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Introduction

Setting the

standard

This manual outlines
the graphic standards
for acceptable use of
the Youi brand identity.

Consistent application of Youi’s branding
elementsinaccordance with these guidelines
Is essential to protect the integrity of the
Youibrand across all touchpoints. All use of
Youibrand assets must be approved by the
Youi Brand Team prior to dispatch.

Brand assets can be downloaded here (right).
For any additional resources and support,
please contact the Youi Brand Team.
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Brand
overview




Modernist
aesthetic

We’re not here to pat ourselves on
the back. We’re here for our clients.
That’s why we embrace aclean,
modernist aesthetic.

Inspired by the late, great Massimo Vignelli—and his
modernist design philosophies —-our style reflects our
substance. No fanfare. No fluff. No bluff. Just bold, simple
and direct communication. Whatyou see is what you get.
We don’t decorate or embellish, we communicate.
Because we’re notabout us. We’re about you. You insured.
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Youilnsurance Graphic Standards Manual

Page 01



Modernist aesthetic

€« =
N l N I
As a challenger brand We don’tfollow design trends or abandon
] : _ ? our simple modernist aesthetic to fitin with
bel ng differentis part of the crowd and align with the status quo.
our DNA Our diStinCtive It’simportant for us that we don’t
|00k and feel embraces blend in. We’re meant to stand out.

To ensure we remaindistinctive and
and rei nforces thl s stance. offer a unified brand experience across
all touchpoints, everything we do must
embrace this truth.
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Modernist aesthetic

Our visual language:

N Bold.

N Simple.

N Functional.
N Direct.

€
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Brand summary PR
Logo The Youilogo must appear on all Youi
collateral for authenticity. There are

various acceptable formats which are . . . _
detailed later in this document. you| YOU| y0U| you.insu red

Typography Amodernist classic. All our copy is
setin HelveticaNeue-Bold + Light.
No exceptions.

Colour palette A minimal black and white core
palette, complemented by sparing
use of a call-to-action highlight.

Youilnsurance Graphic Standards Manual Page 04



The Youilogo




The Youilogo

ldentifying
the brand

€

The Youi |ng IS our most The main purpose of thisdocumentis

to ensure the correct and consistent

importa ntvisual asset. application of the Youilogo and other

.y - key brand t
Inadditiontobeingthe ~ “orendassetsacross every
key Identlfler for the Maintaining the integrity of the Youi
brand.it provides both brand is vital. Being consistent ensures

? we’re easily identifiable and recognisable.
a Iegal trademark and It’s paramount to our credibility.

a guarantee of quality.

Youilnsurance Graphic Standards Manual Page 06



The Youilogo €

L.ogo
formats

This section provides atop-line
overview of the various acceptable
Youilogo formats and appropriate
circumstances for their usage.

Under no circumstances should these formats be
deviated from. Neverre-create the logo. Always use
official logo files supplied by the Youi Brand Team.

Youilnsurance Graphic Standards Manual Page 07



Logo formats €

Mainlogo badge The Youilogo consists of two main The standalone logo is our main logo format The positive version of the logo features an
parts-the "Your” wordmark and the and should be used on all Youi collateral unless additional black outline, which is the same

lozenge or badge that containsiit.
d g otherwise directed by the Youi Brand Team. thickness as the internal white outline.

Youilnsurance Graphic Standards Manual Page 08



Logo formats €

Tagline version-inline Youi stands for “you insured”. In certain applications —at the Brand Team’s The inline version of this logo (shown here) is the

It's a promise that's part of our DNA discretion—use of the you.insured version of preferred format when the tagline is displayed.

and ladders up to our approach of . . .
treating everyone as individuals. the Youilogo is appropriate.

