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The importance of visual identity

What is visual identity?

Visual identity is the overall visual representation
of an organisation projected internally and
externally through collateral such as letterhead,
brochures, newsletters, advertising, signage,
buildings and reception areas. A logotype often
forms an important part of a visual identity, but
it is only a part. In fact an effective visual identity
is achieved by the consistent use of particular
visual elements to create distinction, such as
usage of specific typefaces, colours, and
supporting graphic elements.

A professionally managed visual identity offers
numerous benefits to the branded entity:

it supports and projects institutional cohesion
and efficiency; differentiates from other
organisations; facilitates the building of a desired
reputation; facilitates consistency in key areas of
design and should be a source of unity and pride
for those associated with the entity.

HEINEKEN Visual Identity Guidelines | Version 2.1

Our company visual identity

Our visual identity system has been specifically
designed to represent our organisation. It is a
reflection of our operations and our people, our
values, our ambitions, and our personality.

This document provides guidance for successful
implementation and use of the visual identity

to ensure consistent application across all aspects
of our business.

The following pages guide you through the core
visual identity elements.

They will assist you in designing and producing
compelling communications with a degree of
creative flexibility.
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Logo

The Heineken ‘Spark’ is the name of the new
company visual identity. It is an essential asset for
our company das it represents our company globally
internal and external stakeholders.

The ‘spark’ logo is the

foundation around which

we have built our visual

identity. The logo is a legal

trademark. It is the visual

expression of our company,

and as such must be used

responsibly and consistently.

This section details all you
need to know about correct

usage and application of
the HEINEKEN ‘spark’ logo.

es | Version 2.1
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Logo

Introduction

The company word mark, ‘HEINEKEN’, is solid and
confident and has elegance and style.

It is composed of capital letters to distinguish it
from the Heineken pilsner brand logo.

NOTE For this reason we have also decided that in
all typed texts, the word HEINEKEN should be
written in all capitals.

The typography has been inspired both by the old
manner in which the pilsner brand was applied

onto wooden boxes (fig. A) and by the type in the
outer ‘racetrack’ of the present Heineken pilsner

labels (fig. B).

The solid word mark is complemented with a spark
HEINEKEN logo | primary usage version inspired red ‘device’ that has been created to
For use across all media on behalf of the HEINEKEN company. capture the spirit of HEINEKEN. It has an obvious

link to the red star in the Heineken pilsner brand
logo, but has its own unique form.

It is a star within a star called the “spark”.

The red outer spark is the expressive outer face of
the company, while the inner spark represents the
innovation, dynamicism and passion energy of
our people. It is a spark of energy, the flash of an
idea and a ray of positive thought. It is positively
restless, continually curious and forever in motion.

! " _' 2" It excites, provokes and stimulates. It celebrates
: | IO : the continuing success and the enterprising spirit
g within the company.
W 2 ON Itis the essence of HEINEKEN. The lock-up of the
B I E R E N : . solid word mark and the expressive spark creates
. . amemorable and lively combination.
= b LS B =

- ——

Al Vintage crate design B | Heineken pilsner bottle ‘racetrack’ detail

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Logo 5
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Logo

Versions

The HEINEKEN logo is available in four different
versions. Each version has been specifically

# designed to allow the best possible reproduction
of the logo across different media and output
methods. Please ensure to choose the correct
version, taking into consideration reproduction

restrictions, as well as the size and shape of the
materials being used.

Flat colour
Our primary logo. For use across all media.
Available in CMYK and PANTONE® colour versions.

We should, wherever possible, place the logo on
a white background to ensure legibility and to
differentiate it from our Heineken brand logo.

Digital artwork files have been created to suit
a variety of applications and platforms. They
are available from the downlaod section of

# HEINEKEN Identity website.
H I I N I K I N * The ssingle colour reversed logo unit should
only be used in instances where reproduction

techniques do not allow use of the full-colour
logo holding shape.

Please see page 7 for further details.
Full colour | with gradient
For exceptional usage only i.e. large projections and events.
Available colour version: CMYK

"'i-IEINEKEN 7'i-IEINEKEN

Single colour | positive Single colour | reversed”

For simple application of the logo For exceptional use where the logo needs to be placed on a base
In stencilling or etching. colour or image other than white. When placing this logo version
Available colour: black-and-white always ensure the base colour is equivalent in tint to no less than

40% black. This will ensure legibility of the logo.

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Logo 6
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Logo

Exclusion area & minimum size

Exclusion area
An exclusion area has been specifically developed
to allow maximum clarity and legibility of the logo.

The image left represents the exclusion area
required around any application of the primary
logo. No type or graphic elements should intrude
into this space. The exclusion area is measured
by a unit (x) equal to the capital height of the
HEINEKEN wordmark.

Minimum size

The full-colour logo may be applied no smaller
15X 1% than 20 mm wide. When required in smaller sizes,
or when it is not possible to print the full-colour
logo, use the black (positive) or white (reversed)
versions of the logo.

Flow background exception

The flow background is the only graphic element
which can encroach into the exclusion area.
However, only light areas equivalent to a tint of no
more than 20% black may encroach into this area.

"'i-IEINEKEN

: 20 mm :
> 20%

"iiElNEKENj
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Logo
— - : Holding shape
X H H

. 20 mm A holding shape has been specifically designed for

o : : exceptional instances where no white background
' exists to apply the full-colour logo.

X :

_ _ "H EINEKE N Its rectangular shape is finished with a serif detail

- in one of the top corners reflecting the detail
X found within the typography of the logo.
1,5X | | 1X |
Holding shape | fixed proportional placement Holding shape | minimum size

Two versions of the holding shape exist to allow
placement of the logo on the left or right of a

"i-IEINEKEN "'i-IEINEKEN

Always use supplied artwork of this logo. Do not
attempt to recreate it or adjust its proportions.

Holding shape | right aligned placement version Holding shape | left aligned placement version

mEINEKEN

Right aligned placement example Left aligned placement example

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Logo 8
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PART OF THEmElNEKEN COMPANY

HEINEKEN endorsement logo | primary usage version on white

Single colour endorsement logo | reversed

HEINEKEN Visual Identity Guidelines | Version 2.1

IHL 40 L¥Vd
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|

e
pART OF THE ' HEINEKEN compaNY

PART OF THE’Ai'lElNEKEN COMPANY | PART OF THE"i'IEINEKEN COMPANY

Logo

Endorsement

The endorsement logo ‘PART OF THE HEINEKEN
COMPANY’ must be applied by companies owned
by HEINEKEN, which do not carry the HEINEKEN
name or logo.

General placement rules are:

The logo should be applied to all
communication collateral, when possible.
Always use the supplied artwork.

Place the logo horizontally on the bottom right
corner of applications.

When there is no space, default to a vertical
positioning with the spark oriented above the
HEINEKEN wordmark.

When placed on a coloured background, use
the reversed logo, as shown here.

For more information on the placement of this
logo, please refer to the specific section of your
application in these guidelines.

Design resources | Logo 9
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Dont’s The following examples on this page demonstrate impermissible use of the logo

"'i-IEI KEN

ﬁ-lE EN

Do Not recolour the logo.

Do Not rescale the logo out of proportion.

Do Not use ‘spark H' as a stand alone graphic element.

’A.

HEINEKEN

"'i-IE KEN

Do Not recreate the logo.

Do Not use the spark as a stand alone graphic element.

Do Not adjust the gradients inside the full-colour
gradient logo.

KEN

"Athenian Breweries

"AI'?,rew’ A Better Future

Do Not change the logo elements relationship. Always
maintain the integrity of supplied artwork.
Do Not rotate the logo other than horizontal or at 90°.

HEINEKEN Visual Identity Guidelines | Version 2.1

Do Not repurpose the style of the logotype to fit new
brands or campaigns’.

Do Not place the full-colour logo on a photographic or
coloured background. Use the holding shape or reversed
single colour logo examples.

Design resources | Logo 10
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Colour

Colour plays an essential role in expressing and
differentiating our company visual identity. How we
use colour adds expression to our visual identity.

This sectic

and secondary cc

hierarchy for colour usage a
how to combine the colours.

N

\

ual Identity Guidelines | Version 2.1
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Colour
Primary palette

HEINEKEN Our primary colour palette is made up of arange
Red

HEINEKEN
Green

HEINEKEN
Corporate
Green

of colours reflective of the characteristics and
heritage of the Heineken company and brand.
The colours green, red and silver intentionally
provide a visual link with our product brand but
also representing different characteristics of
the company. As our leading set of colours, they

5 should be used to make up the majority of any
collateral.
40% 40% Our primary palette consists of the following
20% 20% 20% colours:
PANTONE®  recipe* 7483 C /349 U recipe™ 877 HEINEKEN Green
Avisual link to the company’s rich heritage.
CMYK  C 100 c 90 co co

Mo M0 M 100 MO HEINEKEN Corporate Green

Y 100 Y 100 Y 100 Y 0 Reflecti th and it ttob

¢ 24 K 60 Ko ¢ 30 eflecting our growth and commitment to be a
more sustainable company.

RGB R O R 32 R 255 R 195
G 130 G 85 G 43 G 195
BO B 39 B0 B 195 HEINEKEN Red
4 008200 205527 200 36303 Reflecting our pride and passion for our product.
RAL 6029 6002 3020 9022 HEINEKEN Silver

Representing clarity in the way we operate our
business.
Designated tints of these colours may be used
sparingly to add accent details in layout designs
and charts & graphs.

Colour reproduction To ensure diﬁereqtiation between the HEINFKEN

All colours have specified values for CMYK, RGB, company and Heineken brand, use white primarily

web and RAL reproduction. as your base colour. For this reason these primary
colours should not be overused as background
colours.

NOTE Do not use this palette to colour the
logotype in any way.
* 32 pts PANTONE® yellow C, 8 pts pantone® Orange 021 C, 2 pts pantone® black C, 115 pts pantone® green C (solid colour, printed on paper)

** 8 pts PANTONE® rubin Red C, 6 pts pantone® yellow C (solid colour, printed on paper)
PANTONE® is a registered trademark of Pantone Inc

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Colour 12
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Colour
Secondary palette

HEINEKEN HEINEKEN HEINEKEN Our secondary colour palette is made up of a
Orange Aqua Blue Ultraviolet

HEINEKEN
Light Green

range of bright colours to be used as accents
supporting the primary colour palette in
communication.

Each supporting colour also represents a different
characteristic of the organisation.

5’ The secondary palette consists of the following
range of colours:
40% 40% 40% 40% HEINEKEN Light Green
20% 20% 20% 20% Represents fresh & natural.
PANTONE® 376 116 151 660 513 HEINEKEN Golden Yellow
Representing barley.
CMYK  C 50 co co C 85 C 50
M0 M 20 M 65 M 50 M 100 HEINEKEN Orange
Y 100 Y 100 Y 100 Y 0 Y 0 N
K0 Ko Ko Ko Ko Reflecting our Dutch roots.
R 122 R 254 R 255 R 42 R 142
G 184 G 203 G121 G 110 G 37 HEINEKEN Aqua Blue
B0 B0 B0 B 187 B 141 Represents water.
7ab800 fecb00 ff7900 2a6ebb 8e258d
e - e ¢ HEINEKEN Ultraviolet
— 1021 2003 — 4006 Reflects enjoyment.

To add variety and maintain consistency, use the
designated secondary palette colours as accent
colours alongside the primary colours.
Designated tints of these colours may be used
sparingly to add accent details in layout designs.

NOTE Do not use this palette to colour the
logotype in any way.

N Visual Identity Guidelines | Version 2.1 Design resources | Colour 13
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Colour
Hierarchy & usage principles

= White forms the basis of all design collateral.
We use white space confidently. It aids clarity
and cuts down the visual noise created by too
much colour. Try to maintain a good balance of
colour with white space.

= Green forms an important part of our colour
palette. It is reflected across a range of tones
from HEINEKEN Corporate Green, to HEINEKEN
Green to HEINEKEN Light Green.

