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About Stiff

Our
Agency

Our
Process

Our
Methodology

Stiff is a full-service strategic communications and design agency. We create written,
visual, digital and motion content for business leaders, educational institutions,
government departments and not-for-profits. Our team consists of brand strategists,
writers, graphic designers, illustrators, animators, videographers, social media experts

and project managers.

We challenge tradition. We have a strict no BS policy. We value honesty and are
entirely rigorous in our approach. We question everything. It is the only way to uncover
opportunity. Our best work comes from ambition that is matched in equal measure

by the clients with whom we partner. Our resolute, highly responsive nature quickly
builds trust at the most senior levels across all of our clients, locally and internationally.
We really care about what we do. As a result, we consistently find new ways to help our
clients attract the best talent, launch desirable products and services, and improve brand
reputation. Our work enables organizations to communicate value directly, effectively

and consistently. Our services include:

+  Strategic communications *  Print and digital advertising

»  Board and executive communications *  Writing training

+  Brand development +  Corporate and technical writing

+  Social media strategy +  Animation and illustration

+  Videography and motion design +  Website and digital development
+  Employee engagement +  Speech and script writing

+  Graphic design and layout

We approach each and every project with vigour and purpose. Nothing is a one-off;
there is no such thing as a quick fix. We know that everything we deliver must support
an organization’s purpose, vision, brand values, business objectives and audience

preferences.

Our processes are based on specificity, metrics and iteration to ensure consistent
connection with fickle and elusive audiences. Our proprietary writing and editing
system, Backdraft, is the foundation of Stiff’s quality control process. We're obsessed

with the most appropriate and accurate use of language in everything we produce.
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LogiSense (Branding)

LogiSense is a cloud-based subscription and usage-based billing platform that leads its industry in capability and
performance. lts company's previous brand was at odds with its ingenuity and market position. We developed a new
aesthetic that makes a bold statement to highlight how the brand is changing billing for good.
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LogiSense (Website)

LogiSense has several unique buyer personas, from finance to product to IT. We updated the user journey on the site to
help all prospective customers find information and proof points. We implemented a hub-and-spoke content structure to
aid in SEO and rewrote all web copy to align with the new brand and key messages.
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LogiSense (Brand Guidelines)

We created strong brand guidelines to ensure everyone can deploy and communicate the new LogiSense brand. The
guidelines also describe the Outlaw and Magician archetypes, upon which we built LogiSense’s new identity, and show
how to use the company’s key messages in the market.

BRAND
GUIDELINES

AGILITY BEYOND
EXPECTATIONS. 0%

70%OF
| CUSTOMERS
DEMAKD
s SHART BILL
SOLUTIONS.

OUTLAW MESSAGING T BILLING SHOULDN'T BE PAINFU
HIDDEN FEES, INFLEXIBLE
BUNDLES AND UPCHARGES AR
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LogiSense (Promotional Video)

LogiSense had a hard time communicating its value proposition. We wrote a narrative that swiftly and succinctly
outlines not only the brand’s product features, but also its values and outlook on billing in general. This video acts as a
companion to the LogiSense narrative we dubbed ‘Our Charge,” which calls on companies to change billing for good.

 THE ONLY BILR!
YOU'LL Eve

@ Watch the LogiSense video — e oo e



https://vimeo.com/703023842/7912eca54a

Stiff Portfolio Page 7

Atlas (Branding)

Atlas bridges the divide between research and practice to help veterans and their families get the best possible mental
health care. The visual ethos of the brand ties to the mythic hero who carries the weight of the world, and to the reference
volumes that help us find our way around the globe.

ALL | REALLY NEED I5 YOUR UNDERSTAMIING ™

- A=

EXPANDING KMOWLEDSE. REDUCING STIGH.

