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WATCH VIDEO

GlobalRiskManager delivers organizational resilience and
critical event management globally. Instant complete
situational awareness, effective two-way communications and

W00D GROUP

MICROSITES, EMAILS, raranrsat - Sy RSA® Uk &y pledis
AND HOMEPAGE

TA K EOV E R S Free daily risk alerts straight to your inbox

‘ Email* ‘

v & We take majority or significant minority
ENSURE IMPROVE MAKE MORE EFFECTIVELY \
| NTERACT'VE' EMPLOYEE ORGANISATIONAL INFORMED MANAGE CRISIS

positions in smaller businesses with high
SAFETY RESILIENCE DECISIONS SITUATIONS
ANIMATED AD UNITS

Investors and business builders in technology and knowledge-based sectors

BRAND GUIDELINES

potential, often at a pivotal time in their
journey when they need more than money to
break through and win the day

£ :.-‘-" .
See the big risk picture Improve your visibility Unsure if your business Ten essential safety
and make more of global threats. Find is protected against the tips for international
informed decisions with out how pladis keep 2018 hurricane season business travellers.

GlobalRiskManager their people safe.

\WATCH NOW LEARN MORE LEARN MORE READ NOW

As entrepreneurs and operators, rather than bankers and fund managers, we are a different kind
of investor. We like to roll our sleeves up and bring coal face, battle-proven experience of building
companies. Our style is to be more involved, more understanding and more impactful.

MEDIA PACKS AND
INFOGRAPHICS I

PRINT INSTALLATIONS ismiion  EXPERIENCE 15,000

One platform. Manage every threat.

FULL-PAGE PRINT ADS

GlobalRiskManager™ integrates into your
existing systems and feeds, enabling you to
quickly see the big picture and take decisive

FINANCIAL REPORTS, ions T menese festenne
FRONT-END DESIGN ol
AND MAGAZINES

Foundation Acceleration Escape velocity

Investing in the building Rapid sustained growth Becoming a market leader,
blocks, refining the shape organically and bolt-on moving a sector on, achieving
and strategy and recruiting acquisitions a £100 million+ exit
the right people into the right
places to do the right things

Portfolio Snapshot

Global Reach. Personal Touch.
Company

ANIMATIONS

ILLUSTRATIONS

Two-way comms. Real-time response.

Improve decision-making in a crisis. Fixed-

Monitor the well-being of your people and
notify them of threats wherever they are - the
office, home, overseas or in a geo-plotted area
of your choosing.

LEARN ABOUT
PEOPLEMONITOR

Digital Theatre
Bring Theatre into the digital
world

Investment Date
November 2015

Digital Theatre+ is the world’s leading digital Performing Arts education
platform which gives unlimited access to some of the world’s finest
productions, unique backstage insights, practitioner interviews and
written analysis.
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Brand Guidelines

Introduction

These guidelines have been designed to explain the Drum Cussac brand identity and how to use it

This includes:

Who we are and how best to explain this

+ Our tone of voice and how we communicate

+ Ourlogo, colours and typefaces or how we represent ourselves

Tone of voice

Maintaining a clear and consistent tone of voice is a crucial part of our brand identity. It helps to define
who we are, how we present ourselves and how we are perceived.

How do we want to be perceived?
We want to be perceived as:

+ Helpful - we speak directly to our audience
and provide real world value in everything we

+ Reliable - we communicate honestly with our
audience and deliver on what we say, building
trust and reliability.

+ Experts - our strength lies in our in-house

expertise and we let this shine by speaking
concisely, clearly and authoritatively.

What is our tone of voice?

Our voice is honest, direct, caring and
authoritative.

+ All our communications should be concise,
straightforward, and never wordy or
convoluted. If something can be said in one
brief sentence then it should be.

+ We should speak peer-to-peer and focus
on real-world value rather than technical
features.

+ We use the second person where appropriate
and talk to you, the reader, directly.

+ We avoid being condescending and
patronising.

drum cussac

Brand Guidelines
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The Drum Cussac Logo

drum cussac

INFORM -

PROTECT +« RESPOND

Deconstructing the logo
60%
The Drum Cussac logo is the most immediate e
representation of our company, our people,
and our brand. Itis a valuable corporate asset y—
that must be used consistently in the proper,
approved forms.
25% | 30% | 20— s0%
The logo must always be reproduced from 1
original artwork. The master references
are available from Drum Cussac Marketing T
Department. B |
0%
25%
20% N 3066% s @33%
4%
I 16%
OrU CUSSQC o
16%
NEORM = PROTECT <= "RESPON 14%

Leave adequate clear space around the Drum Cussac logo, which requires a minimum clear space
around it as shown by the dotted lines, half the diameter of the roundel.

