co.uk/panasonic/business-assets/index.html


EXAMPLES OF 
INCORRECT USE  
OF PANASONIC 
BUSINESS LOGO

http://business.panasonic.eu



TOUGHBOOK LOGO

http://business.panasonic.eu

The Toughbook brand logo embodies Toughbook.  
In fact, it is often used as the ultimate communication 
mark to cultivate the brand image. 

To create a brand image that’s consistent in its 
appeal, and equally to ensure a clear graphic identity 
throughout the communication, the Toughbook brand 
logo must always be placed at an adequate distance 
from text and other design elements. 

To protect the Toughbook brand image, no 
modification of the brand logo is permitted.  
The reproduction data provided should always  
be followed without deviation or alteration.

To enhance the impact of the Toughbook brand logo,  
an area of empty space around it should always 
be maintained. This minimum space is called the 
exclusion zone, and no text or graphic elements  
of any kind should be present.

The exclusion zone is based on 75% of the height  
of the logo as it is being used in the creative. 

POSITIVE NEGATIVE

EXCLUSION ZONE

H

0.75 H

0.75 H

0.75 H

0.75 H
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H

0.75 H

0.75 H

0.75 H

0.75 H

The font of the Toughpad logo is Serifa Bold, with 
a rounded-corner outline to match the rounded-
corner frame. 

As with the Toughbook logo, an exclusion zone, 
based on 75% of the height of the logo as it is 
being used in the creative, should be maintained 
to enhance impact of the Toughpad logo. Again, 
as with all versions, no text or graphical elements 
of any kind should be placed within this area. 

POSITIVE NEGATIVE

TOUGHPAD LOGO



EXAMPLES OF DUAL 
TOUGHBOOK/TOUGHPAD 
LOGO

http://business.panasonic.eu

H

0.75 H

H

H

0.75 H

When both Toughbook and Toughpad products are 
shown in the same place, the dual logo must be used. 
This logo has been specifically harmonised so that the 
elements of each logo are proportionally identical.

There are two orientations of the dual logo. Horizontal 
and stacked. These are the only versions that can 
be used. When the horizontal version is used the 
Toughbook logo should appear left. In the stacked 
version, Toughbook is always on top.

The same exclusion zone of 75% of the height of the 
logos as they are being used in the creative needs to be 
maintained between the two logos. Toughpad should 
always appear to the right of Toughbook when the two 
logos are side by side.

Harmonised logos can be accessed on the Panasonic 
marketing dashboard – you will need to have access 
and to be logged in.

http://dashboard.business.panasonic.eu/dashboard/
document-management?path=toughbook-and-
toughpad-logos

CLICK HERE  
TO ACCESS

http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos
http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos


PANASONIC  
IMAGE LIBRARIES

COMPUTER PRODUCT SOLUTIONS

BELOW YOU CAN FIND LINKS TO IMAGE GALLERIES 
CONTAINING TOUGHBOOK AND TOUGHPAD 
PRODUCTS AND USAGE IMAGES FOR USE IN 
MARKETING COLLATERAL. IMAGES ARE ROYALTY 
FREE AND FREE TO DOWNLOAD.

http://business.panasonic.eu

http://business.panasonic.co.uk/computer-product/panasonic-computer-product-solutions-service-and-downloads/image-gallery


DINPro - Regular

DINPro - Light

DINPro - Medium

DINPro - Bold

DINPro - Black

Arial
For use with web, PowerPoint and email. Or any other 
materials which require the use of a web-safe font.

Open Sans - Bold Condensed
For use with web headlines

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”æ$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”æ$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890ß´+#!“”$%&/()=?`*‘

TYPOGRAPHY

The primary Panasonic font is DIN. This should 
be used for print and online web banners. The 
light or regular variation should be used for 
body copy. The medium or bold versions should 
be used for headings and sub-headings. 

When working with PowerPoint or Word the 
recommended font is Arial.

The Panasonic website should use Open Sans 
Bold Condensed for headlines and Arial for 
body copy.

http://business.panasonic.eu



PRIMARY COLOURS

SECONDARY COLOURS

C=100 M=40 Y=0 K=15
Pantone 285C
R=0  G=106  B=176
HEX #006ab0

C=30 M=30 Y=10 K=100
Pantone BlackC
R=0  G=0  B=0
HEX #000000

C=80 M=40 Y=0 K=0
Pantone 2925C
R=24  G=127  B=196
HEX #187fc4

 

COLOUR PALETTES

The BtoB business brand has a colour palette 
consisting of a primary colour and a set of 
secondary colours. You may use the colour 
palette in any way providing it is tailored to the 
specific design concepts.