%elll| you.insured

youl | you.insured
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Logo formats €

Tagline version-stacked In special circumstances, where the overall There are centred, left and right aligned versions considered when the strength of the final
effectiveness of the end output dictates, the of the stacked format logo (available on special output will be enhanced (e.g. allowing for a
tagline version of the logo may be stacked. , e
request). These treatments are not the preferred larger, more legible logo size in an extreme
formats. Their useis purely at the discretion portrait layout (digital banners etc).

of the Youi Brand Team and should only be

Centred Leftaligned Right aligned

youl

youl

youl

youl

you.insured

you.insured RRCUEREV-TeBN you.insured
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Logo formats
Animated version Occasionally, the tagline format of the When this treatment is used, the type portion of This ensures the logo badge and “insured”
— : logois used dynamically to showcase Youl the animation should be placed to the left of th hold their position throughout the duration of
multlple names clientnamesin an animated sequence that | , l u , & Sorine 0 ,elrp,OSI N IroUgnoU , e, urg |or?o
logo (for inline applications) or underneath the the animation regardless of variations in client

resolvesinthe ‘you.insured’ final state.
logo (for stacked applications). name length. Appropriate use of this treatment

IS determined on a case-by-case basis at the
discretion of the Youi Brand Team.

max.insured | youl justine.insured | youl

justine.insured (§%elV]

max.insured (e8]

Page 11
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Logo formats €

Animated version - single name Ininstances where we transition from just To complete the transition, the entire This treatment is only acceptable when

one clientname.insured toyou.insured, name.insured line must be wiped off and transitioning from one client name.insured to
the clientname maybe positioned to the

right of the Youilogo as per the standard replaced by you.insured. Thisisbecausename  you.insured and must not be used to animate
inline tagline format of the logo. To the leftis length may differ from “you” so the position of between multiple names.
also acceptable butnotrequired as perthe “insured” will not maintain its position between
multiple name version.
the two states.

youl | max.insured youl | you.insured

eVl max.insured %elll| you.insured
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Logo formats €

Tag|ine version In special circumstances where the Appropriate use of this treatment is determined For special applications, the proportions of the
—<i ' tagline version of the logo willbe viewed on a case-by-case basis at the discretion of the tagline type have been increased so that the
signage proportions fromlarge distances, orin extreme , Y JNeHP , ,
in-line formats that require maximum YouiBrand Team. ascender height and descender depth aligns
coverage (e.g. stadium LED signage , , , with the boundaries of the Youilogo badge.
strips) the below format may be utilised. These files have not been supplied with the
These loao f Viob Ji master set and will only be released at the This ensures legibility of type at large distances,
eselogotormats are only to be usedin Youi Brand Team’s discretion. while enabling us to make the most of available

special circumstances and must not replace

| | space for maximum brand exposure.
the standard tagline versions.

you] you.lInsured

= you.insured
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Logo formats €

Youiclaims Iogo At Youi, we pride ourselves on providing Toensure this attitude to claims is clearly Under no circumstances should the Youi claims
an exceptionally highlevel of service to and consistently communicated across logo or accompanying claims sub-brand
our clients, particularly inthe times when , | ,
awesome service matters most. alltouchpoints, all external and internal elements (stripes, chevrons etc.) cross over and
_ _ _ _ claims collateral (be it advertising, customer be used on non-claims related collateral.
Our claims philosophyis all about taking , ,
our clients’ needs seriously-no matter documents or service provider comms)
the size of their claim. To highlight this, should feature the Youi claims brand with
we’ve created an entire sub brand identity hazard stripe logo.

to differentiate our unique approachto
claims from our competitors.

Youilnsurance Graphic Standards Manual Page 14



Minimum
Sizes

Minimum sizes mustbe adhered
to in order to ensure quality
reproduction of the Youilogo.

Legibility of the logo formats cannot be guaranteed
at sizes smaller than the sizes outlined in this section.

€
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Minimum sizes € >

Please note, these sizes indicate
absolute minimum reproduction sizes.
They are not to be taken as suggested

standard logo sizes for applicationsin Main IOQO badge
these categories.

o o Print: 20mm (h)
In special instances (e.g. printing the logo Digital: 80px (H)

onapen)itmay be possible to display the
logo at asmaller size, however the output
must be tested and approved by the
Youi Brand Team prior to production.