VETERAN MENTAL HEALTHIS
STILL UNCHARTED TERRITOR

LEARNING THROUGH
LIVED EXPERIENCE

TERNING SESEARCH
INTD ACTION

A

ilu_t{gTHER, N
TOGETHER, 4 WE ARE ATLAS. ™, - - | VETERAN
WE ARE ATLAS. ¥ WE CREATE gt 2 wz;gﬁ :;TH ‘ APPROVED
ENSEMBLE, B BETTER & FOR VETERANS. '
NOUS SOMMES ATLAS. # OUTCOMES  § .

TOGETHER, WE ARE ATLAS.
ENSEMBLE, NOUS SOMMES ATLAS.

A Attas Institute for Veterans and Families o




Stiff Portfolio

Atlas (Campaign)

Our support for the Atlas Institute for Veterans and Families continued our work with a veteran community fatigued by

the failed promises of public and private institutions. They feel unseen and unheard. Our “We don’t see what they see”
campaign helped bring national awareness to veteran trauma and mental well-being.
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https://vimeo.com/693168090
https://vimeo.com/693750577
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Canadian International Arctic Centre (Branding)

CIAC coordinates Canada’s international Arctic engagement on issues such as climate change. Our work with CIAC
captures the ‘living North’—a rich and diverse landscape for social storytelling. We set out to connect the land, its
seasons and shifting environment, to the cultural side of the North—its people and their art.
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ARCTIC
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Canadian International Arctic Centre (Visual System)

To further embrace the idea of a living North, we created a visual system that reflects the diverse and evolving nature of
the region, through stylized lines that illustrate the fauna, landscape and customs. The system uses an upright pill shape,
which balances with its inner elements while symbolizing the North’s ecosystem.
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NSIR A (Annual Report & Branding)

The National Security and Intelligence Review Agency is Canada's independent expert review body. Our branding
emphasizes the precise nature of NSIRA’'s work and highlights the agency’s reliability and professionalism. Visuals explore
natural and man-made patterns—the underlying organization in all things. Red was used sparingly to draw the eye.

PART // 04 SECTION 02 // TRANSPARENCY : = OSSNR //
| SERIE DE CONFERENCES

JESSICA DAVIS
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Women and Gender Equality Canada (Storytelling)

WAGE came to us looking to improve the reach and value of their Impact stories series. We retold these stories,
empowering and connect audiences with the day-to-day impact equality has on communities. Outputs included
written stories, social media posts, newsletter, ministerial speeches and a set of designed key messages.

Overview

The fellowing are examples of how to present
info bytes. Each is divided info three parts:

© A key message

© Supparfing prool peints (¢

Can.
fl,;(mr
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SEED Winnipeg Inc. (Branding)

SEED delivers financial empowerment programs and services to build strong communities and increase opportunities for
people. In support of SEED’s new marketing and communications plan, we called on intersecting shapes and colours to
suggest growth and connection—and the possibilities that flow from them for the benefit of community and inclusion.

COUNTS

RECOGNITION
COUNTS

Loana for Skifled lemmigrants.

Loans
for Skilled
Immigrants

What is Recognition Counts?

Recognition Counts is o progrom that provides support

wally trained proh and peopie in the
trades wishing 1o werk in their some, similar of altermnative
field of expertise in Manitoba.

The pragram offers financial counselling, ond the
opponunity to apply for a lean of up to $15,000 to hlp
with the costs of hoving your qualifications recognized
in Manitoba and cbitaining employmant in your field of

expertise of in an altermative fold,

Leans of up to $15,000 30 you can focus on just

getting you

ing @
recognized inline with your career plan.
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Cuso International (Layout)

Cuso works with local partners around the world to improve economic opportunities, empower women and girls and
advance gender equality. Our layout and design decisions showcase authentic stories, putting them center-stage
through use of compelling imagery, bold colours and clean layout.
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Freedom Online Coalition (Branding)

The FOC is a group of 34 governments committed to supporting Internet freedom. Our brand support captures the idea
of digital freedom through overlapping quadrants that share and embrace new perspectives. Through a central star, we
showcase unseen talent, while parallel lines stand for equality and act as the pathway to inclusion and connectivity.

