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1.0 Creative Foundations

1.1  The Brand Hive
1.2 Tone of Voice

1.3 Our Design ldea and Principles
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Elevit's brand world is a comprehensive ecosystem
from how we design online and offline comms assets,
to how we uniquely express our science language. It

sets the guardrails for how the brand shows up across
all touchpoints.
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The creative foundations inform as north stars to guide
any produced material and creative applications to
ensure consistently express our brand equity.
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1.1 Brand Hive

As our key brand equity tool, the
Brand Hive is our grounding and

springboard for our brand expression.

Brand
Distinctive
Assets

Brandmark & Loveline

©
elevit

Brand
Character

Fhe caring guardian:
Empathetic
Reassuring
Progressive

Authentic

2gelgle!
Insight

Parents and parents-to-be want
to do everything in thelr power
to conceive and give their baby
the bast start in life.
Yet, the baby journey comes with
moments of doubts and they
waorry if they are doing enough.

Brand Essence

Nurturing
bablies’
healthy

beginnings.

Brand
Purpose &
Impact

Give every baby the best
start In life, by driving nutritional
awareness and usage, and
enabling access to essential
vitamins.

Brand
Insight

Expert care for a healthy baby
and reassured parents, at every
step of the baby's journey

Brand
Credibility

The most doctor-recommended

and clinically proven brand, with

the best formulas you and your

baby need, from pre-conception
to first years.
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1.2 Tone of Voice

Born from our Brand Character, the

verbal characteristics are based on our

Brand Hive.

Empathetic

We are warm, friendly, and encouraging
in our tone, making parents feel seen,
understood, and supported.

We are not overly casual. We respect the
seriousness of the parenting journey and
the decisions parents face.

Reassuring

We are confident and informative, presenting
science in a way that is clear, empowering,
and easy to understand.

We are not patronizing or overly simplistic.
Our tone inspires confidence, not doubt.

Authentic

We are honest and relatable, addressing
challenges directly while always focusing
on solutions and the positives.

We are not harsh, judgmental, or dismissive.
Our words build trust and foster connection,
never barriers.

Progressive

We are inspiring and optimistic, reflecting
our leadership in parent and infant nutrution
with language that highlights our innovation,
grounded in our proven science.

We are not misleading or exaggerated.
Our credibility is rooted in truth, evidence,
and trustworthiness.
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1.2 Tone of Voice
explained

Empathetic

We are warm, friendly, and
encouraging in our tone, making
parents feel seen, understood,
and supported.

Conversational use of everyday
language, addressing the audience
directly. Using terms like 'you’ and

open-ended questions to invite them

in and make them feel seen.

From planning
to parenthood

We're with you all the way.

Authentic

We are honest and relatable,
addressing challenges directly
while always focusing on
solutions and the positives.

Progressive

We are inspiring and optimistic,
reflecting our leadership in
parent and infant nutrition

with language that highlights
innovation grounded in
proven science.

Structure and language

We use concise, down-to-earth  We use forward-thinking language

language to tackle challenges,
realities, and barriers head-on,
but we always provide practical
solutions to help parents feel
empowered and supported.

to inspire confidence.

We use dynamic phrasing and
active verbs like
“leading the way”,
to convey progress.

Examples

Parent with
confidence

From late-night feedings to
endless questions, we're here
with answers to help you feel

supported through it all.

Tried, tested,
trusted
Elevit leads the way as the

worlds most studied prenatal
multivitamin brand.

Reassuring

We are confident and
informative, presenting
science in a way that is clear,
empowering, and easy to
understand.

We speak about our science in
an up front and informative
way, always anchoring it in how
it benefits parents and their
babies. This makes even complex
information digestible and
relevant.

Born from science

To support your baby's healthy
development.
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1.3 Design ldea
and Principles

Informed by the Brand Hive, our
design idea helps guide and inspire

the development of the creative

expression, both verbally and visually.

Our design principles help guide the
brand's look, tone and feel across
the portfolio.

beginnings from the

loveline

heart science

==

Putting families at the heart of our
storytelling and placing an honest,
relatable and authentic spotlight on their
world. Baby’'s healthy beginnings are the
focus of our story, but we also shine a
light on parent’s livedexperiences along
the journey.

Providing empathetic, encouraging and
positive empowerment for parents-to-be
at every stage along the journey, filling
parents with the confidence that they
are doing the best for their baby and
themselves.

The heart of our offer - Our cateqory
leading, science backed solutions,
designed to nurture baby’s healthy
development from the earliest moment
& support parents with clarity along the
way.

Creative notes: Creative notes:

Creative notes:
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DESIGN IDEA

beginnings
from the

We know that becoming a parent is magical (and murky),
filled with moments of joy, uncertainty, and discovery.

That's why we combine our world leading science
with real-world understanding,
to give your baby the very best start in life,
while empowering you with the clarity and confidence
you need at each and every stage of the journey.