Small scale print only (e.g. pens): 6mm (h)

Tagline version-inline

Print: 20mm () youl | you.insured
Digital: 80px (h)

Small scale printonly (e.g. pens): 6mm (h)

Tagline version-stacked

Print: 34mm (h) YOul
Digital: 135px (h)
Small scale print only (e.g. pens): 10.5mm (h)

ou.insured
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Exclusion zones

Exclusion
Zones

When designing Youi collateral, itis
importantto keep an area of clear
space around the logo at all times.

This exclusion zone protects the integrity of the Youilogo
fromvisual interference and distraction.

€
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Exclusion zones

The required exclusion zone has been
incorporated into the supplied logofiles.

Where the exclusion zone needs to be
manually set, the diagram opposite shows
the minimum space required, as represented
by the boundary boxes.

The clear zone is set using the “x” height

of the letter “I” from the Youi wordmark.

This convention can be used as reference to
determine the correct exclusion zone at various
reproduction sizes. This proportionate exclusion
zone also applies to tagline versions of the logo.
No other design elements or partner logos

may intrude in this area. This exclusion zone
represents the minimum clear space required.

The exclusion zone is measured from the outer
edges of the Youi logo badge (the white edge for
the reversed version and the black edge for the
positive version). This is to ensure the same clear
space around the edges of the graphic in both
positive and reversed formats.

These exclusion zones apply to all Youilogo
formats (including tagline versions).

| YOUI |
LA

Exclusionzone

Youilnsurance
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Youilogo construction

Youilogo

construction

This section details

the alignment, spacing
and construction ofthe
various tagline versions
of the Youilogo.

€

Neverre-create thelogo

For consistency, itis vitallyimportant that
the official you.insured lockups (supplied
with this document) are utilised. Do not
attempttore-create orreplicate them.

The purpose of outlining these rulesisto
provide a guide for Youi Brand Designersto
create new masterlockupsinthe event that
the brand tagline updates.

The same formulais also used to create the
animated name.insured treatments of the
logo and should be strictly adhered to for
consistency when building animations.

Youilnsurance
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Youilogo construction

Logo badge

The Youilogo badge has been meticulously
constructed on a5px grid. Therelationships
between the different elements that make
up the logo have been carefully considered
to ensure optimum balance.

The curves of the rounded badge corners are
based on the circumference of the “0” from the
Youi wordmark.

The black and white badge outlines are equal
thickness, set at 2x grid spaces. These outlines
are also equal to the thickness of the letterform
stems in the Youi wordmark.

The height of the logo badge is set to 3x the Youi
wordmark “x” height, whichis also equal to the
minimum exclusion space around the logo.

The proportions and construction of the Youi
logo badge are sacred and must not be altered
or re-created under any circumstances.

Youilnsurance

Graphic Standards Manual

Page 20



Youilogo construction €

Tagline version-inline The below diagrams outline the The "x” height of the tagline should match the “x” Ensure the space between the tagline and the
construction of the inline tagline height of the letter “i” in the Youi wordmark. logo badge is adjusted for positive applications,
version of the Youilogo. .
using the outer black edge of the logo badge to

The:s,e princ_iples apply to the standard The spgce between the tagline and the logo spacethetagiine.

tagline version of thelogo as well as badge is equal to the space between the edge of

the name.insuredformats. the letter “i” in the Youi wordmark and the inside As per the standard Youi logo (no tagline) the
edge of the white logo border. exclusion zone for this format is set using the

1L
I

“X” height of the letter “i” in the Youi wordmark.