FREEDOM | COALITION ’
ONLINE | POUR LA LIBERTE
COALITION | EN LIGNE
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Melissa Sarakinis (Branding)

We worked with Melissa Sarakinis, a health coach and holistic nutritionist, to develop a brand that supports her suite of
well-being services. We drew inspiration from nature and jewel tones to design an identity that conveys the luxurious and
healing experiences that Melissa provides her clients.
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OS8O (Branding)

We worked with OSO to make classical music more visible in Ottawa by broadening the symphony orchestra’s reach,
diversifying its programming and supporting the next generation of musicians. We created a brand and messaging
platform that would broaden their reach while dispelling myths about orchestras and classical music.

Ottawa Orchestre
Symphony Symphonique
Orchestra D'Cttawa

Ottawa
Symphony
Orchestra

F10213902399-A

Gustav
MAHLER
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Colleges & Institutes Canada (Campaign)

ClICan is the national and international voice of Canada's publicly supported colleges, institutes of technology, and
cégeps. We consulted, explored positioning, crafted narratives and key messages. Our aim was to shift decades
of misperceptions about Canada’s college system by refocusing ClCan around their ability to ‘Future-proof’ people.
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We're commited to creating a sustainable and future-focused economy for all:
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Veterans Affairs Canada (Videos)

VAC was having difficulty connecting with the veterans it serves. To relate with the target audience, as well as increase
public awareness of the contributions made by those in service, we filmed a series of stories with eight Canadian veterans.
These videos highlighted the veterans’ unique military and post-service experiences.

@ Students and faculty discuss the Goddard Peace Conference. Watch now —

Iy



https://www.veterans.gc.ca/eng/remembrance/people-and-stories/bill-irving
https://vimeo.com/428237358/8b290e23c9
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Veterans Affairs Canada (Salute! Magazine)

VAC prints an annual magazine in both official languages that detalils its services for veterans and their families. As part
of the VAC brand project, we redesigned the publication and filled its pages with stories written by veterans themselves.
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Veterans Affairs Canada (Faces of Freedom Exhibit)

This temporary exhibit, displayed at VIMY Ridge, was created to recognize military service across Canada’s history,
including Second World War and Afghanistan anniversaries in 2019 and 2020. The exhibit displayed the human
faces of war through portraits of those who served, along with short biographical and historical context.
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Veterans Affairs Canada (Brand Guidelines)

VAC needed to ensure its brand could appear on multiple applications across the country. We composed comprehensive
brand guidelines to establish a consistent visual aesthetic and narrative voice as part of the veteran-centric approach.

Guide de normes
graphiques
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Veterans Affairs Canada (Social Graphics)

VAC’s work with women veterans included support for the Women'’s Veteran Forum in 2019, and for conferences by
the Canadian Institute for Military and Veteran Health Research (CIMVHR). Stiff personnel attended to gather valuable
research findings from these events. We produced videos, social media content and supporting collateral.

VAC Women’s

Forum 2019

W VETERANS.GC.CA

“Women played a very
important role in the
defence of Canada.”

DEBBIE EISAN

VETERANS.GC.CA (:-al'la(lﬁ

“My advice to people in the
military is to have several
plans [for transitioning].”

BAMBI GRAY, CORPORAL [RETD]

“I really like where my
life is, I like who I am
and I like my community.”

PEGGY BROGAARD

VETERANS.GC.CA (:-al'la(lﬁ

“We want to get a
gender lens into all

Veteran research that
is happening in Canada.”

DR. MAYA EICHLER

VETERANS.GC.CA (:-al'la(lﬁ

The number of
women Veterans

1s growing,

TR Canadi

“Going on to represent
Canada once again, that
made me really proud.”

MATACHA DUPUIS, MASTER CORPORAL (RETD)

“Look for a group to
support you. Don't be
afraid to ask for help.”