= The primary colour palette is always used in
conjunction with white.

P34 NIINIIH

X
m
—
r4
m
A
m
4
(n]
o

o

=1

= The secondary colour palette should be used for
accent colour in designs.

u33163y61] NININIIH

ab6up10 NIXINIIH
an|g bnby N3)aNI3H
319]01ADI3N NININIIH

HEINEKEN

ud319 33p10d10) NIHNINIIH

= Limit the amount of colours in any given design
to a maximum of three or four. Use of too many
colours will become too busy and distracting.

Black White Primary palette Secondary palette
Black is used as a White is the base colour The primary palette plays The secondary palette = Full colour backgrounds should be used
supporting colour for for all designs. The full- a supporting role to white supports the primary sparingly for page breaks and dividers.
text and keylines. colour HEINEKEN logo and is used when limited palette providing colour
must always be placed colours can be applied to an accents where a broader
on a white background. application (i.e. signage). colour palette is deemed = Textlayouts should use colour to accent the
necessary (i.e. editorial content rather than overpower it.
design and web media)

Use HEINEKEN Red
sparingly

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Colour 14
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Colour
Corporate colour combinations Combining colours

Primary palette

Colour combinations
Combining different colours from the primary and

secondary colour palettes can create different
tones in your layout designs. Using only the

. primary palette creates a more corporate feel
whilst the addition of the secondary palette
colours adds expression.

Care must be taken when choosing colour
combinations. In all combinations, at least one
of the primary palette colours must be used
alongside white.

Editorial / Web colour combinations Corporate publications
Primary + secondary palette Primary + secondary palette Asa rL.IIe most corporate publications Shou.ld use
Colour combinations (3 colours) Colour combinations (4 colours) the primary colour palette to form the basis of the

design. Secondary colours should only to be used

to provide accent colour.

. . Editorial design
In editorial design, where more expression and
life needs to be added to layout designs, it is
permissable to use a maximum of two secondary
palette colours as accents to support the primary
colours.

Primary + secondary palette Primary + secondary palette Care should be taken when choosing these
Colour combinations (6 colours) Colour combinations (7 colours) K R 8
combinations so that the colours are harmonious

and reflect the content of the page layout.
The examples on the left show possible colour
combinations to achieve the correct tone and
balance in layout designs.

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Colour 15
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Dont’s Avoid the following when using colour

HeINERER

ve defi ned an optimised rang

cantly improving our

produ

H E I KE N ium beer segment, and mor

By in: o
r high-margin brar
nifi cantly improve their, 40% 40%
't any higher than the same prom¢
20% 20% 20%
done a few months earlier, although
applied this
e f—
wironment, and this A more qualitative indicatd
custom-made. e vDe 0 recoanition from our custo)
Do Not recolour logo artwork with any colours from Do Not overuse red. It should only be used as an Do Not create your own colours.

the secondary colour palette. accent colour.

30%

10%

Do Not blend colours. Do Not use tints other than prescribed. Do Not use incorporate large areas of colour into your
designs unnecessarily. Use white space carefully when
you can.

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Colour
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Typography

How we express ourselves through our typography
adds character to our company visual identity.

use in layout d
to create a unique personc
for the communication.

This section covers our
typeface families and how
to use them properly.

Version 2.1
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Typography

Typeface overview

Overview
Three typeface families are used across the
HEINEKEN company visual identity.

HEINEKEN Core
For use in corporate-, editorial- and digital
collateral when possible.

HEINEKEN Curve
For use in editorial copy only.

HEINEKEN Curve
L ucida Sans
Unicode

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Typography 18
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Corporate printed

Imprint

Digital

Editorial

Usage Typefaces
HEINEKEN Core

Usage Typefaces
Lucida Sans Unicode

Usage Typefaces
HEINEKEN Core
Lucida Sans Unicode

Usage Typefaces
HEINEKEN Core
HEINEKEN Curve

Use weights from the HEINEKEN Core
typeface family only.

To work easily across different

platforms Lucida Sans Unicode has
been chosen for templates. Lucida
Sans Unicode is a typeface readily
available across most Microsoft and

Macintosh computers.

Lucida Sans Unicode is the

mandatory typeface for most digital
communication. It may also be
possible, through special programming,
to incorporate HEINEKEN Core within
some digital applications. In this case
HEINEKEN Core should be restricted

to headline usage only.

Two typeface families, HEINEKEN
Core and HEINEKEN Curve, have
been specially created to work in
combination to add expression in
editorial design. HEINEKEN Core
should be used as the primary
typeface with HEINEKEN Curve
supporting to add flourish to designs.

Example

Annual Report
Sustainability Report
OpCo Review

"HEINEKEN

OI’_J\" }-"l'T-"f_:'J'

in revie

)
= ﬁ

Example
MS Office Templates

Example
Websites
Powerpoint

Typeface alternative
if font is unavailable

Arial

THEINEKEN

porate identity

T 0n

John Doe.

F 100

Typeface alternative
if font is unavailable

Arial

[ Lak —_—

BTN e

e —————

"i-IEINEKEN

HEINEKEN Visual Identity Guidelines | Version 2.1

Example
World of Heineken

+ Warld of
Brewing a
Hetter Future

= Platform
for Giowlh

Typography

Usage principles

There are rules for using typography to ensure
clear and consistent messaging; these should be
adhered to at all times to ensure the integrity of
all designs.

Type should be aligned left, and set in upper and
lower case.

Never use all capital letters (except in our
company name).

Text must be tightly character spaced in order to
achieve a consistent appearance. This will create
amore professional typographic style.

Design resources | Typography 19
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Typography
HEINEKEN Core

HEINEKEN Core Regular

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z HEINEKEN Core has been specially created

to form the basis of all HEINEKEN printed

abcdefghijklmnopqgrstuvwxyz publications.
01 2 3 L| 5 6 7 8 9 ? ! q ﬁ ij € $ @#% A &* ()_+ {} ” It is a charismatic, modern sans-serif type and

supports more than 60 languages. It is the

o B 6 y 6 € C -rl e .8 K )\ T p 5 q p' I'rl X K cD Ll p' Ho company’s primary typeface and is to be used in

all printed collateral when possible. It is available
in a full range of weights and italics from thin to
HEINEKEN Core Bold extra bold in both Open Type and TrueType.

A B C D E F G H I ] K L M N O P Q R S T U V W X Y Z In operating countries not using languages

covered by HEINEKEN Core, alternative typefaces

a de Efg h ij kI mnao pq rstuvwxyz have been specified for use.
0 1 2 3 [| 5 6 7 8 9 ? ! g ﬁ ij € $ @ # % A & * ( ) . + { } . ” For languages not supported by this typography,

alternative typefaces are readily available for

(o B 6 y 8 & c n e 'S K )\ TT p > g A I'I KO l-I A b purchase from type foundry Agfa Monotype:

www.monotype.com.

HEINEKEN Core weights
TYPEFACE ALTERNATIVES FOR LANGUAGES
HEINEKEN Core Thin NOT COVERED BY HEINEKEN CORE
HEINEKEN Core Thin Italic LANGUAGE FONT FAMILY
HEINEKEN Core Light Central European ~ HEINEKEN Core
HEINEKEN Core Ught Italic Western European ~ HEINEKEN Core
Eastern European HEINEKEN Core
HEINEKEN Core Regular Greek HEINEKEN Core
HEINEKEN Core Italic Cyrillic HEINEKEN Core
Arabic Andale Arabic
HEINEKEN Core Bold Chinese Monotype Hei
HEINEKEN Core Bold Italic Japanese HG Gothic
Korean HY Gothic
HEINEKEN Core Extra Bold Thai UPC Browallia

Davanagari ITR Mitra

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Typography 20
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HEINEKEN Curve Regular

ABCDEFGHIJKLMNOPQRSTUVWXY?Z
abcdefghijklmnopqrstuvwxyz
0123456789?!¢cnij€$@# % ~&*()_+1{}:"
apegijLRRSUZT N ¢

ABCDEFGHIJKLMNOPQRSTUVWXY?Z
abcdefghijklmnopqrstuvwxyz
0123456789?!'¢ciij€s$@# % ~&*()_+{}:”
apegijERRSUZT N €

HEINEKEN Curve weights

TYPEFACE ALTERNATIVES FOR LANGUAGES

HEINEKEN Curve Regular NOT COVERED BY HEINEKEN CURVE
HEINEKEN Curve Italic LANGUAGE FONT FAMILY
HEINEKEN Curve Medium Central European HEINEKEN Curve
HEINEKEN Curve Medium Italic Western European ~ HEINEKEN Curve
. Eastern European HEINEKEN Curve

HEINEKEN Curve Semibold Greek Arno Pro
HEINEKEN Curve Semibold Italic Cyrillic Aimo Pro

Arabic Adobe Arabic
HEINEKEN Curve Bold Chinese M Kai HK Traditional
HEINEKEN Curve Bold Italic Japanese Heisei Mincho

Korean SM Myungjo
HEINEKEN Curve Heavy Thai Adobe Thai
HEINEKEN Curve Heavy Italic DienClTegl] ITR Yogesh

HEINEKEN Visual Identity Guidelines | Version 2.1

Typography
HEINEKEN Curve

HEINEKEN Curve is a graceful typeface.
Arefreshingly simple design that offers a crafted
elegant finish. It is modern in its transitional style,
but with a hint of the classic. When a serif type

is needed, for instance in editorial design use

for magazines, HEINEKEN Curve should be used
sparingly. It can be used for creative headings,
streamers or body copy, but should always be
treated as an accent to complement the primary
typeface HEINEKEN Core.

It is available in a full range of weights and italics
from regular to heavy in both Open Type and
TrueType. The character set covers most European
and Latin countries.

In operating countries not using languages
covered by HEINEKEN Core alternative typefaces
have been specified for use.

Each of the recommended alternative typefaces
are readily available for purchase from type
foundry Agfa Monotype:

www.monotype.com.

Design resources | Typography 21
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Typography

Lucida Sans Unicode

Lucida Sans Regular

A B C D E F G H IJ K L M N O P Q R S T U V W X Y Z Lucida Sans Unicode is the mandatory typeface

for digital communication. It is a sans-serif

a b C d e fg h IJ k I mhno p q rs t Uuv w X y V4 typeface that was designed in 1985. It contains

large extended character sets and supports Latin,
21 oL A % ( ) { } -V Greek, Cyrillic and Hebrew scripts. It is readily

O ] 2 3 4 5 6 7 8 9 - € $ @ # /) & — + - available across all platforms worldwide. It is
for this reason that Lucida Sans Unicode is our
standard font for correspondence templates
(imprint) and online body copy.

Lucida Sans Bold
Lucida Sans Unicode is available in a range of

A B C D E F G H I J K L M N O P Q R s T U V w x Y Z weights and italics from regular to bold.
a b C d e f g h ij k I mRnao p q rs t UV WX y y 4 In operating countries using languages not

covered by Lucida Sans Unicode alternative
0 l 2 3 4 5 6 7 8 9 ? ! € $ @ # % A & W ( ) + { } . » typefaces have been specified for use.

Naming of Lucida Sans Unicode differs for Mac
users. The specified type for Macintosh platform is
Lucida Grande.

Lucida Sans Weights

. TYPEFACE ALTERNATIVES FOR LANGUAGES Each of the recommended alternative typefaces
Lucida Re gu lar NOT COVERED BY LUCIDA SANS UNICODE are readily available for purchase from type

. . foundry Agfa Monotype: www.monotype.com.
Lucida Italic LANGUAGE FONT FAMILY
Lucida Bold Arabic Akhbar
Lucida Bold Italic Shlise DF Hei

Japanese TB Gothic
Korean HY Gothic
Thai UPC Browallia
Davanagari ITR Mitra

HEINEKEN Visual Identity Guidelines | Version 2.1 Design resources | Typography 22
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Dont’s Avoid the following when using typography

Our year Brewin
IrTeview Better Future

Our year
review

Annual Report 2011

Do Not use different colours from those specified

Do Not use fonts other than those specified in the visual
in headlines.

identity guidelines.