Families
at the

Science backed
sperm support
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menevit § elevit |
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Prepare with
confidence

Authentic | Honest | Inclusive



elevit

We're with you
~ loveline all the way

empowerment

We're with you
all the way

The world's No. 1 prenatal multivitamin brand

Upllftmql Warm | Confident
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2.0 Our Brand Assets

2.1 Packaging portfolio

2.2 Key Brand Assets

2.3 Core Brand Mark

2.4 Loveline

2.5 Alternative loveline

2.6 Colour

2.7 lconography

2.8 Typography
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2.1 Packaging
portfolio

Our product porflio spans the whole
fertility journey from preconception to
child nutrition, our pilars each have their
different colours to guide you through.
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Core brand mark

elevit

Typography

Mool
Regular

Our headline font

Barlow Semi Condensed
Semi Bold

Our sub headline font

Barlow Semi Condensed

Regular
Our body copy font

Colour palette

Loveline

Science Loveline

_ (Pattern)

Tone of voice

We're
with you
all the
way

Nol. doctor
recommended vitamins

llustration ;3ﬁ?§*?
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2.3 Core
brandmark

The Elevit brandmark is
made up of two elements.

The logotype capures our
nurturing nature. The slant
of our ‘e’s creates a postive
upwards movement,

while our ‘t’ is shaped

to visually support the
second element, our heart
monogram. This represents
our heart (pink) + science
(blue) and the positive
journey through Life.

<)

elevit

Always leave the correct amount of clear space around the
Elevit brandmark, using the ‘e’ as the spacing indicator.




elevit

clevr

®), ©
elevit elevit

Use where colour contrast is compromised Use where colour contrast is compromised
within the heart icon and the background within the heart icon and the background

Don'ts

elevit 6\6\1\’(- elevit

TN ALS y "
. AN 1 A 3
Never squash or warp the Never rotate the logo. Never recolour the logo. Never place the logo on a Never place the logo on a
l0g0. busy background. pink or blue background that

makes the heart illegible
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2.4 Loveline

Colour rules

Our loveline should only be shown in our
masterbrand colours on our dark blue and
white as shown here. In some instances, the
loveline can be placed on tints of the pillar
colours {see secondary colour palette)

The loveline also interacts with photography
- see guidance later in this document.

Never use the loveline on Never rotate or flip the logo  Never squash or warp Never change the colour of ~ Never thicken up the loveline
a full coloured background the loveline. the loveline - all or half of it.  only enlarge proportionally
other than blue shown above. Don't use Pillar colours.

percentage tints of pifiar colours can be used (see secondary
colour palette page for more detail)

£
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2.5 Alternate
Loveline

Extreme landscape formats

When designing an extreme landscape
format such as a 96 sheet billboard, we
recommend using the alternative loveline
that flows off the bottom edge of the
application.

Using the alternative loveline ensures
enough space is left for messaging and
Imagery to sit comfortably. The alternate
loveline is mainly used on full-bleed
examples where the primary loveline
would otherwise flow across the whole
width of the communication.

Alternative loveline

In application - 96 sheet billboard

R ©
elevit

Essential vitamins for
_bmgstfeed ing




Elevit Dark Blue

PMS 280C
222F50

C97 M81YD K14
R34 G47 B93

White

Elevit Silver
(simulated)

Only used for
lcons and plus
symbol (see
supplied asset)

Menevit
Energised Blue

Breastfeeding
Nurturing Teal

Baby & Kids
Bright Yellow

PMS

2144C

C86 M43 YO KO
RO G129 B199

PMS

7472C

C57MO Y30 KO
R83 G211 B189

PMS

135C

CO M26 YO KO
R255 G200 B62

HA#EH




50%

25%

Masterbrand

Menevit
Energised Blue

Breastfeeding
Nurturing Teal

Baby & Kids
Bright Yellow



) BARLOW SEMI CONDENSED SEMI BOLD
Our sub headline font
O O l_ e g type tracking should be set to 10

Qur headline jont BARLOW SEMI CONDENSED REGULAR

Our body copy font
type tracking should be set to 10

type tracking should be set to 0

Chinese Japanese Korea Thai Vietnamese

IBM plex SC IBM plex JP IBM plex KR IBM plex that IBM plex sans

MNZEEIZ)L STEMNSFETET HEIFE| SO LU RERREITANTE, Tir ké hoach dén
nstduwauu lam cha me

M XiangHe Hei® SC Pro (CCJK) M XiangHe Hei® SC Pro (CCJK) Aaux Pro Thai Wide Aaux Pro That Wide

MNEZEBEIZ)L STEINLFBTCET AZI2E KO} NNMSVUNUEG TU'ké hoach dén
mswJuwou lam cha me




EA#ER

We're with you
all the way

No.1 doctor recommended vitamins

WE'RE
WITH YOU
ALL THE
AV/AN

We're with you
all the way

We’re with you
all the way

LS 8Os e ape Sedd molore velld, non
e asf Ut hanormurm o woIlRs B0s oon

ith you
e way

MNal. doctor recommended Witamins

39

Never use Mooli for small Never use Barlow Semi- Never substitute our brand Don't use Mooli in all caps Don't use Mooli for large
subheads or body copy condensed for headlines typefaces for alternatives for headlines numerals (use Barlow semi

mhenda delxs prem gqusl ousasT =m
] LT B Nodes Oolomo rermiam
corsEnuossit ul luga

-condensed)
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2.8 lconography

lcon styling & colour

Our iconography suite help to communicate
the science behind the Elevit range, quiding
consumers on the specific benefits for a
particular product used within their family
planning journey.