)

l'vou.lnsured

E

Exclusionzone
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Youilogo construction €

1L

Tagline version-stacked The below diagrams outline the The "X” height of the tagline should match the “x Ensure the space between the tagline and the
construction of the stacked tagline height of the letter “i” in the Youi wordmark. logo badge is adjusted for positive applications,
version of the Youilogo. .
using the outer black edge of the logo badge to

These principles apply to the you.insured For stacked formats, the space between spacethe tagiine.
tagline version of the logo as well as the the tagline and the logo badge is equal to
name.insured formats. the “x” height of the letter “” in the Youi

wordmark, which also forms the exclusion

zone for these formats.

X
ﬂl
I'[OllJ N I

VOU.Insurea
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Youilogo construction

€

Tagline version
—signage proportions

The diagrams on the following page outline
the construction of the inline tagline
version of the Youilogo as adjusted for
special circumstances (e.g. stadium LED
signage strips).

These principles apply to the tagline version
ofthe logo as well as the name.insured
animated formats.

These logo formats are only to be used in
special circumstances and must not replace the
standard tagline versions. Appropriate use of
this treatment is determined on a case-by-case
basis at the discretion of the Youi Brand Team.
These files have not been supplied with the
master set and willonly be released at the

Youi Brand Team’s discretion.

For special applications, the proportions of the
tagline type have been increased so that the
ascender height and descender depth aligns
with the boundaries of the Youilogo badge.

Due to the larger type size, the space between
the tagline and the logo badge is double to the
space between the edge of the letter “I” inthe
Youi wordmark and the inside edge of the white
logo border.

This double space is equal to the “x” height of the
letter “I” in the Youi wordmark, which also forms
the exclusion zone for this format.

The preference is to use the reversedlogoin
signage applications. In instances where the
positive version is required, the type height
should still match the white edges of the
Youilogo badge and not the outer black edge.
Thisis to ensure the same size ratio and
relationship between the logo badge and type
size in positive and reverse applications.

Ensure the space between the tagline and the
logo badge is adjusted for positive applications,
using the outer black edge of the logo badge to
space the tagline / name.insured text.

Youilnsurance

Graphic Standards Manual

Page 23



Youilogo construction €

Tagline version-signage proportions

Youilnsurance Graphic Standards Manual Page 24



Youilogousagerules

Thedos
and don’ts

This section outlines the dos and
don’ts of working with the Youi logo.

The logo should never be tampered with, adjusted or distorted.
It should never be modified, reproduced or altered in any

way -including removing the stroke line or using the “youi”
wordmark without encapsulating badge.

For consistency and to protect the integrity of the Youi brand,
these rules mustberespected and adhered to atall times.

€

Non-negotiables

Neverre-create thelogo.
Never stretch the logo.

Never rotate the logo.

Neverre-type the wordmark or tagline.
Never alter the logo proportions.
Neverinvertthelogo.

Never add colours to the logo.

Never use the logo as adesign element.
Never use the wordmark without the badge.
Never use the logo intext.

Youilnsurance Graphic Standards Manual
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Youilogousagerules €

The following brand sins
are punishable by death’

‘OK,deathis abitfar.

But we do take the treatment of our brand very seriously.
Inlieu of corporal punishment, misuse of the Youilogo
will be met withimmediate corrective action.

All external facing use of the Youilogo mustbe

reviewed and approved by the Youi Brand Team priorto
implementation. The Youi Brand Teamreserves theright
torecallandrectify any use of the Youilogo or Youi brand
elements found to be in breach of these guidelines.

Youilnsurance Graphic Standards Manual Page 26



Youilogo usagerules €

Never re-create
thelogo

There is never atime where re-creating
or reverse engineering any of the Youi
logo formats is appropriate.

Always stick to the supplied Youilogofiles. Forlogo formats not
supplied with this document (stacked and signage variations)
files mustbe requested from the Youi Brand Team.

The Youi Brand Teamreserves the right to withhold these formats
if theirintended use is deemed to be outside of the appropriate
special circumstances for which they were created.

Youilnsurance Graphic Standards Manual Page 27



Youilogousagerules €

Never stretch
thelogo

It almost goes without saying that
stretching thelogois abig no-no,
but for the sake of posterity...
never stretch or distort the logo.