A=A

Do Not use Lucida in corporate brochure or editorial
printed applications.

Headline

Annual Re I't Volut es molessim sus et, nulleSe
quamus ionseni quid epéddepero qui

dolupta vidempo rjasped mod qui

ventionse volyafi ui dolorer feribus rem

rempostedim quatio. Invenda epedia

disgadte conectur, nulparum que est et

dolorero ea ex erferi?

Sponsoring the

goodlife

Bortincij t nulluptatum alit atie dionse tat nisim doloreriure eum dit acilit

T vel do euguerostrud minis nullaore duisit laore dolortionsed magna

faccum dolum er sit acin etuer sequipit alissim non velis dit irit ad erosto

Do Not use HEINEKEN Curve for body copy. Body copy

Do Not use HEINEKEN Curve in corporate applications.
should always be set in HEINEKEN Core.

Do Not use too many colours in your typography.

Centered text

Volut es molessim sus et, nulles amus

ionseni quid endaepero qui d ta vidempo X (\g 0
ric?sped mod gui vg onser/qum P %‘ e\N\ “‘“‘e

Ri ranging text X

Qui dolggef feribus rem rempost eum quatio. e
Invenda epedia disquate conectur,
parum que est et ut dolorero ea ex erferi?

Driving Categeony
@W@W{thnun t ether!

It's no secret that the off-tpee is becoming increasingly competitive.
HEINEKEN is also gyfe of the role it plays in helping retailers drive category
gIOWPh whe matters most — in the store! It was out of this commitment
that jge€ustomer Management Programme was born. Today, it is seen as a

est in class’ global capability development initiative.

Do Not centre or range right headlines or body copy. Do Not place typography on angles.

Headlines and body copy should always range left.

EINEKEN Visual Identity Guidelines | Version 2.1

Do Not use effects such as outlines or drop shadows
in typography.

Design resources | Logo 23
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Supporting Elements

To enrich our company visual identity we have

created a toolkit of supporting elements.

e are all derived from the logo.

This section introduce
supporting elements and
outlines usage principles.
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Supporting elements
Flow background

The flow background has been designed to
create ambient backgrounds for expressive
layout designs. It includes an area of white for
placement of the logo.

Across a range of applications, with varying
imagery and content, it may be necessary to use
more of less of the flow background in your layout
design. For this reason a set of flow background
master artworks have been created to fit most
common formats.

Full height 2/3 Height 1/3 Height

Portrait Portrait Portrait
Primarily used in it's green version it is also
available in red or blue for exceptional usage in
markets where green is not the most recognisable
colour of HEINEKEN owned brands i.e. Spain and
United Kingdom.
The flow background may be positioned from
the left or the right as shown in the examples on
this page.

Full height 2/3 Height 1/3 Height

Landscape Landscape Landscape

Full width banner
White area at left can be extended to allow placement of logo.

Alternative versions

The flow background has also been recreated in red and
blue versions. These should only be used in OpCo’s where
Heineken is not the leading brand i.e. Spain.
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"HEINEKEN

’LI'IEIHEKEH

Our year
In review T

2/3 Height green flow background
Applied left to annual report cover

green flow background banner
Applied to public affairs newsletter

=R
- 4

=
E- |

2/3 Height red flow background
Reception backwall

EN Visual Identity Guidelines | Version 2.1

ﬁ-lElNEKEN

e

Main Entrance

/I\

Parking Visitors

>
Deliveries
Parking Company

Full height green flow background
Applied to signage totem

Full height blue flow background
Applied rotated 90°

Supporting elements
Flow background examples

On this page are some visualisations of the flow
background in usage.

Resizing flow backgrounds

The flow background has been created in a range
of formats to cover most applications. It may

be necessary to adjust the sizing of it to fit your
design. In this instance we recommend you start
with the closest version to your output format and
scale the flow background to fit.

An area of white is incorporated into the artwork
to allow for this.

Alternative colour

These blue & red flows are specifically created as
exceptional usage alternatives to the green flow
background. They are not intended to be used as
arange of coloured backgrounds.
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Supporting elements

Serif boxes
il & & 9__

'? Overview
The serif box supporting element is primarily used
E as an information carrier within design layouts.
— It can be used in various forms and colours.
— The overall shape and detail remains consistent.

iow

The shape of the serif box is derived from the
serif detail found in the ‘H’ and the ‘N’ of the
HEINEKEN logo.

e b
Two part serif box Usage
Used for statistical and
contents information.

Logo serif detail

This forms the basis of the
detailing found in the serif box
supporting element.

One part serif box
Used for text boxes in
editorial publications
and annual reports.

In application a serif box may be used ranged left
or right dependent on whether it is placed on a
cover or inside a spread.

Left hand page serif box
Serif detail points right
towards the spine.

Right hand page serif box
Serif detail points left
towards the spine.

Different type of serif box

In usage the one part serif box we differentiate
two types: should be used primarily for text

in editorial application and annual reporting
(example 1) whilst the two part serif box is used
to carry statistical or contents information (see
examples 2-4) across all publications.

Application examples

The beer market The beer market

Warld &
b i Cover
H E l N E K E N ! Bitia quam recus ipisciis dem ' & AWinning Start!
8.7 ntibus, soluptat incient . !

Bitia quam recus ipisciis dem
8.7 ntibus, soluptat incient

L& Hitting the Headlines

Rrewing a
Better Fulure

81 Fere latasi repella borrovides
esequae ctatum

Arume nimendi: Dolupta, Endit

l Nienecte Dolupta, Ipisciis, Labo
Lacide, Que Odia, Dolupta,
Facea, Eatem, Santem.

1" In this Edition..and
Coming Soon
"

Annual Results Week
A Look Behind the Scenes

81 Fere latasi repella borrovides
esequae ctatum

Arume nimendi: Dolupta, Endit
Nienecte Dolupta, Ipisciis, Labo
Lacide, Que Odia, Dolupta,
Facea, Eatem, Santem.

= Covers

On covers the serif must point away from the
spine if the box is placed in the left half of the
page. If the box is placed in the right half of the

Sponsorship
Liquid Gold at the Olympics

P Winning Through
Innovation
. ] Top-line Growth
-

Pack types

ll bottle 48% m ‘ pet 0% Brand Building Awards
And the Winners are...

l' can 20% ' keg 32%

Going Digital
: Winning Campaign Makes
‘Big’ Entrance

page the serif points towards the spine.

Market dynamics

= Inside spreads

The serif should always point towards the spine.
For left hand pages the serif must point right to
the spine, on right hand pages the serif must
point left to the spine.

4. green information serif box

Two part serif box in HEINEKEN
Corporate Green with HEINEKEN
Light Green serif detail.

Can be ranged left or right depending

@ Ontrade 48.7%  Off trade 51.3%
on position within a publication spread.

= Web/ digital
For web and digital applications with single pages
the serif must always point to the left.

3. Spark contents serif box

Two part serif box in white with
HEINEKEN Green serif detail.

Can be ranged left or right depending
on position within a publication spread.

2. Statistical information serif box
Two part serif box in white with
HEINEKEN Green serif detail.

Can be ranged left or right depending
on position within a publication spread.

1. Editorial serif text box

Has no serif infill. Can be recoloured in
any of the secondary palette colours.
Can be ranged left or right depending
on position within a page.
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Supporting elements
Examples of HEINEKEN charts and graphs Graphs and charts

Overview

HEINEKEN charts and graphs should reflect the
visual identity to maintain consistency through
all communication. When incorporating graphics

Revenue and profit

In millions of EUR

Revenue into designs always use recognisable HEINEKEN
Results from operating acti elements that have been created to do this.
Results from operating acti

as % of revenue To help you we have created a three step system

for creating simple charts and graphs. All use the
same typographic elements and a shared colour

palette.
2010 Performance highlights
—r Solid contribution of TCM Strong 19.7% organic increase in net profit (beia) Follow this system carefully and you will
. Europe contributed 90% ) i I dch d
€7,894 million . 2010 2009 e consistency design HEINEKEN aligned charts an
o Others Group beer volume 1923 159.1 +21% 7% raphs.
€768 millen 18% Consolidated beer volume 1459 1252 7% 3.1% grap
€904 million Supply Chain Revenue 16,133 14,701 +9.7% 22%
G e 35% EBIT (beia) 2,608 2,095 +25% +8.6% Colour pqlette
G olme 5o Govp Net profit (beia) 1,445 1,055 +37%  +19.7% i
Sipercen Wholesce Net vt Ve e o Colours from the HEINEKEN primary and
T milion hectolires Free operating cash flow 1993 17 T secondary palettes are used in charts and graphs
V Net Debt/ EBITDA (beia) ratio 22x 2.6x in the foIIowing order:
Diluted EPS (beia) in € 256 215 +19%
Commerce
25% ‘] th basis
Icluding FEMSA Cerveza o a 12 month b 1 B HEINEKEN Green
2 W HEINEKEN Light Green
3 B HEINEKEN Corporate Green
4 HEINEKEN Golden Yellow
H ken Holding N.V. sh Heineken N.V. share price 5 W HEINEKEN Orange
eineken Holding N.V. share price -V Transformed emerging market exposure
In EUR, Euronext AmsterdamShar
In euros i ronext Amsterdamshere Emerging markets represent 57% of EBIT (beia) 6 M HEINEKEN AqUG Blue
Euronext Amsterdam after restatement for share split 45 7 . H EI N EKE N U |travio| et

3500

*

3.000

Please note an exception to this rule. In the
case of maps the secondary colour palette is
used for increased legibility to differentiate

: II |||II forincreased '
— R 1500 I territories and regions. Colours from the primary
o oo » 00 I I palette should not be used in maps as they will

3253 2500

I m L ‘

North America w@o w93

= heor ot [ER 0 dominate and confuse the information being
= ot ons e R C & 5 = 2 2 & = 2 o
g 8 8 8 8 8 8 &8 8 g J
RERERRARRR conveyed.
1000 1000 B shore prce range B Gorum as et et aut imporis
Source: Capal — Jearendprice I orem fpsum dolor

Average trade in 2010: 193,315 shares per day
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1. Plain (no background)

Financials

Share distribution
comparison year-on-year
Heineken Holding N.V. shares*

Based on Free float (excluding the holding of LArche
Green N.V. and FEMSA in Heineken Holding N.V.)

"

p - g

Based on 99.3 million shares in free float

W North America 47.0%
® UK/lreland 141%
B Netherlands 58%

5.8%

Rest of Europe (ex. Netherlands)

5.8%
B Rest of the world 3%
W Domestic and foreign retail 5.8%
W Undisclosed 205%

* Source: Capital Precision, based on best estimate
January 2011

HEINEKEN Visual Identity Guidelines | Version 2.1

2. With a serif keyline

Financials

Share distribution
comparison year-on-year
Heineken Holding N.V. shares*

Based on Free float (excluding the holding of LArche
Green N.V. and FEMSA in Heineken Holding N.V.)

o

e

Based on 99.3 million shares in free float

W North America 47.0%
B UK/lreland 14.1%
B Netherlands 58%

5.8%

Rest of Europe (ex. Netherlands)

5.8%
W Rest of the world 13%
B Domestic and foreign retail 5.8%
W Undisclosed 205%

* Source: Capital Precision, based on best estimate
January 2011

@

3. In a box with a serif detail

Financials

Share distribution
comparison year-on-year
Heineken Holding N.V. shares*

Based on Free float (excluding the holding of LArche
Green N.V. and FEMSA in Heineken Holding N.V.)

"

g — g

Based on 9.3 million shares in free float

W North America 47.0%
® UK/lreland 14.1%
B Netherlands 58%

5.8%

Rest of Europe (ex. Netherlands)
5.8%
B Rest of the world 3%
W Domestic and foreign retail 58%
W Undisclosed 205%

* Source: Capital Precision, based on best estimate
January 2011

Supporting elements
Graphs and charts

Three step system

When creating HEINEKEN charts and graphs think
first about the complexity of the information

you are delivering and the application you are
applying it to. We have established three levels

of graphic style to form the basis of any chart or
graph. Choose the appropriate base style each
time you start a design.