We have two types of iconography
depending on the application requirement:

Pictorial - to show the specific physical
benefits

Typographical - Supplement specific
benefits

They are available in two colourways
depending on their application.

Note: an additional set of icons are available
for use on HCP communication (see HCP
section).
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Our loveline under Prrdaesis
a microscope i A A A B
Concept Pattern
When we want to communicate efficacy The pattern within our science loveline
and scientific power, we zoom into our is inspired by cell division and growth during
science loveline. the early weeks of pregnancy.
The texture, pattern and glowing colour Dots increasing in size create a feeling of
within create a feeling of technical active growth, while soft gradients suggest active
movement, and dials up our scientific movement. Fine keylines express precision

credentials. and emulate the progress of our loveline
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2.9 Science loveline curve

Design

Our science curve visually gives an overall
feeling of movement. Our branded colours
of science (light blue) & our heart (pink)
intertwine to make us Elevit. This builds

a strong visual equity we can use through
our Masterbrand look and feel. We flex the
colour when it comes to pillars.

More rules and usage on pattern can be
found in the following pages.
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2% | 210: Our key Brand Assets | Science Loveline

2.9 Science
loveline curve

Science loveline curve types

It is important to select the right kind of
science loveline curve when designing an
application.

We have two different templates of the
science loveline curve that allow us plenty
of space for typography and imagery on
communications.

Curve A should be used for landscape
applications such as billboards.

Curve B should be used for square/portrait
applications such as adshel posters.

Science loveline

Curve A (Landscape)

Science Loveline

Curve B (square/portrait)
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Breastfeeding
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Never squash or warp the
sclence loveline.

loveline.
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Never recolour the science
loveline.
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Never recolour the

background behind the
science loveline

Never crop too closely into
the science loveline
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2.10 [Llustration

Overall feeling

A secondary lllustration style supports
our primary full-bleed photography. Our
illustration style has a soft geometric feel
inspired by the simple curves of our logo
and loveline.

Itis particularly effective in communicating
lifestyle and scientific explanations as well
as more intimate, personal depictions such
as breastfeeding. It provides a softer mood
whilst still retaining a technical precision.

Illustrations should anly be used on smaller -
and specific commupication formats such Don'ts
as social media or HCP |eaflets

Where possible, we incorporate our
loveline subtly within illustrations to help
make them more ownable.

he AF N 1"
MTIEETRITL

Bhaneamananinanenannn
IR RN IR TR IR RAERIRITLY

Don't use or commission Never use illustration that Never use illustration that Never use geometric Don't use illustration that

_ illustration that is too busy/  shows facial features (eyes  has angular edges or that illustration that is overly feels naturalistic & has busy
B Fbucionh S ossalshit: oo ond Tnpuibiecerts: Phve s samesibtwand colourful with no focal point  nose or mouths) looks like cut paper. simplified or abstract detail in the background

I visuals voed are cleared by your local medical and reguiatory teams belore using in market
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Essential vitamins

for breasteeding Born from i
T g science Moyt bt st
¢ |I Nty devopment A e
. elevit P
With you
every step
Vitamind .
w:..-_. rﬂpemnl_lg
Soft science illustration o g
to support science/more e okse S
sensttive imagery
When using illustration alongside scientific/
efficacy messaging, we use subtle tints of e isghirsbdtind . ooy
our pillar colours in the backgrounds. o —— ©® (’
: , | f’ The science R R r———
This allows use of the pillar colours without elevit of growingup Pk g e elevi‘i?t
becoming too vibrant or heavy, creating _ ;'ff'__" supporting your ehilds oaa-cavisieiven

healthy development 1

e e gy

ke e O

a softer feel that takes away the stark
clinical-ness of white.

NB ensure an inclusive approach to -
ethnicities etc Don'ts

Don't use illustrations with Don't use illustrations that Don't use illustration that Don't add textures or facial ~ Don't use illustrations that
strong background colours ~ are too naturalistic - keep has rough edges, should be  features to illustrations have too many subjects
:‘mﬂm::nﬁu uidnce and nsgirtion oy i vy e coins (only tints of our palette) illustration softly geometric  graphic/smooth (keep it simple)

your lpcel medical and reguiatory teams belore using in mmsrket
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2.10 lLlustration

ELE¥ITZ

HUTTSIT S PR
T By Mg
The il al oetl

Science diagrams (HCP)

For science led communication, our soft
and approachable illustration style is simple
and clean to allow technically information to
be more clearly represented.