TERTIARY COLOURS

CMYK	 59  0  22  0
RGB	 45  204  211
Pantone	 319C
Web	 #2DCCD3

CMYK	 0 84  46  0
RGB	 224  80  80
Pantone	 710C
Web 	 #E03E52

CMYK	 7  14  20  22
RGB	 182  169  154 
Pantone	 7529C
Web 	 #A39382

CMYK 	 35  2  58 0
RGB 	 169  196  127
Pantone	 577C
Web 	 #A9C47F

CMYK	 29  25  0  0
RGB	 180  181  223
Pantone	 270C
Web	 #B4B5DF

CMYK 	 0  19  79  0
RGB 	 255  200  69
Pantone 	 1225C
Web 	 #FFC845

CMYK 	 100  0  30  26
RGB 	 0  125  138
Pantone 	 7713C
Web 	 #007D8A

CMYK 	 69  100  4  45
RGB	 87  44  95
Pantone 	 525C
Web 	 #572C5F

CMYK 	 0  32  100 0
RGB 	 242  169  0
Pantone 	 130C
Web 	 #F2A900

CMYK	 0  92  18  0
RGB	 227  28  121
Pantone	 213C
Web 	 #E31C79

CMYK 	 68  0  100  0
RGB 	 100  167  11
Pantone 	 369C
Web 	 #64A70B

CMYK 	 28  0  100  0
RGB 	 196  214  0
Pantone 	 382C
Web 	 #C4D600

CMYK	 88  0  11  0
RGB	 0  169  206
Pantone	 312C
Web	 #00A0C6

CMYK	 0  96  93  2
RGB	 210  38  48
Pantone	 1795C
Web 	 #D22630

CMYK 	 0  70  100  0
RGB 	 255  103  31
Pantone	 165C
Web	 #FF671F

 

CMYK	 100  75  0  0
RGB	 0  51  160

Pantone	 286C
Web	 #0033A0

CMYK	 65  2  0  0
RGB	 65  182  230

CMYK	 100  31  8  42
RGB	 0  95  134

CMYK	 100  35  3  21
RGB	 0  98  155

CMYK	 100  6  2  10
RGB	 0  134  1914

CMYK	 75  0  5  0
RGB	 0  181  226

Pantone	 298C
Web	 #41B6E6

Pantone	 7469C
Web	 #005F86

Pantone	 3015C
Web	 #00629B

Pantone	 7460C
Web	 #0086BF

Pantone	 306C
Web	 #00B5E2

http://business.panasonic.eu



 

 

PHOTOGRAPHY

Many product usage shots can be obtained  
from Panasonic. However, in some instances,  
it may be necessary for products to be added  
to a suitable environment. 

•	 All shots chosen should be sympathetic  
to the intended usage of the product. 

•	 All shots should avoid looking staged,  
and grounded in real-life situations. 

When showing any products in use please 
ensure that appropriate consent, licenses,  
rights agreement or copyright permission  
has been obtained.



http://business.panasonic.eu

ADVERT EXAMPLES

This page shows three typical layout options 
that demonstrate how the Panasonic logo, 
sub-brand logos and third-party logos should 
be positioned. 

The first example shows how an ad can use full 
bleed imagery.

The third ad shows how a band can be added 
at the bottom to accommodate the ad copy and 
product image. This band can be used in black, 
blue or white.

Conceptual creative advert example Product focused advert example Usage/lifestyle/sector advert example



DOCUMENT GRID 
BASIC SETUP

Follow the grid system for the main elements in the 
layout. The unit size is specified per media.

Grid size for each format
A5: 4mm	 2 x A4 landscape: 7mm
A4: 5mm	 A2 landscape poster: 9mm
A3: 6.6mm	 B1: 18.2mm
B0: 22mm

The example on this page shows an A4 Document 
grid setup using InDesign. Go to:
Preferences_grids and set the document grid to 5mm

http://business.panasonic.eu



Logo = 12 units

2 units

2 
un

its

2 units

2 units

2 units

2 
un

its

DOCUMENT GRID 
BASIC SETUP

Follow the grid system for the main elements in 
the layout. The unit size is specified per media.