1. Plain background

For applications where simple, direct information
delivery is necessary i.e. PowerPoint all charts and
graphs are formed from the designated colour
palette and fonts.

2. With a serif keyline

For applications where more detail can be applied
i.e. corporate printed materials a serif keyline may
be added to embellish charts and graphs.

In the case of bar graphs the serif keyline forms
the y axis.

3. In a box with serif detail

For applications where emphasis is placed upon
certain information a chart or graph may be
contained inside the box device.

Coloured to simulate silver the box shape is
detailed with a HEINEKEN Green edge picking out
the serif detail of the logo.

This version, primarily designed for print, will also
work well for large digital projection presentations.
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Supporting elements
Tables and charts

Historical Summary

Other information

Usage principles

2010 2009 2008 2007 2006

Revene and proft o o o Wherever possible all text within tables and charts

o .1 millions of EUK should be set in HEINEKEN Core. When this is

: . P not possible for instance in web or PowerPoint
1;: ‘i 0 l: %7 Revenue applications, default to Lucida Sans Unicode.
2o w h T
1445 1055 1,013 1119 930 . .

s ko etributit R S Results from Operc When designing cor’nple>.< tables and charts try to
d proposed ' 438 318 343 B O P keep the overall Sty||ng Slmple. Use HEINEKEN

s % of net prof 425 243

) \ " Green for headlines, 100% black for subheads and
T’E’i"f“;e‘"fumr _ S Res u |tS fro mo perc a 45% tint of black for body copy. Section divider

a6 207 2190 0 keylines should be in HEINEKEN Green whilst
o as % of revenue line break keylines should be made of a dotted

diamond shaped line in a 45% tint of black.

339 3.12 355

to equity holders of the Company including the effect

3,548 2,168 945 2064 i e e s e e s e
891 508) 416) (“98)
2,657 1,660 1,529 1,666
(664) 110) (866) (612
Free operating cash flow 1,993 550 663 1,054
Table With diamond line device Detail of table showing diamond line device
2010 Performance highlights Financials
Strong 19.7% organic increase in net profit (beia)
o 2010 2009 T S — Revenue
Group beer volume 192.3 159.1 2% 7% €7,894 million
Consolidated beer volume 1459 125.2 +17% -31%
Revenue 16,133 14,701 +9.7% -2.2% EBIT .
EBIT (beia) 2,608 2,095 +25% +8.6% €768 million
Net profit (beia) 1,445 1,055 +37% +19.7% .
Net profit 1,436 1018 +41% EBIT (beia)
Free operating cash flow 1,993 1,741 +14% €90L| m|”|0n
Net Debt/ EBITDA (beia) ratio 2.2x* 2.6x
Consolidated beer volume
Diluted EPS (beia) in € 2556 215 +19% s .
45.4 million hectolitres
“Incuding FEMSA Cervza on a 12 month basis
Consolidated beer volume as % of Group
31.1 per cent
HEINEKEN volume in premium segment
7.4 million hectolitres
Table Serif detail box version Textbox Serif detail box version
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Solid contribution of TCM
Europe contributed 90%

Others
18%

Supply Chain
35%

Wholesale
22%

Commerce
25%

Pie Chart Serif detail box version

In euros

2010

2009

W Netherlands
™ United Kingdom/Ireland
B Rest of Europe

North America
B Rest of the world
m Domestic and foreign retail
W Undisclosed

Heineken Holding N.V. share price

Euronext Amsterdam after restatement for share split

L w0

Heineken Holding N.V. share price
In EUR, Euronext Amsterdam

2010 L 3253
2009 — 29.24
2008 P 20.41
2007 b 38.73
2006 L 30.80
0 10 20 30 40 50
Share price range [N
Year-end price 1

Average trade in 2010: 193,315 shares per day

Bar Chart Serif keyline version

Heineken N.V. share price

In euros, Euronext AmsterdamShare

45

35

30

46 25
17.2
75 20
493
1.0
15 0

Source: Capital Precision
Based on best estimate January 2011

EINEKEN Visual Identity Guidelines | Version 2.1

Bar Chart Serif keyline version

2001
2002
2003
2004
2005
2006
2007

I share price range

= year-end price

Average trade in 2010: 193,315 shares per day

3.500

3.000

2,500

2.000

1.500

1.000

500

2008

Transformed emerging market exposure
Emerging markets represent 57% of EBIT (beia)

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

[l Borum os et et aut imporis

[ torem ipsum dolor

Il Ut ad quiaspernati to bla vel modis explaccatur
Borum as et et aut imporis

[ torem ipsum dolor

Bar Chart Serif keyline version

3253

2009
2010

Bar & Line Chart Serif detail box version

Supporting elements
Graphs and organograms

Usage principles

Wherever possible all text within graphs and
organograms should be set in HEINEKEN Core.
When this is not possible, for instance in web or
PowerPoint applications, default to Lucida Sans
Unicode.

When designing complex graphs and organo-
grams try to keep the overall styling simple.

Try to maintain consistent line weights and type
sizes across all graphs and organograms within

a publication. This will give a sophisticated
appearance and aid readability of the document.

To add variety in long infographic heavy docu-
ments and where production processes allow,
it is advisable to mix the three styles of charts
and tables:

= ‘plain (no background)’,

= with a serif keyline

= ‘in a box with serif detail’.

‘Plain (no background)’ charts and tables should
be used for general statistics, ‘with a serif keyline’
version for secondary importance statistics. ‘In a
box with serif detail’ should be used for primary
importance statistical information.

NOTE The examples shown here are intended
to be used as design references only. Content is
unverified or fake.
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Dont’s Avoid the following when using supporting elements

Do Not use more than one of the flow backgrounds per
region. The green flow background is the primary usage
version for most HEINEKEN OpCo’s.

Do Not choose the wrong format size as the basis for a
design when using the flow background. Always choose
the size format closest to the design you are creating.

D ey G, S |
o e

o

Do Not recolour or recreate the flow background.

Brawsd pontfeio

s e e

(S
od for
¢ ‘ Thought

Fuo
g “ ' W o s '
S

Serving
Customers
24/7 P

A iy ot
iwe N

5?\yj;‘!;l’tz_:::'lrlﬂ'imt 4

i >

Do Not recolour serif boxes with any colour other than
those from the primary or secondary colour palettes.

Do Not scale the serif box disproportionally with the
type sizes it contains. The serif detail is intended to be a
discrete, refined element.

Do Not place serif boxes inside a spread with the serif
pointing away from the spine of the publication.

Euronext Amsterdam after restatement for share split Others I —
18% > <
2010 5 g
pply Chain NS 'S
35% A
~, \
2009 thozls/sale . }?.
° *
g
2010 2009 g
B Netherlands 5.8 46 Comrr:erce
= Ulnitad i 141 174 25%

Do Not use random colours for graphs and charts. Always
use the specified colour palette to maintain consistency.

EN Visual Identity Guidelines | Version 2.1

Do Not create 3D graphs and charts. Use the styles laid
out in these guidelines.

Do Not use the primary colour palette in maps.
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Photography

Positive, vibrant and natural, featuring our portfolio
of products, uniqgue moments and consumers in real
scenarios. Our photographic style celebrates the
joyment of HEINEKEN brands and experiences.

This section outlines the type
of photography we should
use, how to treat stock
photography and how to
commission new imagery.

HEINEKEN Visual Identity Guidelines | Version 2.1
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People photography

HEINEKEN Visual Identity Guidelines | Version 2.1

Images should reflect at least
two of the following:

= Sociability
= [nteraction
= Enjoyment
= With product
= ‘Real’ people

All portrayed people on all
HEINEKEN imagery should be

and appear over 25 years of age.

Images should reflect at least
two of the following:

= Expertise
= Quality
= Pride

Photography

Categories

When using photography we differentiate into
two categories: people and product.

People photography

Our people photography reflects real people of
legal drinking age in real situations, enjoying
our products. These are the primary source of
photography imagery and as such should play a
prominent role in communication designs.

Product photography

Product photography reflects the wide and
diverse portfolio of brands within the HEINEKEN
company and the quality ingredients that go into
our products.

These images should be used in conjunction with
people photography.

The type of photography we use in communica-
tion should always be of the highest quality.
Poor quality imagery does not reflect well on our
company. Of course all photography must be in
line with the HEINEKEN Rules on

Responsible Commercial Communication.
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Photography
Cutout photography

A simple direct approach to photography uses
Cutout photography - examples cutout objects and people on a white background.
This approach allows us to maintain a balance of
white in communication.

Warld af

EINEKEN

Brewing a
Better Furture

"HEINEKEN

Our year
in review

Platform
for Growth ;

Creating *
aBurzin
Scotland

Application examples
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Cropping photography

Crop closely into a stock image to create
emphasis. Red keyline indicates new crop of
an existing image.

Photography
Choosing photography

For further help with choosing a
photographer for a specific commission
contact your local professional
photography organisation or your local
Corporate Relations Team.

Here are a list of just a few worldwide:

N Visual Identity Guidelines | Version 2.1

Europe

FEP - European Federation of
Professional Photographers
Spastraat 8

B - 1000 Brussels

Belgium
www.europeanphotographers.eu

UK

The Association of Photographers
81 Leonard street

London EC2A 4QS
general@aophoto.co.uk
www.aophoto.co.uk

USA

Professional photographers of America
229 Peachtree st. Ne, suite 2200
Atlanta, GA 30303

csc@ppa.com

www.ppa.com

Worldwide
www.photolinks.com
http://www.photolinks.com/directory.html

Using stock imagery

Stock imagery allows flexibility and speed in
application. The downside is that this type

of imagery can also be less imaginative and
dynamic than custom shot material. By carefully
cropping into a photograph we can use stock
imagery more effectively to communicate a
particular message.

Commissioning photography

If you are custom shooting or commissioning
photography please use the checklist beside each
category as a guide to achieve the correct type of
image. Always look to create a shot with a unique
perspective and try to crop it in an interesting way.

Choosing the right photographer for the job will
also help in achieving the best results in capturing.
Look for a photographer with experience in
shooting the specific type of image you are
aiming to capture. In most cases, a photographer
specialised in a certain area i.e. portrait or
products, will produce higher quality images than
ageneralist.

Please ensure you purchase full usage and

copyrights for an indefinite period, so HEINEKEN
is the owner of the photographs.
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Dont’s Avoid the following when using the photography

Do Not use imagery of insufficient resolution for your Do Not treat imagery with gimmicky effects. Do Not use unsharp imagery.
design application.

Do Not use black and white photography unless printing Do Not use cliché stock imagery. Do Not use poorly lit imagery.
in your design application in black and white.

Do Not use uninteresting crops or compositions. Do Not use images of people who appear to be under the Do Not show people drinking irresponsibly.
age of 25 as per the Rules on Responsible Commercial
communication.
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Stationery

Stationery is the one of the most widely utilised

applications of our company visual identity. In many cases
the first contact with our company is via receipt of a letter,

ird or fax. Therefore, it is essential
always consistent

This section introduces
the printed items and
outlines the availability
and usage of templates.

elines | Version 2.1
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HEINEKEN

Tweede Weteringplantsoen 21
1017 ZD Amsterdam

The Netherlands

T +31(0)20 523 97 77

Hanwei Yang Institute
Development Department
Attn. Mr. K. Verger

P.0. Box 71116 John Doe
1008 BC Amsterdam
The Netherlands

Group Corporate Relations
E johannes.emmanualdoe@
Europe heineken.com

Address over 8 lines, Lucida Sans 7.5 on 12 pt T +31(0)20 123 45 67

M +31 (0)6 1234 5678

F +31 (020 123 45 78

}AI"IEINEKEN

Vel it utat, Ut I3 amcorem celiquipsum in

H1 - Large header Luc bold 13 pt
Possibly in two or more lines

i ois nim nulutpat. Eee

aum i nim pat £cte

vel it uta.