We combine the softer tones of the pillar
colours to be less clinical our in approach.

For more detail refer to the HCP
section.

Don'ts

Never recolour diagrams, Don't attempt to draw new Don't add drop shadows or ~ Don't create or use any Don't place daagrams

use assets provided in HCP science diagrams any effects to diagrams science diagrams thatare ~ over imagery or coloured
Thi book is o gibal aiways ensure clsims and | correct pillar colours in a different style backgrounds

mm rlqulltnw teams hulurl using in market
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2.11 Talent Photography Principles

——

Authentic Uplifting Connected Real closeups
photography that feels in the moment moments that make you smile, through to portray a kind and nurturing feeling and embracing real, natural bodies to reinforce
not staged, real connected moments a leg lifting or just the feeling the image give a feeling of overall warmth and care positive body images

evokes
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2.11 Talent
Photography
Principles

Judgement criteria

It is important to follow the guidance shown
opposite when sourcing and selecting
imagery.

This will ensure a consistent and considered
approach to our brand photography.

Do:

Choose candid imagery that Looks like
a caught candid moment

ot

Select natural poses that feel relaxed,
spontaneous and unforced

Choose imagery that shows genuine
emotions that emphasise the
connection between people

Ensure backgrounds are uncluttered
and calm that allow the talent to be
the main focus

Choose imagery with natural lighting,
ideally daylight

Ensure a global and inclusive approach
when selecting talent

Pale backgrounds that hero the loveline
and have hints of background detail

Don't:

DON'T choose imagery that feels
seems forced, staged or unnatural

DON'T select obviously posed talent
that feels awkward

DON'T choose imagery with people looking
at the camera with exaggerated expressions
(cheesy grins etc)

DON'T select backgrounds that are
fussy, distracting, brightly coloured
or overly dark and moody

DON'T choose imagery with stark/ moody
lighting or strong shadows

DON'T be stereotypical or non-inclusive when
selecting talent

DON'T show clinical, stark backgrounds that
feel cut-out and overly flat and white



Pre-Conception & Pregnancy

Breastfeeding



Pre-Conception & Pregnancy

Breastfeeding Baby & Kids

Don'ts

Dunt chcmse imagery that Don't choose imagery that Don't choose expressions Don't choose imagery with Don't choose overly busy
This book i for global guidance and inspiation only. Ploase siways ensure caims and is clearly staged with forced is has an overly editorial/ that look worried or anxious  strong or stark lighting imagery where talent isn't
— - —  EEEE———— expressions fashion style the main focal point



39 | 2.0: Our Brand Assets | Photography )

2.11 Talent
photography
styling

Adding brand colours

In order to help make our imagery more
ownable, we should include some element
of colour from our brand palette.

This can be achieved by:

- Sourcing imagery that already uses our
brand colours

- Recolouring small areas of talent imagery
with our brand colours

Don't recolour the Don't recolour in an overly Don't recolour a large portion  Don't recolour so that talent  Don't recolour any part of
background (unless using vibrant unnatural way of the image looks overtly ‘branded’ an image that would look
il This book is for giobal guidance and inspiration only. Please ahways ensure claims and d SUbtlE tint) unnatural

I visuals voed are cleared by your local medical and reguiatory teams belore using in market



Don't be too playful with Don't use strong or moody Don't use any artistic or Don't balance the productin  Don't show product on busy
the product lighting/shadows stylised effects an unnatural or forced way  backgrounds

This book is for giobal guidance and inspiration only. Ploase aways ensure claims and
1 B Cleared Sy your ool m | 1 A

ViSuals uoed mr wdical and requistory teams before sing in kel
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2.11 Product
Photography
Principles

Application

We use imagery with product integrated in
two different ways:

1. As full bleed photography, OR with tinted
colour backgrounds where it appears
with the loveline (eg O0H). This allows our
loveline core colours to stand out.

2. With full colour backgrounds on social
G ERY

Thhmlthﬂl‘ﬁi # and inspiration ondy. Plsase always ensure claims and
visuals voed are cleared by your local medical and reguiatory teams belore using in market

Option 1:
Advertising and branded comms eg OOH

.__ AR

_elevit

 Prepare with
confidence

.
'''''''''
.....

it "’".lﬁp"' = 0 -
Prepare with
confidence

. — TS -

Full bleed photography OR tinted background in pillar colours

Option 2:
Social media

Full colour backgrounds in pillar colours
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Adshel and billboard

2.11 Talent Sl P elevit
photography We're with you
with loveline

Essential vitamins
for breastfeeding

all the way

Overview

Opposite shows the best way of integrating
our graphic loveline with photography.