Grid size for each format
A5: 4mm	 2 x A4 landscape: 7mm
A4: 5mm	 A2 landscape poster: 9mm
A3: 6.6mm	 B1: 18.2mm
B0: 22mm

A margin of 2 units must be used. The Panasonic 
logo should be 12 units in width. If a Windows 
tagline is required, it should be shown in bold in 
the top left side of the page and no smaller than 
10PT on an A4 page.

If the Windows tagline is required it should 
always sit in the top third of any layout.

SUB-BRAND LOGO

B2B LOGO

THIRD PARTY LOGO

http://business.panasonic.eu



BROCHURES

The templates on this page show the layout that 
should be followed for brochures. 

Covers should use full bleed imagery where possible. 
The logo should sit at the top left as shown. 

The main title should sit top right with any other 
subtitle placed anywhere within the image. 

Rear covers should follow the centrally aligned style 
as shown. 

http://business.panasonic.eu



BANNERSTANDS

This page features general guidance 
for roll-up bannerstands. 

http://business.panasonic.eu



SPEC SHEETS

This page details the required layout for product spec 
sheets. Covers are typically designed using the A4 
document grid shown on page 30 of this document. 

Spec sheets can be created, edited and ordered from 
the Panasonic Marketing Dashboard – you will need 
to have access and to be logged in.

CLICK HERE  
TO ACCESS

http://business.panasonic.eu

http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos
http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos


CASE STUDIES

This page details the required layout for case studies 
sheets. Covers are typically designed using the A4 
document grid shown on page 30 of this document. 

Case studies can be created, edited and ordered from 
the Panasonic Marketing Dashboard – you will need 
to have access and to be logged in.

CLICK HERE  
TO ACCESS

http://business.panasonic.eu

http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos
http://dashboard.business.panasonic.eu/dashboard/document-management?path=toughbook-and-toughpad-logos


MERCHANDISING

This page features general guidance for logo 
usage on various merchandise. The clearance 
rules as featured on page 7 should be followed at 
all times. The merchandising supplier will be able 
to provide artwork files to use.

TRAINING PROGRAMME JACKET

http://business.panasonic.eu
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POWERPOINT 4:3

Ideally, an image should feature on the cover 
slide of the presentation, reflecting its theme (see 
example top-middle slide). However, the blue-
branded cover slide can be used where this is not 
possible or appropriate.

Text slides can feature either blue or white 
backgrounds, depending on the content of the 
slide itself.

•	All images used in PowerPoint presentations 
should be saved as .png (allowing transparent 
backgrounds) or jpegs. 

•	For the best compromise between file size and 
image quality, all images should be RGB and at 
150 dpi. 

•	Although CMYK images may show up on new 
versions of PowerPoint, older versions may not 
display CMYK images properly. 

Cover Slide
Title font: Arial Bold 26pt all caps 
Subtitle: Arial 20pt sentence case 

Chapter slide
Title: Arial Bold 20pt 
Subtitle: Arial 16pt 

Text slide
Title font: Arial Bold 20pt 
Body copy: 16pt
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POWERPOINT 16:9

Ideally, an image should feature on the cover 
slide of the presentation, reflecting its theme (see 
example top-middle slide). However, the blue-
branded cover slide can be used where this is not 
possible or appropriate.

Text slides can feature either blue or white 
backgrounds, depending on the content of the 
slide itself.

•	All images used in PowerPoint presentations 
should be saved as .png (allowing transparent 
backgrounds) or jpegs. 

•	For the best compromise between file size and 
image quality, all images should be RGB and at 
150 dpi. 

•	Although CMYK images may show up on new 
versions of PowerPoint, older versions may not 
display CMYK images properly. 