TAMYA WILTSHIRE, NAVY RESERVIST
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AbleTo (Website)

AbleTo is part of the David C. Onley Initiative (DCOI), a project with a mission to close the employment gap for students
and graduates with disabilities. To spread DCOI's message, we developed an accessible website that allows the
community to show its support of the campaign using one of eight social media pledge cards.

E #AbleTo About Able Stories Resources FR

Lise Bourg

Présidente-direc

#AbleTo
close the employment gap

We encourage Ottawa employers to make their workplaces accessible,
accommodating and inclusive, so post-secondary students and
graduates with disabilities are able to start satisfying careers.

Share your #AbleTo pledge now

H#PrétA
m’engager
Choisissez et partagez vc

d’emploi qui sépare les &
leurs pairs.

occuper un emploi

attirer des talents diversifi
A _ faire valoir mes besoins er
= d’emploi

éliminer les obstacles au t

| am #AbleTo
take the pledge

Choose and share your commitment to help close the employment gap
that separates students and graduates with disabilities from their peers. A propos Histoires #PrétA Ressources Conta

remove barriers advocate for my

in tha ummrbnlacra AarmnlAauvmant naads
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AbleTo (Posters € Documents)

DCOI needed unique resources to highlight the employment gap among not only employers but also students at

Page 25

Ottawa’s four largest post-secondary institutions. We designed posters and fact sheets to be distributed on campuses,

in workplaces, and at conferences and presentations.

B #avieto

bust myths and

find meaningful work.

63 percent of Ottawa's businesses say finding and keeping talent is a pressing
can solve it. Yet they may hesitate

problem. and with di
to join the workforce because of common myths. Here are the facts.

Myths Facts

1 Employers will not offer me the same Oritario law gives you the right to receive
accommodations that| getin school. accommedation for your disability at work.

Désability and training are not related.

2 Pllmeed more tralning than
i without dis

d just as

ruch trairing as employees with disabiities.

3 | must disclose my disability

ou have no cbligation to disclose your disability

o mry employer. to your empdoyer, and Ontaric lw prevents your
wmpleyer from forcing you to reveal your disability,
4 Mibe far d whether
because my employer will believe they have disabilities ar not.
| sheuld be grateful o have & job.

6 I'm going 1o have to undergo an Mast employers offer several fla

nterview formats,

interview to get any decent job. One of their eptions might be | for you
& FH never be confid gh to pi Gain condi by interning, Job
my skills to use in the workforce. shadowing or taking part in a co-op placemant.

| @ Ontario

A READ it

B #AbleTo

be employed.

You're working hard
to gain the skills
employers crave.
Visit the Employment Support Centre
(3rd floor, Student Commons) to find

out about career opportunities that
match your employment needs.

tiative

ALGCHOUI ||lJ||:m-:| Ontarl'o

Linclusion est
bonne pour les affaires

Plus de 20 pour cent de la population
actuelle du Canada se dit étre en
situation de handicap. Le Conference
Board du Canada prédit que d'ici
2020, le Canada fera face a une
pénurie d'un million de travailleurs.

Saixante-trais pour cent des
533 entreprises d'Ottawa !!Iumﬁ‘ que
le recrutement et La rétention
i un déf.

20"

™

PEMURIE D€
TRAALLEURS
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pour cent des Canadi 8

[EWTREPRISES  Ep, rucrutant et en embauchant des
DOTTAWA  personnes en situation de handicap,
CES ENireprises peuvent prospirer
malgré |a pénurie de talents.

Le taux de rétention est de 72 %
72+ @ plus élevi chez les personnes

L lins & acheter un produit
d'urse enireprise qui embauche des personnes en
situation de handicap,

Plus de la moilié, ssit
cinguante-six pour cent des
56 personnes en situation de
handicap en dge de travailler ent
Fait des études postsecondaires.

Solxante-quinze paur cent des
propriétaires de petites

ingt-huit pour cent des i o
situation de handicap obliennent des notes de
rendernent allant de bon b excellent.