H2 - Middle header Luc bold 11 pt
Possibly in two or more lines.
Quissenis

acilam, sed ea ar

+ sixth leve bulless text
level bulets text
level bulles text

16 Augu

Subject

“" THEINEKEN

Dear Mis

PO. Box 123, 1000 AA Amsterdam, The Netherlands

Amconse,
heniscil i
luptatie ¢
Magna c¢
vel ipit u
lutpat. E¢
atis nulla
veraese 1

Subhead|
Quissenis
faccumsa
tat landr
Magna cc
vel ipit u
lan hen n
ndignisit

Kind reg;

Somme

John D

00.00.00

Continuation sheet

Envelopes
With sender’s address
and pattern inside

"'i-IEINEKEN

John Doe

Visual Identity Manager
Global Corporate Relations
HEINEKEN International

E john.doe@heineken.com
T +31(0)205231234
M +31(0)612341234

Visual Identity Manager

Al offers, sales and deliveries are subject to our general conditions of sale and delivery as registered with the Registry of the District Court in Amsterdam. A copy of these conditions
will be provided free on request. MRO 50 03 41 494 - Postbank 6677 HEINEKEN International B.V. - Registered Offi erdam - Trade Register Amsterdam No. 33103545,
Ex eaqui dolupiendit dolectem ducia preheniam si qui recte min cupta estiumauis maximus abo. Ut quianis quas ipsunt ideliti as voluptas sunt elentl ipsam id qui quideni tatur Hit as
nem volupit inullor eperio. Ut eture porectotatia doluptatur simagnistrum reculpa ribusa comnis duciur alique volestiaspid quam aut repudam rem sit ut escim con conserci
moloreheni utatect emporest dolutaque sanist, id etume vole Ex eaqui dolupiendit dolectem ducia preheniam

Page 1 of 2

F +31(0)20123 4567

Tweede Weteringplantsoen 21,1017 ZD Amsterdam
PO. Box 28,1000 AA Amsterdam, The Netherlands

Letter

Printed stock with imprinted text according to the templates of the HEINEKEN’s stationery

HEINEKEN Visual Identity Guidelines | Version 2.1

Business card

Stationery
Overview

We have developed a basic set of the most used
stationery items:

= Letter A4 and US letter

= Business card

= Continuation page

= Envelopes C4, C5, DL, EA4, EAS and report

= With compliments card

= Address stickers

Paper stock

We recommend ‘ON Business’ (250 GSM for
business cards, 90 GSM for letter); a wood-free
preprint and copier paper available in a wide
range of weights and matching envelopes.

It has a high white tint — CIE 168 — and a high
stiffness and stability. It has a high opacity and
low transparency on a non-printed back.

‘ON Business' is a pan-European brand, available
in 15 countries. It carries the following certificates:
IS0 9002, ISO 14001, FSC, ISO 9706.

If this brand is not available in your market,
please ask your paper supplier or printer to select
a paper type that matches the above criteria
and/or request for a paper sample to be sent to
you by Global Corporate Relations.

Design resources | Stationery 39



"'i-IEINEKEN f

Stationery
Correspondence templates

HEINEKEN corporate logo

ﬁ'l I N E KE N We have developed a range of correspondence

egal entity ——— Sender’s address

- o templates to cover our basic communication
i —— needs. This page shows some of the basic
Address evelopment Depa T +31(0120 523 97 77 principles that our new templates are based on.
0. Box 71116 S ——— These templates are ready to use and install to
The Netherland johanne: your local IT environment via our HEINEKEN MS
uroe - I i Office Tool. If you have specific needs or requests

+31(0)6 1234 5678

1310120 123 45 78 regarding these correspondence templates,
please contact Global Corporate Relations.

16 August 201

Grid of 14 pts

Templates

= Letter A4 & US letter
= Invoice A4 & US letter
= Fax A4 & US letter

= Memo A4 & US letter

ubject A new corporate identity

eference DRF.03.DEV.2013

Salutation and bodytext

ear Mister Chan;

Amconse tie molobore duf bia feugueratie veliqua tionsed det faccumsan eumsan eniscin = Blank A4 & US letter
eniscit-ittan-ex ea feuiscitta-am acieu feugait tut wistinvuttuptat fandre con-yuttamet vut=
uptatie conseny ssisi. Pudae con plandaecae. it aut ut errore = Route descrlptlon A4 & US letter

agna con ut vuifaore diat adionse ctetuerit num nis nim nim iustio commy niftutpat. Ecte

etipit utat- Magna con-ut vuttaore diat adionse ctetuerit num nis-nim-nim-iustio-commy nut=
utpat. Ecte vel pit utat. Ut ta-amcorem deliquipsum-init praesecte vet-ut fa feym zzrit prat Typography

tis nutta tan-hen nonsed moluptat. Tem irit itiquam volore tat uttan vuttam; quat. Tatem vetit The typography Used fOr Impnntlng the teXt iS
Lucida Sans Unicode.

eraese ndignisit dreetue estrud tat dolore facincilta feuismo faccum exerit forem etiquisi:

is-num-acittam, sed ea-amconse tie molobore dui bfa feugueratie veliqua tionsed det

accumsan-eumsan-heniscin heniscit-ittan-ex ea feuiscitta-am aci-eu feugait tut wist-in-vuttup= Murglns

at fandre con vuttamet e conseni ssisi. Pudae con ae. Itaut{uterrore The HEINEKEN stationery imprint is based ona
agna con ut vultaore diat-adionse ctetuerit num nis nim nim iustio commy nuttutpat: Ecte y p

elipitutat. Ut fa-amcorem detiqui init praesecte vet ut ta feum zzrit prat-atis nutta line spacing gnd of 14 ptS

anhen nonsed ~ Temirititiquam votore tat ulfan vuttam, quat. Taten velit veraese

The HEINEKEN logo is pre-printed on the sheets.
Each document contains a first page and
continuation pages, which have a smaller logo.

it dreetue estrud tat dolore facincitta feuismo faccum exerit forem-etigpisi-

ind regards;

£ ()4 y7a
(Ve

ohn Doe

isual tdentity Manager

lall offers, sales and deliveries are subject to our general conditions of sale and delivery as registered with the Registry of the District Cqurt in Amsterdam. A copy of these conditions
{will be pfovided free on request. ABN AMRO 50 03 41 494 - Postbank 6677 HEINEKEN International B.V. - Registered Office at Amsterdam - Trade Register Amstdrdam No. 33103545,

Leqgal X 2 oluptencie dolectem ducia preheniam 51 qui F6te i CUpta cSUmaUS TaXIMe 6. UL GUianis s psunt IGet 5 Vot sunt lents Tpsam 10 Q) quIGent tatur it 35
egal text e volupit mullr eperio, Ut sture porectotata doluptator simagnistrum recuipa rbusa comnis duciar Alque volestaspid quam aut reudam rem sit ut escim cdn consercid
& b P i itpoceS aoluague anis.id e vol-Fu 30 5LupnA dolacers 2 uehesiam

page number age | of
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Stationery
Envelopes

Al HEINEKEN envelopes have been developed

H E I N E KE N with the following elements:

PO. Box 123, 1000 AA Amsterdam, The Netherlands

= Logo

= Return address

= Article code

= Inside pattern print (based on the Spark)

m E I N E KE N Depending on your specific market needs, you

can choose not to print the article code. All other
P0. Box 123, 1000 AA Amsterdam, The Netherlands elements are mandatory.

The recreation or adaptation of these elements is
not allowed. The following envelopes have been
developed:

= Envelope C4 229 x 324 mm
= Envelope C5162 x 229 mm
= Envelope DL229 x 114 mm
= Envelope EA4220x312 mm
= Envelope EA5 156 x 220 mm

Envelopes = Envelope Report 260 x 370 mm
Envelopes come with
windows and without

00.00.00

00.00.00

Possibility to put your Artwork is available for the
return address inside of envelopes
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Stationery
Business card

m E I N E K E N A standard grid has been developed. Please use

the instructions and artwork.

3graTIdDe°nteity Manager In case a job title is too long to fit in the prescribed
Global Corporate Relations area, you may abbreviate it.

HEINEKEN International For example:

E john.doe@heineken.com ‘Executive Director Global Tax & Financial Markets’
T +31(0)205231234 becomes:

M +31(0)6 12341234

‘Exec. Dir. Global Tax & Financial Markets’
F +31(0)20 123 4567

Tweede Weteringplantsoen 21,1017 ZD Amsterdam In case a name is too long, abbreviate the first
P.O. Box 28, 1000 AA Amsterdam, The Netherlands name. For example:

‘Robin Hoytema van Konijnenburg’

to:
Business card . o )
Front and optional backside R.Hoytema van Konijnenburg'.

HEINEKEN Spark logo

Name, function ohn Doe
and department Visual Identity Manager Vertical grid is based
alobal Corporate Relations on 2.75 pt line spacing

Company name in
HEINEKEN Corporate Green

john.doe@heineken.com

Email, telephone, T _+31(0)20 52312 34

mobile and fax +31(0)612 3412 34

contact details +31(0)20 123 45 67
Address Tweede Weteringplantsoen 21, 1017 ZD_Amsterdam

0.Box 28, 1000 AA_Amsterdam, The Netherlands
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Stationery
Business card back

HEINEKEN On the back of our business cards, we have

Awon Aoy developed the following guidelines.
BisyansHuii Identity Manager

pyna 3 KOPNOPATUBHMX BIAHOCHH
HEINEKEN International .
Always use one of the options as shown here:

E john.doe@heineken.com

T +31(0)205231234 = No background
M +31 (0612341234 . .
@ +31(0)20 123 4567 = Local territory language version
Tweede Weteringplantsoen 21,1017 ZD Amcrepaam = Your (main) brand IOgO(S)
Mpowoeui nepekas Awmk 28, 1000 AA Amctepaam, Hiaepnasau
Logo
No background Local territory language version on card back. When applying your brand logos, adhere to the
Example shown for the Russian market. grid as shown, and apply no more than 10 logos.

¢
.
§
=y

I

,‘,..
i
1

s — 4 e
L] W e
(@) b oS W s b | —EE

Brands line-up (3) Brands line-up (5) endorsed 5 Brand logos grid

LI_I'IEEES e @ a % u:;é!s g,ﬁé.ﬂ" (1 ﬂﬁ“ <R % R .

IHH A
TiskwL

@
T

{ e
@

wllas i e p —4 e
= H @ Mﬁm @ —4 ﬂ Mﬁm s — ——— Heatakasi
Brands line-up (10) maximum Brands line-up (10) endorsed 10 Brand logos grid
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Powerpoint

In addition to clear and compelling copy, our Power-
Point presentation templates are used everyday.
They must visually express HEINEKEN in a

essional and sophisticated way. These templates
gned so that you can input your

This section introduces the
PowerPoint template and
outlines the usage principles.

igh quality presentations.

"i-IEINEKEN

Brewing a
Better Future

Amsterdam, June 2011

CONFIDENTIAL | John Doe | 21st June 2011

y Guidelines | Version 2.1
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Powerpoint template
Overview 4:3

"HEINEKEN _._ THEINEKEN Main heading set in 22pt bold -
Page subhead set in 18pt Regular
Heading Lucida Sans Bold 28 pt Chapter Title Heading f f f f .
HEINEKENIC et Lucida Sans Bold 28 pt — Our PowerPoint template is available |n.botl'1 4:3
subtitle Lucida Sans Regular 18 pt black Subtitle Lucida Sans Regular 18 pt black + Aliquam auctor nulla quis egestas Mauris sodales eget sem and 16:9 formats to allow for presentations in
CWlers on max. 2 lines vitae purus tincidunt sodales quis turpis egestas nunc. e 5 A
« Fusce gravida lorem id velit cursus ut ornare risus sodales. traditional or widescreen. The slides shown alll
= Ullamcorper dui felis dapibus.
= Fusce non massa vitae libero cursus tincidunt. use Of the gfeen ﬂOW bQCkground bUt there are
e o e versions available in red and blue for markets
where green is not the predominant colour.
Content slides use a white background to
ensure maximum legibility. Title pages with the

flow background may be used as is or with the
addition of cut-out photography. Do not apply
regular photographic imagery on top of the flow

Main heading set in 22pt bold - baCkground.