Guiding points:

- Choose imagery that has one clear focal
point (e.g a person)

- Choose light, unfussy background

- Wrap the line around talent so that the

blue appears in front, and the pink goes

hehind Talent is centred Blue loveline sits in ~ Part of the talent image Pink Loveline wraps
. * . ; : within the heart front of talent breaks out of the top of behind talent

Add pillar colour to photography if needed o<t e o -
covers the 'loop’

Thh-mhfwmmwhumm ,memmm:
visuals vaed are cleared by your local mmﬁ?MIumHMIwminmm

p— e

-
-
]
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Authentic / Uplifting / Connected / Real
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2.11 Stock | Fertility Menevit

Getty: 1176048834 : Getty: 615709968

iStock: 1403307156

Getty: 1987669197

Available for download

Getty: 1357193029 | Getty: 1395877542

Inspiration

Authentic / Uplifting / Connected / Real
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2.11 Stock | Pregnancy
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Available for download Inspiration

Authentic / Uplifting / Connected / Real
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Shutterstock: 2161727829

Shutterstock: 1591109473

Authentic / Uplifting / Connected / Real
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3.1 Loveline

A. Graphic Loveline B. Typographic Loveline C. Physical Loveline

elevit

Essential vitamins
for breastfeeding

W - .. A . A
From planning ™ @’ -4 “qi ﬂ %
: ood . . % f- - Elﬁ‘!’* EiE.“'u"'!t |E'H'It

4 'S“E'ﬂﬂﬁ - | ) . '(( . | . |
Supporting youditour b2 FHARERILAR T (T TR T T TR T R E R ST TP AP RV RRRION AL

We have three different loveline applications for
different needs across the consumer journey, each
with their own set of guidelines.

Where possible, the loop’ of the loveline is covered by
talent within the composition. However we do allow
some flexibility to show the loop should a particular
image require it. This rule applies to all types of
graphic loveline.
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—_— N

@)
elevit
Essential vitamins for

3.1 Loveline breastfeeding

clally formulated supplements for you and your baby g/
{4 ‘. 1 I - -

A. Graphic Loveline

o)

elevit ®

Our graphic loveline is our key master We're with you |
asset that is the primary application of the all the way The No.1 y

©)
elevit

loveline. It is used in our brand colours and ; expert
always wrapped around the talent. fOl" your
The rule is the blue (our science) is always babgls ‘
in front of the talent and leading the way health

and the pink (our heart) is supporting and
nurturing and goes behind. We apply this
rule to all photography and the graphic
loveline never takes any other colour palette
unless used within our lifestyle illustration
or diagrams as shown previously.

Where possible, the ‘loop’ within the heart Don'ts
of the loveline is covered by the talent.

&y A Y .:#“"*"'{-}- 0\ o0 LA N G T
Never bring the pink loveline Never show too little of the ~ Don't scale the loveline too Don't place your subject off ~ Never place the loveline
in front of the subject loveline so that the heart large around the subject centre within the loveline on imagery with a clashing
il ok gl ki am apotioe: ks Pheve e wasats sl e shape is obscured colour or busy background

visuals voed are cleared by your locel medical and reguiatory teams belore using in masrket
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Typographic loveline example

3.1 Loveline

©
elevit

B. Typographic loveline

In addition to our graphic loveline we also
have the option of creating typographic
lovelines.

This creates flexibility in our system, and
allows our loveline to become a living,
dynamic expression of our brand.

Ll

Never use imagery with busy Never use too many words -  Never use too few words - Never recolour elements of Never run typography around
backgrounds type becomes too small loveline becomes too thick  the typographic loveline the loop of the loveline

mwuwwwmw . Plaase giways ensure clsims and
visuals voed are cleared by your ool :llm;;'uﬁlntnwlalmhuluumlminmm
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Example application
How we create typographic lovelines Type path

3.1 Loveline

elevit

elevit
B. Typographic loveline |

Typographic lovelines should be created ‘_&‘

with care, as using too many characters or E‘._."'

words, or two few, can damage the flow of Q
v
W

= i
=
--------

n
.........

the loveline and make it illegible.

Some things to consider would be:

» Can the text be broken into several parts
and still make sense? Sometimes several
independent phrases can work better than
one long headline. (For example, opposite

shows three independent phrases) SUPporting you & gﬂ‘l.l"ﬁ boX

Typography should
always follow the path
of the loveline

« Joes my photography allow the keyline
elements of the loveline and typography
to remain visible?

Imagery must have  Keep descriptions Keyline in pink and  Subject of

mostly neutral concise and not blue should be the photography sits
background for type  overly wordy same thickness as in front of the pink
standout & legibility the 'x height’ of the  loveline but does not

typography completely cover it
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3.1 Loveline

C. Physical Loveline

When not using our graphic loveline we do
have the flexibility to add more meaning
and expression to the lovelines we create.

The shape made must feel born from our
loveline but it has the flexibility to be more
integrated into the scene in order to aid
story telling. The following pages show a
few ways we have brought this to life.