DU MARCHE
53% Les personnes en situation de
handicap et les membres de lears

familles constituent 53 % du marché.

75+ des personnes en situation de
handicap atfirment que cos
employés satisfont aux attentes
ou les dépassent.

ALGONOUIM

B #avleto

assaTt Quatre-vingt-cing pour cent
des emnployis en situation

de handicap &nl un taux de
85" prisance mayen eu supdriour
i la moyenne.

uonawa  (¥) Ontario

attract diverse talent.

A hiring s
with disal

gy that pays particular

1o and

es will enable your business to attract skilled employees,

grow its brand, and even boost its bottom line.

Here are five pieces of practical advice to make your post-secondary

recruitment efforts mere inclusive:

Develop a company accessibility plan Lo create a workplace that meets the needs
s ¥

1 of all your

of Dntaric's A it

great starting peint.

2 Write job i that cover only killls and ibilities that are
actually requined for each rote.
Talk cpenty with prospective employees about how your business can accommedate
3 them so they can do their best work,
Identify post-secondary institutions that support students with disabilities and
3 work with career oifices on these campuses to create employment pathways
that fit your organization.
5 Designate a champion or group of champians in your business respansible for

and equipped to suppart new employees.

Wisit AbleTo.ca to learn more and for helplul tools, documents and sther rescuroes you can use

o recruft and retain skilled employess.

IACTEeE  ALcoNoum

@ uown (@ Ontario  (EEEEN
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AbleTo (Print & Digital Advertisement)

Bilingual print and digital ads improved public perception about the capabilities of students and graduates with
disabilities. Our media buy targeted high-traffic transit routes in Ottawa for maximum exposure and brand recall.

rendre laccessibilité

- . | B

accessible.
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DCOI (Website)

Stiff worked with the DCOI to take its end-of-Initiative celebration online. Launched in tandem with a virtual event,
this innovative and nimble approach enhanced our attendees’ abilities to celebrate the DCOI's achievements from
their own homes.

000

ACTUL  EVENIMINTE  LIEMATINANGE  ORMCTEEETAATIGIOURS WOTWEGOUAM  RISIOWRCEE CONTAST uoui

L]

C rd - 0 CELEBRATION

ELEBRATION

SHOWCASE

e @ MONDAY, APRIL 27

s s 2PM - 4PM
peoiat. L onleyinitiative.ca

®

Visit our
Celebration Showcase to ’

commemorate the DCOI
Vs @

— -

1
¥ CLICK HERE

Advancing
employment

pathways
for students

ov'n'(h disabilities
=N ’ A _= " ) : * @
i e ; : b ceLesnation ¢
= - SHOWCASE
MONDAY, APRIL 27

2PM - 4PM

onleyinitiative.ca

L'IDCO était un vrai projet de collaboration
visant & mieux faire connaitre les barriéres
qui empéchent beaucoup d’étudiants et
étudiantes de niveau postsecondaire en
situation de handicap de trouver un emploi
intéressant et valorisant.
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Joan of Arc Academy (Website & Branding)

Joan of Arc Academy is a private, fully-bilingual all-girls school located in Ottawa. The school struggled with its

enrolment and needed to rebrand in order to attract new families. We refreshed Joan of Arc’s existing brand, completely
redesigned its website and provided stationery and social media assets.

There are
= approximately 500

"It Is really scary

presenting to companies homeless youth

and asking for money, 1
but because | know in Ottawa.
that we can really help
to change people’s lives, -—
| get the courage to do it.” There are

more than 1000
TRIE EA homeless youth
TRUE FALSE O]

Help end youth homelessness at Ml and pu Rermeisees ot
frozenottawa.ca frozenottawa.ca
frozenottawa.ca
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Argo Group (Social Media Guide ¢& Graphics)

All social platforms are different, each with their own nuances and ideals. We crafted thorough guidelines to advise Argo

on how to elevate its social platforms with relevant and interesting content. We also leveraged custom graphics and bold
copy to highlight the influence the insurance industry has on the world around us.