Main heading set in 22pt bold - Main heading set in 22pt bold

Page subhead set in 18pt Regular Page subhead set in 18pt Regular Page subhead set in 18pt Regular
The bottom bar (footer) of the cover page allows
Subheading Subheading Subheading Subheading you to place information on the creator (person
Ellentesque habitant velit sit Ellentesque habitant velit sit Ellentesque habitant morbi tristique sen Ellentesque habitant morbi tristique sen . .
morbi tristique senectus et netus  morbi tristique senectus et netus ectus et netus et malesuadafames ac turpis ectus et netus et malesuadafames ac turpis or persons responsible for the presentation), date
et malesuadafames ac turpis et malesuadafames ac turpis egestas nunc dolor justo. Pharetra vitae egestas nunc dolor justo. Pharetra vitae " . N
egestas nunc dolor justo. egestas nunc dolor justo. euismod sit condimentum laoreet pretium euismod sit condimentum laoreet pretium and classification (Conﬁdentlal).
Pharetra vitae euismod Pharetra vitae euismod
condimentum lart aliquam auctor condimentum lart aliquam auctor Aliquam auctor nulla quis egestas mauris Aliqguam auctor nulla quis egestas mauris
nulla quis egestas. nulla quis egestas. eget sem vitae purus tincidunt sodales quis eget sem vitae purus tincidunt sodales quis
vel vitae enim. Fusce gravida lorem id velit vel vitae enim. Fusce gravida lorem id velit The bottom bar of the template allows space for
Mauriseget vitae purus tinci dunt Mauriseget vitae purus tinci dunt cursus ut ornare risus sodales. Ullamcorper cursus ut ornare risus sodales. Ullamcorper 5 . . 0/ +;
vel enim. Fusce Id ac turpis nunc. vel enim. Fusce 1d ac turpis nunc i Tl dapibus magra viae istque aros cul els Gaplous magna viae risiue ros OpCo's brands in single colour as a 30% tint of
dolor cursus ut. dolor cursus ut. velit sem vitae purus tincidunt sodales eu. velit sem vitae purus tincidunt sodales eu. bl :
ack. We recommend you place a maximum of
eight side to side and centered in height.
%, % * : :
B HEINEKEN = HEINEKEN i HEINEKEN All templates have been pre-set with Lucida Sans

Unicode and the correct colour palette.

Follow the guidance given on the templates for
font sizes and layout. Charts and diagrams should
Main heading set in 22pt bold - Main heading set in 22pt bold - use a set hierarchy Of colours from the primary

Page subhead set in 18pt Regular Page subhead set in 18pt Regular and Secondary palettes However If yOU need
o 5
to create further charts make sure your charts
« Lorem ipsum dolor sit amet consectetur + Lorem ipsum dolor sit amet consectetur Others and HQ 10% . .
LG Tememum vl sed commodo Cone Tefmentum velt 00 commodo always build from dark to light.
+ Aenean dapibus orci eu molestie sem + Aenean dapibus orci eu molestie sem
+ Donec eget magna vitae: + Donec eget magna vitae: Centrals Eropes1%
= Maecenas laoreet justo in urna sodales = Maecenas laoreet justo in urna sodales. e
luctus nisi elit fringilla mi nibh luctus nisi elit fringilla mi nibh :
pharetra auctor sed sed nunc pharetra auctor sed sed nunc
= Sed viverra eros ac erat congue eget = Sed viverra eros ac erat congue eget Functional split
ultrices dui rhoncus. Aenean dapibus orci ultrices dui rhoncus. Aenean dapibus orci St ety it
eu molestie aliquet, nisi elit fringilla mi eu molestie aliquet, nisi elit fringilla mi e el
in aliquet augue ligula ac erat in aliquet augue ligula ac erat
-l
24 mEINEKEN 24 ‘AiIEINEKEN
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EINEKEN

THEINEKEN

Heading Lucida Sans
HEINEKEN Green

Subtitle Lucida Sans Regular 16 pt bl
on max. 2 lines

CONFIDENTIAL | Source name | Date

Bold 26 pt

lack

HEINEKEN Legal Entity.

THEINEKEN

Chapter Title Heading
Lucida Sans Bold 26 pt

Subtitle Lucida Sans Regular 16 pt black
on max. 2 lines

ﬁIEINEKEN

Main heading set in 22pt bold

Page subhead set in 18pt Regular

Subheading

+ Aliquam auctor nulla quis egestas Mauris sodales eget sem
vitae purus tincidunt sodales quis turpis egestas nunc.
+ Fusce gravida lorem id velit cursus ut ornare risus sodales.
= Ullamcorper dui felis dapibus.
= Fusce non massa vitae libero cursus tincidunt.
 Ullamcorper dui felis dapibus.
* Fusce non massa vitae libero cursus tincidunt.

2y w mEINEKEN

Page subhead set in 18pt Regular

Subheading
Ellentesque habitant morbi
tristique sen ectus et netus et

Main heading set in 22pt bold

Subheading
Ellentesque habitant morbi
tristique sen ectus et netus et

malesuadafames ac turpis egestas
nunc dolor justo. Pharetra vitae

euismod sit condimentum laoreet
pretium Aliquam auctor nulla quis

malesuadafames ac turpis egestas
nunc dolor justo. Pharetra vitae

euismod sit condimentum laoreet
pretium Aliquam auctor nulla quis

egestas mauris eget sem vitae
purus tincidunt sodales quisvel

egestas mauris eget sem vitae
purus tincidunt sodales quisvel

’AiIEINEKEN

Main heading set in 22pt bold
Page subhead set in 18pt Regular

Subheading

Ellentesque habitant morbi tristique sen ectus
et netus et malesuadafames ac turpis egestas
nunc dolor justo. Pharetra vitae euismod sit
condimentum laoreet pretium Aliquam auctor
nulla quis egestas mauris eget sem vitae
purus tincidunt sodales quisvel vitae enim.
Fusce gravida lorem id velit cursus ut ornare
risus sodales. Ullamcorper dui felis dapibus

fiIEINEKEN

Main heading set in 22pt bold

Powerpoint template

Overview 16:9

Page subhead set in 18pt Regular
r Subheading
-4 Ellentesque habitant morbi tristique sen ectus
et netus et malesuadafames ac turpis egestas
nunc dolor justo. Pharetra vitae euismod sit
condimentum laoreet pretium Aliquam auctor
nulla quis egestas mauris eget sem vitae
purus tincidunt sodales quisvel vitae enim.
Fusce gravida lorem id velit cursus ut ornare
U risus sodales. Ullamcorper dui felis dapibus.
o - fiIEINEKEN

Page subhead set in 18pt Regular

Transformed emerging market exposure

Main heading set in 22pt bold

Ellentesque habitant morbi tristique sen ectus
et netus et malesuadafames ac turpis egestas
nunc dolor justo. Pharetra vitae euismod sit
condimentum laoreet pretium Aliquam auctor
nulla quis egestas mauris eget sem vitae
purus tincidunt sodales quisvel vitae enim.
Fusce gravida lorem id velit cursus ut ornare
risus sodales. Ullamcorper dui felis dapibus

THEINEKEN

Main heading set in 22pt bold
Page subhead set in 18pt Regular

+ Lorem ipsum dolor sit amet consectetur
+ Cras fermentum velit sed commodo
« Aenean dapibus orci eu molestie sem
« Donec eget magna vitae:
= Maecenas laoreet justo in urna sodales
luctus nisi elit fringilla mi nibh
pharetra auctor sed sed nunc
= Sed viverra eros ac erat congue eget
ultrices dui rhoncus. Aenean dapibus orci
eu molestie aliquet, nisi elit fringilla mi
in aliquet augue ligula ac erat

Regional spit
s e 10
Funcionstspit
sppcran

THEINEKEN

EINEKEN

EN Visual Identity Guidelines | Version 2.1
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HEINEKEN

Dont’s Avoid the following when using the PowerPoint template

mEINEKEN ederla

Brewing a
Better Future
Amsterdam, June 2011

NFIDENTIAL | John Doe | 21st june 2011

mEINEKEN

Leaders in
Sponsorship

sectors in 2011

Across all entertainment

Growth in the Cider Market

Year on year growth in 2011

Bulmers
¥ Ectus et netus et malesuadggefhes ac turpis
s egestas nunc dolor justgsPharetra vitae
euismod sit condimp#ffum laoreet pretium

Aliquam aefor nulla quis egestas mauris

eget o vitae purus tincidunt sodales quis
yg#itae enim. Fusce gravida lorem id velit
Cursus ut omare risus sodales. Ullamcorper dui
felis dapibus magna vitae tristique eros velit
sem vitae purus tincidunt sodales eu.

mEINEKEN

Do Not use the wrong flow background for your market.

Page title set in 22pt Bold

Page Sub-head set in 18pt Regular

Subheading in 18pt Bold
+Sub-section level 1. Large text 18pt regular.
+Sub-section level 1. Large text 18pt regular.
= Sub-section level 2. Large text 18pt rgafflar
= Sub-section level 2. Large text 18p#fegular
® Sub-section level 3. Large tey#18pt regular
© Sub-section level 3. LarggAext 18pt regular
= Sub-section level 4_JArge text 18pt regular
= Sub-section levg)#. Large text 18pt regular
« Sub-sectigpAfevel 5. Large text 18pt regular
» Sub-seg#on level 5. Large text 18pt regular

ﬁIEINEKEN

Do Not use regular boxed photography on top of

the flow background.

Performance in 2010
Turpis egestas nunc dolor
justo. pharetra vitae sit condi
auctor nulla quis egestas sem
vitae purus tinci dunt sodales
quis vel enim.turpis egestas
nunc dolor justo. Pharetra
vitae euismod condimentum

Mauriseget vitae purysfinci
dunt vel enim. Fuge€'id ac
turpis nunc dgif cursus ut.
Et netus eglalesuadafame
turpis g#€stas tristique ac.

Page title set in 22pt Bold

Page Sub-head set in 18pt Regular

lart aliquam auctor nulla gfis.

Performance in 2
Turpis egestas p#hc dolor
justo. phar vitae sit condi
auctor fa quis egestas sem
vitag rus tinci dunt sodales
S vel enim.turpis egestas
nunc dolor justo. Pharetra
vitae euismod condimentum
lart aliquam auctor nulla quis.
Mauriseget vitae purus tinci
dunt vel enim. Fusce id ac
turpis nunc dolor cursus ut.
Et netus et malesuadafame
turpis egestas tristique ac

’AﬁEINEKEN

Do Not use any other fonts than Lucida Sans Unicode
inside the template.

Sample chart layout set in 22pt Bold
Page Sub-head set in 18pt Regular

« Sub-section level 1. Small text J#ft regular.
+ Sub-section level 1. Small tg16pt regular.
+ Sub-section level 1. Smgy#fext 16pt regular.
+ Sub-section level 1. #fall text 16pt regular.
= Sub-section leyg#2.
small text L€ regular
= Sub-sec| level 2.
smalj Xt 16pt regular
= Syfsection level 2.
mall text 16pt regular
= Sub-section level 2.
® Sub-section level 2.

Chart headline 11pt Bold
Chan sus-head st m B

7 mEINEKEN

Do Not change the bullet points inside the
presentation template.

HEINEKEN Visual Identity Guidelines | Version 2.1

Do Not use too much text on a slide.

Keep the content precise.

Do Not recolour or change the order of colours set
in the template.