The proportions of the Youilogo are sacred and must
never be altered, in any way, ever.

Youilnsurance Graphic Standards Manual Page 28



Youilogousagerules

Never rotate
thelogo

The Youilogo is designed to display
horizontally and should never be rotated.

This includes tilting the angle, displaying the logo vertically and 360°
spinning animations.

youl
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Youilogousagerules €

Never re-type
the wordmark
or tagline

Always use the official Youilogofiles
supplied with this documentand don’t
alter or attempt to re-create them.

Youi
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Youilogousagerules €

Never alter
thelogo
proportions

Always use the official Youilogofiles . -
supplied with this documentand don’t YOUI Youl you.insured
alter or attempt to re-create them.

YOUl youl

The proportions and alignment of the Youilogo have been carefully
considered. They are setin stone and mustbe respected atall times.
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Youilogousagerules €

Never invert
thelogo

Whether positive or reversed
format, the Youilogo badge must
always have a black background.

youl

Under no circumstances should this black background ever
beremoved. The correct wayto display the logo on whiteis
to use the supplied positive logofiles. This format features
adouble outline to facilitate the black background when
displayed on white.
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Youilogousagerules €

Never add
colours
tothelogo

The Youilogo is black and white.
No exceptions.

Never add colours to the logo or remove the black
background from the logo badge.

Youilnsurance Graphic Standards Manual Page 33



Youilogousagerules

Never use
thelogo

as adesign
element

Thelogo needs to berespected and set apart.

It should never be re-purposed as a design feature.

€
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Youilogousagerules €

Never use

the wordmark
without

the badge

The Youi wordmark should never be
removed from the encapsulating badge.

Youilnsurance Graphic Standards Manual Page 35



Youilogousagerules

Never use the
logo In text

No matter how much we love the
Youilogo, there are some places it
justdoesn’t belong.

Under no circumstances should the Youilogo or
wordmarkbe used intext. When appearing in headlines

or support copy, the Youiname must be typesetaccording
to the Youitypography guidelines. Never incorporate the
Youilogo intext.

€

This is an example of what
not to do with the v logo.
It’s never, ever OK.

Here’s another example of
how not to treat the youilogo.
It’s never, ever OK.

Youilnsurance Graphic Standards Manual
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Placing thelogo

Placing
thelogo

Due to the broad range of
applications thatrequire use of the
Youilogo, a strict rule dictating exact
logo placement would be too limiting.

A one-size-fits-all approach does not allow the flexibility
required to maximise brand exposure across the various
formats. For this reason, placement of the Youilogo can
be determined on a case-by-case basis atthe discretion
of the designer, making use of the guiding principles
outlined in this section.

€

Guiding
principles

M Alwaysrespectthelogo exclusionzones.

M When placingthelogoin corners, use even
padding between the logo and document
edgesonatleast2x sides.

M Where possible, place thelogo on solid black
or white, rather than over colours orimages.

3 Ifplacing the logo over colours orimages,
the positive version of the logo must be used.

Leftalignmentis preferred in most instances.

Youilnsurance Graphic Standards Manual
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Placing thelogo

youl

Corners

U Se even pad d I n g Wh en Inlayouts where only the logo appears, centered alignmentis permissible.

placing thelogoinacorner.
Always adhere to minimum
logo exclusion zone.

When placing the logo on colour or
images, the positive format mustbe used.

youl

Thelogo doesn’thave

tobeplacedinthe
corner, but should
align with the overall
document margin.

€

Alignment

Leftorrightalignmentis
preferred over centred.

Top or bottom alignmentis
determined atthe discretion
of the designer.

youl
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Co-branding standards €

Co-brandin ,
standards @ ‘ .

When displaying the Youilogoina
co-branding setting, itis importantto
consider the relationship between the
respective brands, ensuring allrelevant clear
zones and minimum sizes are respected.