ARGO SOCIAL MEDIA
HANDBOOK

ARGO

[T —

RISKIN
1r|_|l:‘hﬂ!1§ﬂrliiz

JUST ONE OF MANY ENVIRONMENTAL RISKS

THE PLATFORMS—WHY AND

W - P ]

AS
HOW ARGO BELONGS TO EACH
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Argo Group (2019 Annual Report Website)

Argo Group’s annual report is rooted in the company’s advanced products and specialty lines. To reflect its positioning in
the market, we built a responsive microsite with interactive elements. Functionality included the ability to share any part
of the report—from a sentence to a full video—and graphs and data that adjust to users’ inputs.

2019 ANNUAL REPORT

<~ ARGO GROUP

R 2019 Financial
Highlights

rgo has spent the past year assessing a
A t the past [

lines of business and assigning resources to Ar
achieve the best profitability possible. go

Digital

In 2018, Argo achieved its strongest ever gross written premium
results, expanded profitable lines of business, and focused on a R A
Argo Digital's super
strateqgy to bring these successful models across the entire
organization.

Argo has spent the past year assessing all lines of business and

assigning resources to achieve the best profitability possible.

This means investing more resources in profitable business units,
carefully managing expenses, and divesting the organization of

products or operations that are not meeting expectations.

This strategy will carry the company Into 2020 and beyond. The
results will not be instantaneous, and work is ongoing — but this is the
surest path to continued success for Argo’s clients, partners and
shareholders.

Q3 gross written premium: $529.9 million -
highest quarter ever in Argo history

Q4 gross written premium: $4651 million -
highest G4 ever in Argo histo
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CARE Canada (Layout)

We overhauled out-dated assets including infographics and reports to promote the international importance of maternal,
newborn and child health. We told the stories of mothers’ to showcase CARE’s work and the lasting change it delivered
in an emotionally meaningful way.

WE'VE IMPROVED
THE HEALTH OF
WOMEN IN AFRICA

24,801

women are participating in
village savings and loans
associations

43,679

women had safer
deliveries in Tanzania

80 MILLIONS B 33%
DE PERSONNES || mswsnsi:

Ce ui comprend :

MOTHERS 11 MILLIONS 469 MILLIONS I b heatth
MAnER IS IS wWina aWﬂn‘lan ITEE S 10 De healthy

FACE AU CHANGEMENT |
CLIMATIQUE ACTUEL

justice soclale.

T .

[ aa ey
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Department of National Defence (Website)

Department of National Defence required a sophisticated solution to relay complex information. Our solution was a
design that organizes large amounts of data into an infographic-based, multi-page website. Senior-level team members
used the site to efficiently review and analyze data to make informed decisions.

The 12 drivers of
psychological
distress.

Primary reserve

Psychological distress

Improving psychological distress

Primary reserve: it parey sl Anpiead sih
psycho|og|ca| il of your choice of words and how Fmﬂkflou\tn=§4ealjing
distress sl

@ anethriving @ 7% functioning 12% at risk

@ 14% thriving

Meaning
@ 45% functioning

41% at risk Recognition / reward
Work-family conflict

Psychological safety

Physical safety
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CBOC (Writing Training)

Page 33

Conference Board of Canada (CBOC) is Canada's leading research institution. The organization required a model to learn
how to translate its research into digestible and relatable content. Through expert analysis, we created training modules
with instructional documents. We also laid the foundations for a style guide for the CBOC.
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Competition Bureau (Video Series)

Canada’s Competition Bureau is an independent law enforcement agency that protects and promotes competition
for the benefit of Canadian consumers and businesses. We designed, scripted and animated a true crime series titled
Compliance Case Files. The video details in plain language the practical steps to maintain a compliant business.