Guidelines | Powerpoint 47
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Signage

Our signage is an important carrier of the company
visual identity. It is a highly visible and fixed
representatlon of us to the outside world. As
1 be of the highest possible quality
assage with ultimate clarity.
This section introduces the
modular signage system,

special bespoke items and
outlines their usage principles.

uidelines | Version 2.1
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Signage

"'i-IEINEKEN fi-IEINEKEN "'i'IEINEKEN

We have created a modular system to work
across all of our sites worldwide. This system, for
external and internal signage applications, shares

NEI)lEINIEII-!’,‘

? Meain Entrance a common set of design elements to consistently
Otiggce signpost a HEINEKEN location.
Parking Parking Visitors Usage principles
Our external signage system should in most
= instances carry the HEINEKEN logo. Exceptions
De"‘{“—”“ may be made for site signs positioned near to
Parking Compeisy logo branded totem signs and for parking signs.
The external modular signage system in most
instances carry the following visual identity
elements:
1. The HEINEKEN logo
Positioned centrally on an area of white at the
Entrance totem Entrance sign Entrance sign with directions Site sign top of all signage.

2. HEINEKEN Core typeface

3. Serif Detail
Positioned in the top right hand corner.

4. The green flow background positioned on the
right hand side.

+
« HEINEKEN "i-IEINEKEN

Main Entrance HEINEKEN Core Regular is used for all information

/I\ carried on signage.
Parking Visitors Parking sign

-

Dell\{erles Facade sign . Parking Visitors J

Parking Company

Parking sign

Site sign
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Internal signage

Modular system
mEINEKEN Directors 4 Rooms 1.11 - 1.32 %
Rooms 3.1 - 3.32 3 Conference Room &~
Our internal signage system does not, in most
Conference Room 2 .
= Administration cases, carry the HEINEKEN logo. Exceptions
« Rooms 2.1 2228 Directional sign are made for welcome and directional signs
Reception Reception positioned close to the entrance of a location.
Canteen Canteen
m Rooms 1.01 - 1.24 Rooms 1.01-1.24
e - The internal modular signage system in most
T ) o Rooms 1.11 - 1.32 instances carry the following visual identity
Conference Room Floor information sign | K
Administration Conference Room elements:
Rooms 2.1 - 2.32 Management
m g 1. HEINEKEN logo
= Directors 4 2. HEINEKEN Core typeface
Rooms 31 3. Serif detail
Directors Rooms 3.1 - 3.32 3 )
Positioned in the top right hand corner.
Conference Room 2 .
Administration 4. The green flow background positioned on the
m Rooms 211 -232 Directional sign right hand side.
Reception 1
Canteen . . .
z Rooms 1.01 - 1.24 HEINEKEN Core Regular is used for all information
&« carried on signage.
Reception
Canteen
Conference Room
Floor information sign
/P
Administration
Directors.
Rooms 1.11 - 1.32
Directional sign

Welcome totem Welcome information totem
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Room 4.38
John Doe
’ 12.00 - 15.00
Monday 12.05.2011 14:50:47

Floor sign Digital room sign

Internal signage
Modular system, continued

Conference Room Toilets

John Smith
Peter Jones

Jane Smith In Attendence:
Peter Bakker

Alan Turner Alana Turner Jane Smith (o] o]
David Brown Peter Bakker
Claire Green Alana Turner
Helen Roos David Brown
2 O 7 Frederick van Delft Claire Green
. Helen Roos
2 O 3 Frederick van Delft
Room signs
Toilets
Toilet signs
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Special signage
Examples

Custom signage can be implemented. These
special signage applications are as follows:

= Stainless steel entrance plaques

= Frosted window decals

= Wall mounted fret-cut debossed logo

= Logo projection on reception floor

= Internally illuminated animated LED lightbox
in reception.

= Stainless steel door numbers

= Digital projection on reception back wall

= Debossed numerals in lift lobby walls

Reception Exterior decals

If any of th ial sign lication
Backwall digital projection with debossed HEINEKEN logo. Stainless steel door number with frosted window decal oty @7 R e lel Sl el Wi

are appropriate for your location please
contact Global Corporate Relations directly for
specification information.

Entrance decals Debossed floor signing Debossed floor numbering
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Signage

o ] Usage principles

"'i-IEINEKEN

2x

e

Entrance

Type set in
HEINEKEN Core Regular

/]\

Parking

Side Front view

HEINEKEN Visual Identity Guidelines | Version 2.1

Printed TRESPA
(High pressure laminate)

Coloured TRESPA
(High pressure laminate)

Letter Visibility Guide

Letter
Height (cm)

Maximum
Impact m)

Maximum
Readable (m)

2x

ooms 1.11-1.32
onference Room
anagement

2x

Type set in
HEINEKEN Core Regular

Printed DIBOND

15 | 20

10 | 15 | 20

30 | 50 | 60 |100

The distances shown are based on type set upper and lower case in HEINEKEN Core Regular
coloured black on a white background. Distances will vary approxiamately 10% with various

colour combinations.

Care should be taken to minimise the amount
of information carried on a sign. We should
aim to be direct and clear with all signage
communication.

Letter sizes should be chosen dependent on the
optimum reading distance per sign. A letter size
legibility guide is shown on this page to act as a
starting point for signage proposals. To ensure
complete accuracy, however, it is recommended
that a site survey is undertaken to determine
optimum type sizes for each situation.

Type should always left align to the ‘H’ of the
logo where it is present.

Using the HEINEKEN logo height as X the type
area below should start no less than 2X below
the logo exclusion area.

When no logo is present, such as internal
signage, align the type to a margin equivalent
of 2x the width of the green serif detail. This
measurement can also be used as a minimum
starting point from the top to apply type.

The flow background should be applied to the
right hand side of signage.

Always ensure that you allow enough white
area in the signage for legibility of directional
information.
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Signage

Endorsement

Overview

Signage carrying the OpCo’s logo, i.e. entrance
totem signs and Wall plaques, should always be
endorsed with ‘Part of the HEINEKEN Company’.
These are primary signage items visible on

Cuauhtérnoc entering and leaving HEINEKEN owned buildings.
It is not necessary to place endorsements on
Moctezuma L

signage items within the building unless the
building is shared and split over separate floors.

Cuauhtemoc
Moctezuma

Usage principles

The endorsement should be placed horizontally
below and to the right of the OpCo logo. It should
be visible but not in size conflict with the company
logo it is endorsing.

Ininstances where space is at a premium, i.e. tall
thin signage formats; it is possible to rotate the
endorsements 90° again placed below and to the
right of the OpCo logo.

Always rotate the endorsement logo unit so that
the star is at the top.
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PART OF THE "HEINEKEN compaNY

Welcome totem Welcome pillar
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Dont’s Avoid the following when using signage

fi'IEINEKEN

e

MAIN ENTRANCE

ARKING COMPANY

Rooms 1.11-1.3

Do Not place the flow background in any other position
than the right edge on signage applications.

Do Not use typefaces other than HEINEKEN Core in
signage applications. All text must be set in upper and
lower case.

Do Not use any other colour than black for type
in signage applications.

1-1.32
» Roo

Do Not use a style of icon other than the one outlined in
these guidelines.

Do Not place the logo on any colour other than white.

"i-l KEN

Do Not use custom shapes or irregular formats for
modular signage.

HEINEKEN Visual Identity Guidelines | Version 2.1

Do Not use single colour logo in modular
signage proposals.

K

Qfo

Do Not rotate the logo other than at 90°
in signage applications.

Cuaur:fitémoc
Moctezuma

PART OF THEmElNEKEN COMPANY

Do Not make the ‘part of the HEINEKEN Company’
endorsement too large on OpCo signage.
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Publications

In our publications we use the full scope of our

company visual identity. From corporate publications

where we need to be more formal, to

blications where
pressive.

We have therefore developed
a wide set of tools to allow
for optimal visual represen-
tation of our brand in our
publications, including some
examples to inspire you.

Guidelines | Version 2.1
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Publications
Supporting Elements : Overview

In our publications, we use the full scope of our
"HEINEKEN visual identity. From corporate publications where
we need a more formal look & feel —to editorial
. publications where we can be more expressive.
Our year

in review We have therefore developed a wide set of tools
to allow for optimal visual representation of our
The Italian job company in our publications, including some
Eortincing et nulluptatum alit atie examples to inspire you.

dionse tat nisim doloreriure eum
Flow background dit acilit adit in vel do euguerostrud

minis nullaore duisit laore dolor-

tionsed magna faccum dolum er sit Su ppo rti ng eI ements

acin etuer sequipit alissim non velis
dit irit ad erosto conse essi.

Usage principles

e e CT Always use the serif detail strip to the left of the
dolobortis dolenim alit augait enit ad . . .
te conum venim volenim quarm ipit logo (see page 32 for more information on this
dolobore vel ullaorper i blan utatisi supporting visual element). In case of a centered
window design, place the serif element on the left
outer edge of the screen.
Serif box The flow background is included in the top
Revenue and profit banner, with its green core moving outwards from
The beer market In millions of EUR the right. Use the RGB flow banner artwork as
Transformed emersing market exposure Revenue available in the Design Resources section.

[E——————— N o : _
Bitia quam recus ipisciis dem Results from operating acti

= 8.7 ntibus, soluptat incient . .
Results from operating acti

: I I II 81 Fere latasi repella borrovides as % of revenue
s esequae ctatum
= I I I I ll Arume nimendi: Dolupta, Endit

Nienecte Dolupta, Ipisciis, Labo

H Lacide, Que Odia, Dolupta, Financials
Facea, Eatem, Santem.
Revenue
Graphs & charts Market dynamics €7,894 million
EBIT
Pack types ‘ €768 million
bottle 48% t 0% o oeia
= bottie 48%  m g pet 0% €904 million
I. can 20% ' keg 32% Consolidated beer volume
45.4 million hectolitres
@ Ontrade 48.7% Off trade 51.3% Consolidated beer volume as % of Group
31.1 per cent

HEINEKEN volume in premium segment

7.4 million hectolitres
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THEINEKEN
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Al Annual report

Our year
in review

Corporate publications

B | PA newsletter

“iIEIH'E KEN

OpCo Overview 2011

C 1 0pCo booklet

Editorial publications

EINEKEN Visual Identity Guidelines | Version 2.1

+ Warld nf
Hn'll.'r:rk' ]
Better Future

Platiform
for Grewih

Creating
a Burr in
Scatland

D | World of HEINEKEN

Publications
Start with logo

There are a wide range of publications, which
we have split into two main categories for
simplification and clarity:

Corporate publications
A Annual report

B Newsletters

C Informational booklets

Editorial publications

D World of HEINEKEN and other printed
internal & external magazines

E Employee magazines

Mandatory elements that should be included in
every design are:

1 Logo

2 Corporate colours

3 Corporate typeface(s)

4 Supporting visual elements

Serif bar along the side across the spine
Flow (use as much as possible on covers)
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Publications
Logo

furinrns

"HEINEKEN

Our year Always include the HEINEKEN logo on each page
in review or spread.

aERR- Placement

HEINEKEN | i i - B ‘
ogo | primary usage version O ur yE‘CH : = - The HEINEKEN logo is anchored top left including
- L4 . . " . .
n review a serif detail strip left of it. It can be placed either
Exceptional use

with lots of space around it or in a lock up with the
flow background in a designated header bar.

HEINEKEN logo tap left | primary usage version The header for the magazine ‘World of HEINEKEN’
has been tailor made and should be seen as a

AT customised design.
e iy m‘m This is a quick reference. For more detailed

information see page 5 of this manual.

HEINEKEN logo lock-up with flow background | secondary usage version

+ World of

Part tormm.

Brewing a ook
Better Future

£ ™

HEINEKEN logo maximum placement | exceptional usage version
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Publications
Logo, continued

In some cases it’s too overpowering to have

HEINEKEN HEINEKEN H N

magazine. Instead of using the HEINEKEN logo,
H E I N E K E N it's advised in these instances to type ‘HEINEKEN’
in the corporate typeface HEINEKEN Core.