When creating a physical loveline, it is
allowed to form a natural part of the scene
(for example, the physical loveline is painted
onto the wall behind the girl with the brush.)
In these cases, the loveline does not have to
wrap around in front of the subject.

bal guidance and inspiration only. Please aiways ensure ciaims and
visuals voed are cleared by your locel medical and reguiatory teams belore using in masrket

Physical loveline inspiration

Nourish their
imaginations

.1-:’5?] E" y

T

|u"’ elevit

Don'ts

Never redraw or use a Never make the physical Never create physical Never create physical Never create physical
different shape for the loveline too thick or thin lovelines that are unclear lovelines that feel forced lovelines without a central
physical loveline with busy backgrounds. or unnatural subject to hero
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3.2 Background
Integration

Photography full bleed

Ensure that photography has plenty of clear
space and a single focal point to wrap the
loveline around.

Make sure the loveline heart occupys a
central position, and is equally spaced from
the borders of the application.

We only ever crop the ends of the loveline,
never the heart itself.

Photography should be predominently white
or pale, with hints of colour brought in. This
allows space for typography. Tints may be
used In the background.

Thhmhfwmm and . Plaase always ensure claims and
cleared by your lncal :limr:?llmwmmhulwluuminmm

Landscape
FSDU top board

elev?t

- expert
_for your
baby's
health

g

Portrait
Adshel

We're with you
all the way

96 sheet billboard

D)
elevit

Essential vitamins for
breastfeeding
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3.2 Background
Integration

Photography/pattern split

We only use the photography/pattern split
on landscape formats, as they allow us to
align our loveline with our pattern curve.
This is not possible with a portrait format.

For portrait formats, we can use the pattern

curve with full bleed photography WITHOUT
the loveline. (see opposite)

This book is for mw Piaase siways ensure claims and
Incm w.ﬂdﬂﬂ!

rlqulrmw teams hefore using in market

Landscape
Landscape ad

FSDU top board

96 sheet billboard

Portrait: always shown without the Loveline

Adshel

elevit

Preparing
~you fora

healthy

pregnancy

E it 4l Fd 1wl
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-—

3.2 Background
Integration

Portrait & Landscape
Options

Here are a few different ways of using our
pattern, it is important that enough of the
curve is reflected so we have given specific
guidance & templates for extreme formats

NB gray boxes are schematic only and
indicate potential image area.

Curve types: Landscape (A)

Curve types: Portrait (B)

No.1 ©

aCtor-recommenched

Photography shown is for placeholder purposes only

Never change the meeting
point of the loveline

Never misalign the loveline
with the curve so that it
forms a kink'

Never stretch or warp the
curve or loveline to create a
smooth curve

Curve types: Portrait (B) Deep

Never crop the loveline to
achieve alignment

Never redraw the loveline
to achieve alignment, use
supplied artworked assets
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58 | 3.0: Our Brand Assets | Loveline ) Masterbrand approach Masterbrand with Pillar approach with
with pattern Loveline loveline & photography
elevit 9 elevit elevit & elevit ]
3.2 Backg round ___ TheNol — [RETENS We're  We're
. The Noll expert expert with with
Y expert for uoul you ng
Integration allthe ol the
neat Wﬂg way

Extreme Portrait formats
& loveline usage

-’__r
P
A

In extreme formats it may be necessary to
replace our background with the loveline
to dial up a more empathetic look and feel.

Avoid using both the pattern and loveline Don'ts
together to retain a cleaner and single
minded communication.

elevit

The No.l
expert

elevit elevit

elevit elevit

The Nol

expert

The No. The No
expert expert

The No.l
expert
The No.
expert

Never double up Never overlap loveline with Never blend loveline Never use loveline Never use loveline as holding
makes a crowded pattern. It feels crowded and busy and pattern in this as a watermark shape for mandatory copy
layout & looses strength of the idea way impact is lost
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3.2 Background
Integration

Alignment

Our Loveline and pattern curve work
together in harmony on applications.

The loveline should always align with the
curve and follow its trajectory to give a
smooth seamless transition where the two
meet.

Example application
How we align the loveline with the pattern curve

Loveline heart should Loveline should always

always be centred align with the patterned
within the image space curve to create a smooth
(indicated in grey) seamless transition

Photography shown is for placeholder purposes only

We're with you

1 he worlds No. | prenatal multivitamin brand

Choosing the correct pattern
curve for the application
ensures enough clear space for
assets such as photography
and messaging
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Portrait
Adshel

3.2 Background
Integration

elevit

Science loveline & curve

We're with you

We also have the flexibility to use the
science loveline as a full-bleed graphic that
supports messaging and pack visuals. [his B
can be in masterbrand dark blue or in one © “

of our pillar colours as shown opposite on a ﬂ n
i elevi elevit levit

PR ERAREY FRE-COHCIPTION WARFRITE I

Packs always sit on the science loveline
curve, this heroes our product and draws
attention to the packs.