Canada

Make Your Mark

At the Store

A $ =

1. Put product identity and net quantity 3. Full name and an address
on the principal display panel suitable for postal delivery

af The dealer name and address can be
Fresh n’ Clean located anywhere on the outside surface o
frais et propre of the package except the bottom.

Laundry Detargent 05
bt 8 v

Unannounced inspections Examine and seize products

Search “Question Form”
on the Competition Bureau's website

competitionbureau.gc.ca
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SAP Customer Experience LIVE (Presentation)

For SAP Customer Experience LIVE, we designed a fully animated event presentation for Alex Atzberger, President of
SAP Customer Experience. This graphic demonstration dives into details surrounding the key ingredients required to fill
the experience gap for businesses.

‘ THE EXPERIENCE GAP

OF CUSTOMERS 3 f HEY ARE D /ERING
80/0 OF CUSTOMER 800/0 BELIEVE THEY ARE DELIVERING

AGREE A SUPERIOR EXPERIENCE

IT MIGHT BE YOUR BUSINESS, BUT
IT'S YOUR CUSTOMER’S EXPERIENCE ‘

TRAINING TO BE A
CUSTOMER-FOCUSED
ENTERPRISE IN THE
EXPERIENCE ECONOMY
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SAP Customer Experience LIVE (Photography & Branding)

Our design team elevated SAP Customer Experience LIVE through cohesive branding touchpoints, which we then
documented through event photography. The photos captured the faces of attendees engaged in the experience—
captivated by the immersive surroundings.
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SAP Customer Experience LIVE (Virtual Event Design)

Stiff was SAP’s partner in putting together its 2019 multi-day in-person event in Orlando, Florida. But in 2020 the world
was in COVID lockdown, so SAP turned to Stiff for a virtual solution. SAP had an audience of almost 20,000 to invite,
120 speakers to promote, and a virtual meeting space to build from the ground up.

10,000+ 6,400+ hrs 38 live 16,000,000+ 4.7/5 avg
registrations of session views virtual sessions social reach session rating
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Vertité (Branding)

Vertité is an up-and-coming company specializing in hydroponically grown produce. We created its entire brand
including a logo, a custom icon, typeface, taglines, key messages, stationery and social media assets.

ophelio sarakinis
Tounder | forwiotrice

° . Te:
Jona Doe
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ophelia sarakinis
founder | fondatrico
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opholiofivertiteco | ormavenitg
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Vertité (Brand Guidelines)

Vertité’s design guidelines needed to be thorough and outline each element of the current brand. But we also had to be
forward-thinking. The document we created also outlined considerations for future growth and product development.

lconography Colour Options

et Brn Seardaro » Wirtn Brand Sssnsard [

Hierarchy

@
Bold is used for pQCkag"\g
titles and headlines. sy
Medium is used for short bodies
of introductory subtext. : colour, The pink

Regular is used for long bodies of
introductory subtext or body copy if
a slightly heavier weight is required.

Bold can also be used for subheadings
and labels to organize content.

Light is mainly used for body copy.

orth e ey "
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Trellis (Website & App)

As the world continues to shift online, smaller, more traditional retailers find themselves competing against giants.
We helped Trellis, a newcomer to the sponsored-ad space, tell a story that resonated with its audience. The name,
brand and position we developed made them instantly competitive.

c tre I I is Product Pricing Contact

) Sell smarter.
| Sell more.

Sell with us

Our platform for Amazon e-commerce merchants is built on the deepest knowledge and latest advances in
artificial intelligence and digital automation. Use it to create, launch and optimize your Amazon sponsored-
ad campaigns effortlessly, efficiently and immediately. We're Trellis. We're made for you.

Fall Advertisement: Details
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Trellis (Brand Guidelines)

Each aspect of the Trellis brand identity is rooted in research. The guidelines explain how each visual we created
conveys the heart of the company. They also ensure that elements of the brand are simple but still differentiate Trellis
from its competitors.

A brand story articulates the core essence of an
o
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2
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