FULL-PAGE PRINT ADS

arum cussac

Brand Guidelines
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Brand Guidelines

Logo colour

The logo colour should depend on the colour
and complexity of the background you are
placing the logo on, and the medium you are
using.

If one of these does not suit your needs exactly,
please either use the closest match or seek
further advice.

@ drum cussac

INFORM - PROTECT - RESPOND

Charcoal logo
The default Drum Cussac logo. Ideal for single
colour print jobs when use of colour s not
possible or for use on complex light coloured
backgrounds.

drum cussac

INFORM - PROTECT - RESPOND

Negative
The negative Drum Cussac logo should be used
on black backgrounds so long as all elements
remain legible.

€ drum cussac

INFORM - PROTECT « RESPOND

On colour

Use of the charcoal or negative logo should be
considered based on the darkness of the colour
used. Charcoal logo on lighter colours, negative
1ogo on darker colours. If unsure, contact the
marketing team

Co-branding with partners

Typical horizontal cobranding

Partner logos should be separated by a charcoal
/white line 2x taller than the Drum Cussac logo,
and both sides should be half the diameter of
the Roundel on the right, unless the partner's
brand guidelines dictates otherwise. The height
of the partner logo should sensibly conform to
the proportions of the Drum Cussac Logo. This
may be between 50-100% if horizontal, and

no taller than the separator line if the logo is
vertical. If unsure, consult Lead Designer.

Extra wording
Wording should be signed off by the Drum
Cussac Editorial team and should conform to
the same spacing rules as outlined above

Vertical cobranding

in special situations where the Drum Cussac
10go is used in large scale, partners may use
their logo stacked below. The same spacing
rules apply, but the height must be 25-50% the
height of the Drum logo.

€3 crum cussac | amazon

€ crum cussac

Inaszocationwits - @MAZON

drum cussac

INFORM - PROTECT + RESPOND

In association with amazon
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Logo: Dos and Don’ts

drum cussac

Do use the black logo on a clear background

Don't use black logo on coloured backgrounds.

kgt

Don't use black logo on busy images

Don't add your own colours o effects

A Qﬁ%g:*

Don't rotate or warp the logo

drum cussac

INFORM - PROTECT - RESPOND

Keep high-scale logo within the bounds of the
invisible outer space

Qdvmassac  @dvmaorssac
Qavmossac  @dvmossac

Use the logo in corners as needed with
adequate invisible space from the edge

30mm
Qaun

When using the logo i print, keep it to a
minimum of 30x6mm

cussac [mm

Brand colours

Wherever possible, the main Drum Cussac corporate colours, Teal and Charcoal, should be used
Where this is not possible, select an appropriate secondary colour.

Primary Colours

Teal Charcoal

PMS 3272 C PMS 426 C

C78 M7 Y49 KO C74 M62 Y56 K67
RO G166 B154 R44 G47 B49
#00A69A #2C2F31

Secondary Colours

Cool Gray 9 C Bright Orange C
€54 M41 Y39 K23 €O M70 Y90 KO
R117 G120 B123 R236 G103 B27
#757878B #EC671B

Pantone 7677 C
C70 M70 Y19 KO
R105 G89 B114.
#695990

drum cussac

Brand Guidelines
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Imagery

imagery should look professional, reflecting
how our audience perceives the brand

High quality images play into our image of being
helpful, reliable experts and establish us as
legitimate.

Photography should be high-end and feature
either real-life scenes or technology-driven
imagery. We don't use overly staged stock
photos or cheesy metaphorical images.

Striking and vivid colours evoke our high-end
and state-of-the-art security solutions

Where appropriate, the use of people,
especially from the Global Operations Centre
provides both reassurance of our expertise and
peace of mind that you are in safe hands.

Photos should be sourced from either
Unsplash or Shutterstock, or commissioned
from a professional photographer. Contact
the Marketing team for further assistance.

el

Typefaces

Open Sans is our main typeface, selected for
its versatility and should be used wherever
possible.

Headline 1
Open Sans Light, 14pt, Teal

Headline 2
Open Sans Bold, 12pt, Charcoal

Standfirst
Open Sans Bold, 10pt, Grey

Body Copy
Open Sans Regular, 10pt, Charcoal. Open Sans
Bold may be used to highlight important words
or phrases.

+ Bullets
Open Sans Regular, 10pt, Charcoal
3.175mm indent.

Pull Quote

Open Sans Light, 14pt, Teal

Rules

+ Do not stretch the typeface.