Allinstances of co-branding with the Youilogo must be either created
or approved by the Youi Brand Team. Due to the varied shapes and
structures of external / partnerlogos that are out of our control, the
optimum co-branding treatment will be determined on a case-by-case
basis utilising the guiding principles demonstrated in this section.
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Co-branding standards

€

Co-branding

guiding

principles

Logo format

When co-branding, the standard Youilogo badge
(without tagline) should be used.

Dividerlines

Separate the brand identities with adivider line.

The thickness of the divider line should be half the
width of the Youilogo badge outline. Match the height
of the divider line to the height of the Youilogo badge
(adjusting for both positive and reversed treatments).

Spacing

Space the divider line using the Youilogo exclusion
zone (as per the proportionate “x” height of the
Youi wordmark). Mirror the space between the Youi
logo and the divider line to place the partnerlogo.

Proportions

The height of the partnerlogo should never exceed the
height of the Youilogo. The preferenceis to display the
Youilogo alongside stacked formats of partnerlogos so
that both brands have similar prominence. If the partner
logois alandscape format, it may need to be displayed
atasmaller overall height than the Youilogo badgeto
ensure amore even share of brand weighting.

Youilnsurance

Graphic Standards Manual

Page 40



Co-branding standards €

Examples with grids

)IOUI YourWor@
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Colour

Primary palette

Mono but not
monotonous

Let’s get something
straight-in pure black
and white-notup

for debate. We’rea
predominantly black
and white brand

(emphasis on the black).

Noifs, ands or buts.

€

Thisis notaccidental orincidental -it’s
fundamental. Beyond mere aesthetics,
our black and white colour palette aligns
with our core identity as abrand.

We’'re simple, direct and to the point.
There’s no grey areawith us. Youdon’t
have toread between the lines. We tell it
likeitis—inblack and white.

Blackis notcommonlyusedasa

hero colourintheinsurance industry,
providing an opportunity for disruption
and creating a more distinctive and
highly visible brand identity.

Youilnsurance Graphic Standards Manual
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Prlmary palette

Our

primary
colour
palette

Youilnsurance
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Primary palette

€

Black

It’'s the new black

Digital

HEX #000000

RGB R0O/G0/BO

Print

Pantone BlackC/BlackU

CMYK"™ C40/M40/Y40/ K100

CMYKtext™ CO/MO/Y0/K100

* UseBlack C for coated stocks and Black U for uncoated stocks.

** Userichblack forlarge areas of black and the logo. This ensures a strong black result
and avoids any colour banding which can occur when large areas of 100K are used.

*** Use 100K for black type and small areas of black on white (e.g. table lines). This ensures
optimum legibility, avoiding any issues with print registration, especially at small sizes.

Youilnsurance
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Primary palette

White

Digital

What to use when I —

you can'tuse black

Pantone N/A

CMYK C0/MO0/Y0/KO

Youilnsurance Graphic Standards Manual



Supportpalette

Support

palette

In support of our primary
black and white colour
palette, we have an
accent colour which

Is appropriate for
call-to-action buttons

and additional emphasis.

€

It’s important to note that the Youi
greenis asupport colouronly. ltsuse
should be minimal andrestrained.

As ageneralrule, the Youi green should
feature onless than 5% of the overall
design. This means no large areas of
green, no large blocks of green text.

Thelessit’s used, the more
powerfulitis. Keepitup your

sleeve for call-to-action buttons and
important highlights. Too much green
is off brand and limits its effectiveness.

Youilnsurance
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Supportpalette PR

Green

Digital

Thelessit’s used, R

the more powerfulitis

Pantone 802C/802U
. . . CMYK C60/M0/Y80/KO
Greatfor call-to-action buttons and small highlights. — — —_—
Works beston black. Avoidusingin headiines
N ever use g reen type on Wh ite b ac kg roun d S. :ccurately rleflclectt :‘he Yvibr-'ant on-.scre:(n ;olour :I:d has Iirrtit:ddcon:ra'.stlwith II)IacI;.‘
- sageneralrule, the Youi greenis not to be used for any printed materials, unless the
N eve r u Se Wh lte type O n g ree n bac kg ro u n d S u budgetallows for the use of Pantone colours.