Cover Slide
Title font: Arial Bold 26pt all caps 
Subtitle: Arial 20pt sentence case 

Chapter slide
Title: Arial Bold 20pt 
Subtitle: Arial 16pt 

Text slide
Title font: Arial Bold 20pt 
Body copy: 16pt



PRESS RELEASE 
TEMPLATES

Press releases are produced as Microsoft Word 
files so that they can be edited and copied from 
where required. There are individual templates for 
PSCEU, Business Software Europe and Panasonic 
Europe Solutions Centre, each featuring a different 
header and ‘boiler-plate’ statement. 

http://business.panasonic.eu



EMAIL SIGNATURES 

Email signatures should feature the new business 
brand and be no wider than 650PX and ideally 
600PX wide.

Signatures can be saved as animated gifs or static 
jpg. Do not use png files for email signatures.

http://business.panasonic.eu



INTRO/OUTRO STING 

When creating a video or animation for Panasonic 
Business, please use the available intro and 
outro sting. Not only does this help to promote 
the over-arching company brand, it also ensures 
consistency in our communications.

http://business.panasonic.eu



EMAIL TEMPLATES

Whether using Eloqua, the Panasonic marketing 
dashboard, or any other template-based email 
system, the correct colours and fonts must be used. 

http://business.panasonic.eu



PSCEU WEBSITE

This page demonstrates how the PSCEU 
website has been designed to be  
sympathetic to the global website style and 
PSCEU divisions. 

As new divisional brands are added to the 
site, they will adopt the Business brand  
‘blue’ colour. At the initial stage of 
redesigning the website, homepages will  
be updated, followed by product pages  
and then the rest of the site. 

If you are creating new pages, or  
amending existing content, please work  
with Andoni Larrucea and your divisional 
content managers to ensure the correct 
process is followed, with support from  
the Panasonic Webmaster.

http://business.panasonic.eu



PRODUCT PAGE 
WEB HEADERS

Web headers typically represent the 
most valuable real estate on our 
webpages. So wherever possible, 
create headers or use existing 
imagery that is optimised for 
engagement and impact. In this way, 
we can ensure that pages have their 
own distinct identity, while remaining 
in line with the Business brand – 
delivering a consistent but compelling 
experience for the visitor.

http://business.panasonic.eu



PRODUCT PAGE 
STANDARD WEB 
HEADERS

In many instances, it’s most 
appropriate and effective to show 
the product as a standalone image 
in the web header. Products should 
always be placed onto a light silver/
grey background – unless the product 
colour is too light to be visible on the 
background. The product should also 
be positioned on a surface, rather 
than ‘floating’ in space.

http://business.panasonic.eu



WEB HEADERS

There are two basic sizes of header image for the 
site. 1200x470PX and 1200x240PX.

The larger, 1200x470PX versions should be used on 
the homepages, product pages and circumstances 
where the image is hero.

The shallower 1200x240PX image should be used on 
pages such as product category pages, service and 
downloads, news and events and all pages where 
imagery is of less importance.

Each image should have an area of clear space on 
the left and right hand sides to allow for smaller 
screens. There should also be clear space within 
the image to allow for live text which must be added 
separately to allow for language translation.

976PX

1200PX

1200PX

976PX

112PX
CLEAR
SPACE

112PX
CLEAR
SPACE

340PX HEADLINE SPACE

340PX HEADLINE SPACE

340PX BODY COPY SPACE
112PX
CLEAR
SPACE

112PX
CLEAR
SPACE

http://business.panasonic.eu



TYPICAL 
WEB HEADER 
BACKGROUNDS

This page shows some typical 
backgrounds for the product page web 
headers. The dimensions for these are 
1200x470px. These examples show slightly 
different lighting with variation in horizon 
line/vanishing point so that different 
product pictures can be accommodated.

http://business.panasonic.eu



WEBPAGES

The Panasonic PSCEU website is split 
into the main product divisions. 

Communication Solutions
Visual System Solutions
Security Solutions
Professional Camera Solutions
Computer Product Solutions 
Integrated Solutions

BUSINESS.PANSONIC.CO.UK LANDING PAGE SOLUTIONS SITE

http://business.panasonic.eu



WEB BANNERS
In web banners, the font used should be DINPro 
and the overall look and feel should confirm to the 
guidance given for other forms of advertising and 
web design. 

Colour is a critical element of web banner design. 
While the colour palette gives you significant  
scope when designing online advertising 
and banners, and standout is vital in digital 
environments, try to avoid producing anything  
that looks brash or less-than-premium. 

A strong call to action should always feature in the 
final frame.

http://business.panasonic.eu