Billboard PPT slide

)
elevit _ 4 elevit

&

Born from §
ell=igle> @

£
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On the graphic loveline On the science loveline
. Adshel PPT slide Shelf fin
3.3 Adding
: < D 9
sclence elevit elevit
AT . Essential
We're with you L Born from Ry |
To reinforce Elevit's credibility, trust and all the way sclence

science can be added through headlines
and iconography.

When integrating with the loveline, the
lconography can be added to the curve or
locked with the communication block.

There are also product specific icons used
also in HCP, that can be applied with the
pack cameos.

Billboard

)
elevit

A Rn

elevit elevit elevit

BHA & CHOLINE  12Riai

v - EI'ch?t .'.::j:
lﬁé’" :‘in}% - —— = ':*

!

Thhhmhfwﬁd @ and only. Pisase siways ensure clasims and |
visuals voed are cleared by your ool cal and reguistory teams belore using in masrket

—___ =t
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Option 1: Lifestyle Option 2: Applied over graphics

elevit

Essential vitamins
I e for breastfeeding
: .

with

3.4 Pack
Integration

gnu
._hl. LI 1€

We show our packs in two ways: ol levie B

Preparing
~you for a
healthy

1. Lifestyle - where the pack is integrated F‘?remre thh
into lifestyle photography onfidence \ -

We're with you

2. As straight pack shots that sit on top of
graphics, backgrounds, and photography.

Lifestyle pack shots:
« Held or supported by talent, or in use
» Natural but unexpected poses

Straight pack shots:

- Always shown front on

« May be placed sitting on the science Don'ts
loveline curve, or on the graphic or
physical loveline

« Always placed to the edge of a
communication (never place on top
of the loveline heart) =

- Have a slight dl‘ﬂp shadow to increase

elevi elevit Iewt

= ——

#- -

standout
Never overscale product Never use 3/4 pack views Don't line packs upwhen3  The base of packs must ALL ~ Never place packs along the
in hands, make sure its with the science loveline or more are shown (always  sit inside the science loveline  science loveline curve
proportionate stagger, see examples) curve, never on the dark blue

This book is for idance and inspiration only. Please afways ensure cisims and
visuals vaed are cleared gllwur locel medical and requiatory teams belore using in mmsrket
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Masterbrand Pillar (pregnancy example)

3 5 elevit ® elevit elevit B
: RNt ' Prepare with
. : 1. i
Communication ety R We're with you -

Headlines

1o give your bal:q.- l:hE
baai sta bn life

------------

AR Pl

elew elewt Iewt

-

Communication headlines can appear in
any of the core masterbrand colours or be
reversed out white on Dark Blue.

We never recolour typography in the pillar

colours or any other colour outside the
Elevit palette. 1. Dark blue headline 2. Highlighted phrase (Elevit pink) 1. Dark blue headline 2. Highlighted phrase (Elevit pink)

When placing headlines on the dark blue
background, we use white and either Elevit
Pink or Elevit blue for type colour.

It is possible to colour typography entirely Don'ts N
in white, or to highlight a phrﬂéewlthin | ere
the headline in Elevit blue OR Elevit pink We're with uou with
Hﬂwmrh WH ﬂ&gﬁf—&hﬂw ]‘r,ll{f]‘iﬁﬁh:iu |_]‘!,1.‘|c | v E i ‘_ S\ e Ad
both Elevit blue and Elevit pink toge all the way you all

: the way

Never alternate the colour ~ Never recolour typography  Never use both Elevit pink Never show type only in Elevit  Never use coloured typography
of each word or letter outside the core colour and Elevit blue on a healdine  pink or Elevit blue; some dark  over busy imagery
palette blue must be used.

This book is for giobal guidance and inspiration only. Plaase always ensure ciaims and
visuals voed are cleared by your locel medical and reguiatory teams belore using in masrket
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4.2 Masterbrand

Overview

Masterbrand communications use our dark blue
Science loveline background. This creates clear
brand signalling and standout.

Our photography is overall lighter in tone to
create balance, with subtle incorporation of
brand or pillar colours (ie pale pink jumper)

Whenever multiple packs are shown that span
several pillars, we revert to the Masterbrand
background to unify the products.

This book is for giobal guidance and inspiration ondy. Ploase ahways ensure claims and
visuals voed Bre cleared By vour locs medicsl and requiaiony [eam hatore wsing in mErkat

elevit " (len £
We're wmth gr.::u :‘:m
Cl |_|_ the v I_] B{‘Jl’ﬂ Fg:}j;tur

Tho woarkds No, 1 pressla

from

sclence
B9

elevit elevit

Preparing F’regnancg care
Preparing you for a
you for a healthy :
healthy pregnancy-
pregnancy Esardinl s i o
it i JH.