Best used in digital spaces (doesn’t translate well to print).
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Colourusagerules €

Tints belong
on windows

\[o © Andno It’s imperative that Our colour palette reflects our tone.

We’re bold and direct. We don’t water

the Youi colour palette thatdown-ever.
IS hever tinted. We’rea This means no grey tints. We don’t use
. tints to separate backgrounds or areas
hlg h contrast bIaCK of information. If you feel the needto use
and Wh |te brand agreytint (whether light or dark) you’re
- doing it wrong. Keep it solid. Keep it strong.
Keepitonbrand.
The tintrule also applies to the Youi
accent green and all future additions to
the Youi support palette (including product
iconography and sub brands). Keep them
fullthrottle and neverintroduce tints under
any circumstances.
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Colourusagerules €

We also don’t
do gradients

Ever. Enough said.
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Colour summary €

Colour
summary

Black

HEX #000000

RGB R0O/G0/BO
Pantone Black C/Black U
CMYK C40/M40/Y40/ K100
CMYKtext C0/MO0O/YO0/K100
White

HEX #FFFFFF

RGB R255 / G255/ B255
Pantone N/A

CMYK C0/MO0O/Y0/KO
Green

HEX #00D258

RGB R0/G210/B88
Pantone 802C/802U

- __________________________________________________________________________________EECL0 C60/MO/Y80/K0
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Typography

€

Hey Helvetica,
you're justourtype

i All Youi collateral, whether internal
Typog raphy IS very i or external, must align to the Youi
|mporta ntto the Youi typography standards. Upholding these

- standards across all touchpoints ensures

brand' It plays d major not only a consistent visual impression,
ro|e in our d |St| nctive but supports the continuity and
| k d f | trustworthiness of our brand as awhole.
_OO an ce ? an We only use one typeface —Helvetica Neue.
lnteg ral pa rtof our Within thattypeface, we only use two

modernist aesthetic weights -Bold and Light.

Wedon’tuseitalics.”

This minimal approach might seem
limiting, butitactually offers avaluable
advantage. Ithelps us to be precisein
our messaging, prioritising information
to emphasise what’s important and omit
what’s unnecessary. We’re all about
simple, direct communication and our
typographyreflects that.

*

**

Use of Helvetica Neue Regular is permittedin
limited circumstances. These include small
disclaimers; small printed type reversed out
of black (less than 10pt) where print
registration may cause Helvetica Neue

Light tofillin; disclaimers and smalltypein
newsprint. Regular weight should never be
used for headlines, feature copy or body copy.

Italics are not part of our typographic
vocabulary. We never use themin headlines
or to differentiate between levels of hierarchy.
The onlyinstances whereitalics are
permittedis where they are required by law
(e.g.the name of a Parliamentary Act).
Disclaimers should notbe italicised.
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abcdefghljkmnopqrstuvwxyz
ABCDEFGHIJKLMNUVWXYZ
1234567890'@#$%"&*(+) 2

eeeeeeeeeeeeeeeeee

abcdefghukmnopqrstuvwxyz
ABCDEFGHIUKLMNUVWXYZ

12345678901@#$%A&HH):". .
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Helvetica Neue €

Helvetica Neue
cheat sheet

Th e Ch eat Sh eet on the In order to maintain brand uniformity,

i i'simportant that we treat Helvetica Neue
fO"OWIng page showcases with consistency across all touchpoints.
thebenchmarkstandard  Siteounane o narulesandyou
for HelveticaNeue

typesetting at Youi.
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Helvetica Neue cheat sheet