Keep in mind it has to be set in all caps.
Written out version This ‘written out version’ should appearin a
colour from the primary colour palette with the
exception of HEINEKEN Red.
Another item where the written out version works
better is the spine of a brochure, annual report or
magazine, because of height restrictions.

Wiarld of Helmrkin 48 summer 2001 HEINEKEN

This is a quick reference. For more detailed
information see page 5 of this manual

Spine of a magazine

World of Heineken Summer 2011 HEINEKEN 25

together!

World of Heineken Summer 2011 ﬁl EINEKEN 27

Branding on a spread
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Corporate publications

HEINEKEN Core

Only typeface

Editorial publications

HEINEKEN Core
HEINEKEN Curve

Primary & supporting typeface

Our year
in review

Detail of applied corporate typography

good life

Detail of applied editorial typography: mixing HEINEKEN Core & Curve

L] ek

in review

wl:
1

Example of an annual report

HEINEKEN Visual Identity Guidelines | Version 2.1

THEINEKEN

for Growth

Example of World of HEINEKEN magazine

Publications
Typography

Typical paragraphs styles

Headings

A mix of HEINEKEN Core Bold Italic and
HEINEKEN Core Thin Italic

(emphasis is bold italic)

48 pt median, 36 and 64 pt

Introduction
HEINEKEN Core Italic - indented
Colour HEINEKEN Light Grey

Sub Heading
HEINEKEN Core Extra Bold 12/12 pt
Colour HEINEKEN Green

Sub Heading
HEINEKEN Core Regular 9 /12 pt
Colour HEINEKEN Grey

Body copy
HEINEKEN Core Regular 9 /12 pt
Colour black
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in review

Western

HEINEKEN Visual Identity Guidelines | Version 2.1

Corporate literature

—
N

Editorial literature

"HEINEKEN

together!

Publications
Use of colour

The use of HEINEKEN Green is mandatory. It can
be complemented by up to two colours from the
secondary palette.

Corporate literature will by nature have a smaller
set of colours. In most case the primary colour
palette is sufficient. Editorial publications on the
other hand will be more colourful.

This is a quick reference. For more detailed
information on colour see pages 12 to 16 of this
manual.
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Web media

Our on-line presence is becoming
greater and more important

for engaging our stakeholders.
need to ensure consistent
company visual

In these guidelines we

have outlined some basic
principles on how to apply
our company visual identity
elements on your website.
These are developed to allow
maximum room for flexibility
while remaining ‘on brand’

in its core characteristics.

Guidelines | Version 2.1
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Web media
Top bar

The main identifier of our company on websites
is the top bar. On a basic level, all top bars of

our websites should be based on the same core
principles. Please adhere to the basic rules below
so we are consistent in the way we communicate
our company throughout the world.

Logo placement

The HEINEKEN logo is always anchored top
left. Be sure to always use the RGB logo version
artwork and respect the indicated minimum
whitespace/exclusion area.

Supporting elements
The ‘serif’ detail can be anchored to the left of the
logo or to the left of the screen.

"HEINEKEN :
[ = _

=
heirdnsaiain s —s — .

Flow backgrounds should always be positioned
from theright.

"HEINEKEN : In case a Legal Entity name needs to be placed

—_—— = - —- within the banner (i.e. HEINEKEN Hungary),
Typogeapty s this should be placed on the right side of the
banner within the green section of the banner, in
- HEINEKEN Core Bold or Lucida Sans Unicode Bold.
-*iim-
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Web media

Navigation

Ways of navigation and the functional design

of websites might differ per market. To allow
for maximum flexibility we have created some
basic guidelines to create a ‘look & feel’ that is
consistent with our visual identity, but does not

limit you in your possibilities to create navigation
to suit your specific needs.

Typefaces

Lucida Sans Unicode must be used for navigation/

H ome { ] ; ’ menu buttons and editable body copy. HEINEKEN
catc S =yt : Core can be used for headings, using tools like

Font Squirrel, Cufén or Typekit.

lop Stories Announcements

Colours

Apply HEINEKEN Silver as your main colour for
HGH‘I e navigation buttons, with HEINEKEN Green as your
standard mouse-over colour.

Detailing

Create additional depth by applying a gradient on
your navigation button.

About our corporate |dentity Our guidelines Design resource FAQs Contact us ~ 3 { l

Work Departments  Services Employment International Industry Watch

Announcements
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Web media
Typography

To ensure a consistent company appearance,
always use the HEINEKEN typefaces. For on-line

applications, these are:
HEINEKEN Core
Our primary typeface family, to be used in headers

where possible, using tools like Font Squirrel,
Cufén or Typekit.

] ]
Lucida Sans Unicode
l I C I a a I I S I l I C O e Our selected system font to be used for all
editable content copy and navigation/menu

items. Please refer to the examples shown for
ways of setting this type.

Wednesday 17 June 2009 Typical paragraph styles:
Ed molupta tibersp erorporiae et atquis
BODYCOPY

Ut quidellendi consequ aspelectur acienem exerum quame ac Lucida Sans Unicode Regular 12 pt / auto leading - Black
que ommolor empore venis undunt eum quiatem quatur si ve
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus SUB HEADINGS
nulla purus, pulvinar et mollis et, sollicitudin vel nunc. Integer m H1 Sub heqding
dignissim neque, nec facilisis nisi venenatis vel. Donec placerat s . o e
ullameorper Lucida Sans Unicode Bold, 18 pt / auto leading - HEINEKEN green
Tl festi o Ut interd H2 Sub heading

ellus molestie ut tristigue nunc accumsan. Ut interdum massa e . . .
sapien elementum tempus. Suspendisse sem diam, cursus ut pla Lucida Sans Unicode Bold, 14 pt / auto leading - HEINEKEN green
erat at, vehicula id erat. Sed scelerisque facilisis posuere. Phasell
quis mauris id metus fringilla eleifend id nec purus. Cras malesu H3 Sub heading
posuere nisl, a pharetra felis mollis eget. Pellentesque habitant X ) .
morbi tristigue senectus et netus et malesuada fames ac turpis Lucida Sans Unicode Bold, 12 pt / auto leading - HEINEKEN green
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Web colour
Primary palette Primary and secondary palette
HEINEKEN HEINEKEN HEINEKEN HEINEKEN HEINEKEN Rmanyjpalette
Green Corporate Red Grey Light Grey Colours from the primary palette are used

throughout the site. The use of HEINEKEN Green
is mandatory. It can be complemented by up to
two colours from the secondary palette.

Green

Designated tints of these colours may be used
sparingly to add accent detail in layout designs

RGB R O R 32 R 255 2 122 2 12; E 1;? and charts & graphs. To ensure differentiation
g (1)30 S g; g 33 B 195 B 153 8 175 between HEINEKEN company and Heineken

brand use white primarily as your base colour.

100% 008200 205527 2500 3c3c3 _ _ For this reason these primary colours should not
0% L dbdbdb e chcff be overused as background colours.

30% b2d9b2 beecbe ffbfb2 ededed €0e0e0 e7e7e7 Secondary palette

The secondary palette consists of a range

of fresh colours specifically chosen to reflect
different aspects of HEINEKEN. To add variety
and maintain consistency use the designated
secondary palette colours as accent colours
alongside the primary colours. Designated tints

of these colours may be used sparingly to add
HEINEKEN HEINEKEN accent detail in layout designs.

Aqua Blue Ultraviolet

Secondary palette

HEINEKEN
Light Green

HEINEKEN
Orange

All web colours have specified values for RGB and
Hexadecimal reproduction.

RGB R 122 R 254 R 255 R 42 R 142

G 184 G 203 G 121 G 110 G 37

B O B O B O B 187 B 141
100% _ fecb00 7900 2a6ebb 8e258d
60% afd466 fee066 ffaf66

30% d7eab2 ffefb2 ffd7b2 bfd3ea ddbddd
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Web media

Endorsement

Placement
As a general rule, the ‘Part of the HEINEKEN
Company’ endorsement is placed in the bottom
right corner of the website. It becomes part of
the footer.

HEINEKEN endorsement logo | primary usage version on white
Horizontal use
Do NOT rotate the endorsement logo.

Size

Preferred size

Height of 15 pixels
(corresponds to 139 pixels wide)

Minimum size
Height of 10 pixels

e (corresponds to 97 pixels wide)
PART OF THE 'HEINEKEN compaNy
Colour

Brel 218 ﬁ n #ﬂ N The endorsement can appear in light grey or
white. Don't recolour the endorsement to any
other colour. Don't use transparency or tints.

PART OF THE’AI"lElNEKEN COMPANY | PART OF THE’Ai'IElNEKEN COMPANY

Single colour endorsement logo | reversed

Preferred size | lightgrey Minimum size | lightgrey
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HEINEKEN design resources (all files in CS3)

=
—

HEINEKEN logos

HNV_LOGOS
HNV_Logo_FC
HNV_Logo_2spotC
HNV_Logo_2spotU
HNV_LogoGradient_FC
HNV_Logo_Black
HNV_Logo_Rev

HNV_LOGOS_ENDORSEMENT
HNV_LogoEndors_GreyFC

also in spotcolour version
HNV_LogoEndors_LightGreyFC
also in spotcolour version
HNV_LogoEndors_Black
HNV_LogoEndors_Rev

HNV_LOGOSHOLDINGSHAPE
HNV_LogoHoldingshapeLeft_FC
HNV_LogoHoldingshapeRight_FC

HEINEKEN TYPEFACES
HEINEKEN Core
HEINEKEN Curve

HEINEKEN Visual Identity Guidelines | Version 2.1

ﬁ HEINEKEN supporting elements ﬁ HEINEKEN Stationery

=

HNV_FLOW & BANNERS
Print_cmyk

also in Web_rgb
HNV_Flow_Banner_Blue_cmyk.tif
HNV_Flow_Banner_green_cmyk.tif
HNV_Flow_Banner_Red_cmyk.tif

Print_cmyk Landscape

also in Web_rgb
HNV_Flow_green_Land_1-1_cmyk.tif
HNV_Flow_green_Land_2-3_cmyk.tif
HNV_Flow_green_Land_1-3_cmyk.tif
HNV_Flow_Blue_Land_1-1_cmyk.tif
HNV_Flow_Blue_Land_2-3_cmyk.tif
HNV_Flow_Blue_Land_1-3_cmyk.tif
HNV_Flow_Red_Land_1-1_cmyk.tif
HNV_Flow_Red_Land_2-3_cmyk.tif
HNV_Flow_Red_Land_1-3_cmyk.tif

Print_cmyk Portrait

also in Web_rgb
HNV_Flow_green_Port_1-1_cmyk.tif
HNV_Flow_green_Port_2-3_cmyk.tif
HNV_Flow_green_Port_1-3_cmyk.tif
HNV_Flow_Blue_Port_1-1_cmyk.tif
HNV_Flow_Blue_Port_2-3_cmyk.tif
HNV_Flow_Blue_Port_1-3_cmyk.tif
HNV_Flow_Red_Port_1-1_cmyk.tif
HNV_Flow_Red_Port_2-3_cmyk.tif
HNV_Flow_Red_Port_1-3_cmyk.tif

HNV_SERIFBOXES
HNV_Serifboxes

ai-file Adobe Illustrator CS3
eps-file Adobe Illustrator CS3
Adobe Indesign file CS3

=

Files for printing

Envelopes

Envelope C4 229 x 324 mm
Envelope C5 162 x 229 mm
Envelope DL 229 x 114 mm
Envelope EA4 220 x 312 mm
Envelope EA5 156 x 220 mm
Envelope Report 260 x 370 mm

Files for printing
Letter

Letterhead A4
Letterhead US Letter
Letterhead Amice

Files for printing

Various

Businesscard (template file)
StickerSheet A4 4x
StickerSheet A4 6x
WithCompliments card

Design resources
Artwork overview

This is an overview of all artwork available to you.
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