+ Use only one character space between
sentences, not two,

+ Left justify, this provides the eye with
a constant starting point for each line,
making text easier to read.

* Use sentence case and never set sentences
solely in capitals.

+ Line spacing has a major effect on legibility
and influences the look of the final piece.
It should be carefully considered and well
executed to achieve a clean result.

drum cussac

Brand Guidelines

arum cussac
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Samsung

GALAXY Note4
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Enjoy and develop with bada

bada <™

Samsung's Smartphone Platform
Developer Dayin London - 18" June

Deliveryourdreamto «ZED”

the world with bada
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SE B
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IBM & MSPs videos
A Partnership that works

® Testiony from Smarter Planet registered
companies
@ The importance of MSPs to your
“ gustorners and IEM

() Midsize business are the engines of a
~~" Smarter Planet

NOKIA LUMIA
WINDOWS PHONE

Built for Business. Designed for Life.

A best-in-class smartphone with built-in
Microsoft Office and Outlook that helps
businesses stay connected, and to work
on the go hassle free.

LEARN MORE >

NOKIA

@ ANDY DAVIES 2007-2019

A Frame A

TS
IEFR:  MSP Resources

The Linkedin MSP Forum

IBM have regular events for
MS5P's and also a dedicated MSP
hub site...

the caddition of the LinkedIn
group allows MSP’s & Channel
Partners to engage with owners,
directors and senior managers of

midsize companies to discuss
topical issues such as cloud,
data and security.

[f) visit the MSP forum

ALY

~ ”
1 L, 1 & 1
engines of a Smarier Planet
¥V Frame V

PREVIOUS

NOKIA LUMIA WITH
WINDOWS PHONE

Our primary business range

]
) >

Lumia

625

Lumia 520

Work on the go — with pre-installed
Outlook, Word, Excel and PowerPaint

EXPLORE >
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CELEBRATING

This special edition of Total Guitar will
receive additional promotion on UK
newsstands

Our cover feature - 20 Guitar Lessons To
Change The Way You Play - will appeal to
the raft of brand new and intermediate
guitarists straight after Christmas

TOTAL GUITAR 20™ ANNIVERSARY SPECIAL

ON SALE 19™ JANUARY
BOOKING DEADLINE 22> DECEMBER

Including a feature looking back on the
past two decades of guitar, including key
gear, artists and developments

Bumper competition giveaway to
celebrate our 20th Anniversary

The 20th Anniversary issue will also
be promoted heavily to over 250,000
potential customers through our social
media channels

Acoustic

is a 132-page, quarterly magazine
dedicated to acoustic/electro-acoustic
guitars, players and culture.

Issue One is on sale now, featuring
a mix of new product reviews, artist
interviews, features and playing
techniques, all delivered with the
high production values synonymous
with Guitarist magazine. Through
beautiful photography, elements of
lifestyle design and insightful, expert
writing, Guitarist presents Acoustic
is a premium-quality magazine that
readers will enjoy, savour and collect.

Exclusive interview

From YouTube to Number One singles:
the UK’s leading singer-songwriter

steps up to the big time
g5 \

REVIEWED W
COLLINGS C135 - .
VINTAGEVIATOR i L

LARRIVEE D-40R & ik

OM-40R AND MORE

AWARDS
L
RECORDING
LEARN &

70+ GUITAR MARTIN GUILD D-55,
BUYER'S GUIDE LAK[MAN ED SHEERAN F-512 & F-30 EH[AT Bnlrs

& WAYS
I S IN

KEY FEATURES

ISSUE TWO HIGHLIGHTS SPRING 2014

* Quarterly frequency: Spring, Summer, Autumn & Winter

* 132 pages

« Beautiful production values

 Proven editorial team headed up by Mick Taylor, Dave Burrluck
and Neville Marten

* Unparallelled market penetration physically and digitally in the
guitar magazine sphere

« Artist interviews, product reviews and playing techniques

« Interviews & features include
Seth Lakeman
Katie Melua
Martin Guitars: wood & environment
Henry Priestman & more

« Brands reviewed featured include...
Alvarez, Lowden, Gibson, AER, Fishman, Bose,
Line 6, Faith and many more!

NEXT ISSUE ON SALE 04 MARCH 2014 - DON'T MISS OUT!
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https://youtu.be/YyUUiCRZeMA
https://youtu.be/NqYobGDI2mQ
https://youtu.be/Na4wrtkq_Fg
https://youtu.be/gEYAgj0k7_I
https://youtu.be/FrDgAgr3IKI
https://youtu.be/KcQqKwe6r1s
https://youtu.be/ItRRRYn4cAU
https://youtu.be/XotOAI9B6_c
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