DRl EET IR e

e O ,
e e S e e elevit :
B = We'rewithyou 7% ﬂ Science backed
elewt e!ﬁx!t e],g:gfc menevit | o )
Li ‘ ? ' menevic § elevit

. : t . T
i A, . PN R L MK MO RO S -.:;‘{‘.-‘:'i' "'“*.'.'.'.'.'.*I.::*.: ",_'.f{.:"f 1' '_1 k“ \ R
RIS B AREA A S SRS B RS A AR AR AR i ST | N, e




This book is for

:m you

ensure clsims and
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4.4 Menevit ' Sl clevit

&)
elevit Science backed

sperm support

9

menevit

FRE-CONCIFTION

Overview

~ Prepare with
weonfidence

tach pillar has its own brand colour, this

is applied to the science loveline for use in
communications. The pattern backgrounds allow
our packs to have real standout and reinforce
pillar recognition.

S tally Tareaiaind
=y T e ], .

o g Eiape e e ek
T 1 e }
SEETR |

b | | ey ro0n sure pmgaY |

---------

Pillar colours are also accented within
photography.

........

Menevit uses ‘Menevit Energised Blue
as the pillar colour.

i

L] ¥ a
L

------

This book is fos ?hhﬂ guidance and inspiration only. Plaase always ensure ciaims and
visuals vied are cleared by your locsl medical and requiatory teams belore using in msrket
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4.4 Menevlit/
Pre-Conception

together N Science backed
Overview "N S B sperm support 4
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When preconception and menevit products are 3 =3 . _

shown together, we revert to our masterbrand ok ;
colour palette. This incorporates both Elevit blue |
and pink and acts as a unifying background when
showing multiple packs.
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This book is for giobal guidance and inspiration ondy. Ploase ahways ensure claims and
visuals voed Bre cleared By vour locs medicsl and requiaiony [eam hatore wsing in mErkat
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This book is for giobal guidance and inspiration only. Please always ensure claims and
visuals voed are cleared by your local medical and reguiatory teams belore using in masrket




We're with you
all the way

m-mumﬁuwwww . Plaase always ensure claims and
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4.7 Baby
and kids

Overview

Baby & kids uses ‘Baby & Kids Bright Yellow’
as the pillar colour.

When showing multiple packs within the range
we retain the yellow pattern and do not revert
to the Masterbrand blue.

Here are examples of physical lovelines
to add playfulness to this pillar.

This book is fos ?hhi} guidance and inspiration only. Plaase always ensure ciaims and
visuals vied are cleared by your locsl madical and requistory teams belore using in msrket
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5.1 Soft Science

Soft science illustration

When designing HCP communications such
as leaflets, we draw on our soft science
(Hustration style to help us tell our story
and communicate technical detaiis in an
approachable style.

This book is for

W Hways ensung claims and
visuals vaed mre ¢ your locnd I'IEI.IIHDF\' teams hulurl using in market

Essential vitamins for
healthy development

Born from
sclence

to support your baby's
healthy development

The science

of growing up

Vitamin D
‘to holp kve bones strong.

%  Bvitamins and iron
Help maintain your energy lovels
when you need |t mast.

% B vitamins and iron
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5.2 Data and
Statistics

HCP core - charts and
graphs

Our charts and graphs emmulate our
illustration style by being simple, geometric,
graphic and rounded.

This book is for giobal guidance and inspiration only. Ploase always ensure claims and
visuals voed are cleared by your local medical and reguiatory teams belore using in market
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod dliquipexea

Larem ipsum dolor sit amet, consecieiuer
adipiscing elit, sed diam nonummy nih evismod
timcidunt wt lacrest dolore magna liguam erat
volulpat. Ut wisi enien ad minim veniam, quis
nostrud exérci tation ullamoorper suscipit labartis
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HCP A5 leaflet

5.3 Consumer
HCP

Convenient, doctor- Comprehensive formula
recommended including vitamin D and
combination of omega 3 DHA

essential nutrients
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Consumer facing science
diagrams

When designing HCP communications such
as leaflets, we draw on our soft science
illustration style to help us tell our story
and communicate technical details in an
approachable style.
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On these science diagrams, we use

typographic icons that sit on circles in the
pillar colours. Front cover Inside spread Back cover

This book is for giobal ¢ and inspiration only. Please always ensure claims and
visuals voed are cleared by your local medical and reguiatory teams belore using in market
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Motion examples

6.1 Animation

i
e

'.:

Born from
sclence

Elevit Brand World in
Motion: Engaging Social Science Loveline Landscape
Storytelling
Born

from
sclence £y

From the assets created for the Elevit
Brand World, adding motion brings the
brand story to life for use across various
social touchpoints. We have included
some examples that utilise lifestyle and
more targeted science communications
that both interact with the different
versions of the loveline.

These assets are available as part of the
Brand World Assets.

Elevit Baby foot Loveline Landscape
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7.0 Assets and contacts .

For any questions regarding
the Elevit brand, artwork assets
or licensing, please contact

the following brand guardians:
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Jacqueline Denham
Global Design Lead
jacqueline.denham@bayer.com
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Nadia Stewart
Global Elevit Megabrand Team s @
nadia.stewart@bayer.com e o 0 0 ®