€

Headlines

Body copy

Helvetica Neue Bold Helvetica Neue Lignt

A2:1ratioistheideal sweet spotfor
Helvetica Neue Bold leading. Atthe

HelveticaNeue Lighthasa1:1
leading ratio. Thisis to ensure optimum

2X designer’sdiscretion,a3:2ratiois ix readability for large areas oftextand
1x also acceptable. The preferenceisfor body copy. When used for headlines
leading to be tight, but never touching. and in combination with Helvetica
When deciding on aleading ratio, 1x Neue Bold for feature text, the 2:1 ratio
consider the positioning of ascenders is acceptable. However, Helvetica
2% and descendersto ensure they never Neue Light body copy leading should
interfere with one another. never beless than 1:1.
1X
Character settings Paragraph justification Character settings Paragraph justification
Kerning Optical Minimum 50% Kerning Optical Minimum 50%
Tracking -25 Desired 60% Tracking -10 Desired 60%
Leading (Cap height) 2:1 Maximum 70% Leading (Cap height) 1:1 Maximum 70%
Paragraph spacing (Cap height) 1:1.5 Paragraph spacing (Cap height) |
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Uppercase usage

UPPERCASE

USAGE

Uppercase treatment
Is permissible at

the discretion of the
designer and where
appropriate in context
of the subject matter.

Uppercase settings follow many of the
same conventions as standard Youi
typography, with some adjustments.

Uppercase treatments may be used for
headlines and feature text only (holarge
areas of text or body copy).

Uppercase treatments mustbe Helvetica

Neue Bold and never Helvetica Neue Light.

Because of the block shapes and lack
of ascenders/descenders, uppercase
leading can afford to use the tight 3:2
leading ratio at all times.

€

Paragraph justification

Minimum 50%
Desired 60%
Maximum 70%

Character settings

Kerning Optical
Tracking -25
Leading (Cap height) i
Paragraph spacing (Cap height) 1:1.5

Youilnsurance
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Kerning

€

Keep it tight

We like type to be tight,
but never touching.

This goes forleading,
as well as kerning.

Negative tracking and optical kerning
add to our distinctive typographic style.
But they dorequire some additional
attention to detail to ensure we’re always
looking our best.

Some manual adjustments arerequired to
avoid any instances of characters getting
alittletoo close.

As abrand,we’re allabout treating
people asindividuals. The same goes for
Helvetica Neue characters-they need
their own space. They should never blend
together ortouch.

In certaininstances, the kerning needs
manual adjustment to bring characters
closertogether. Large defaultgaps
between certain letterforms and numbers
should always be rectified.

Examples of common character spacing
relationships that require manual
adjustment are detailed in this section.
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Kerning sy =
A guide to some of the commonly required manual kerning adjustments —especially in headlines and feature text.

Yo Yo Ye Ye Ya Ya rt rt ra ra re re
Default -110 Default -100 Default -95 Default 55 Default 15 Default 10
rd rd ft ft rn rn ty ty tt tt wy wy
Default 15 Default 50 Default 25 Default 50 Default 40 Default 50
ry ry ri n it it ta ta To To Ta Ta
Default 60 Default 20 Default 10 Default 20 Default -120 Default -100
Ky Ky if if fy fy rf rf ff ff TT TT
Default 35 Default 20 Default 50 Default 70 Default 50 Default 50

This is by no means an exhaustive or definitive list. The onusis on the designer to be sensitive to the individual relationships between characters, especially in relation to the overall
composition of the word. Letter combinations with large default gaps may require additional tightening to the settings listed above if surrounded by particularly compressed combinations.
Equally, default combinations that are especially tight may require additional spacing if surrounded by less compressed letter combinations. Treat every word as a whole and kernin
context over the overall composition.
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Kerning

Numbers require special attention—-especially in headlines and feature text.

€

11 11
Default -145
19 19
Default -75
49 49
Default 20
64 64
Default 35
85 85
Default 25

12 12 13 13
Default 70 Default -80
40 40 44 44
Default 40 Default 40
50 50 53 93
Default 25 Default 25
65 65 68 68
Default 25 Default 30
86 86 88 88
Default 20 Default 30

15 15
Default -85
45 45
Default 30
54 54
Default 35
71 71
Default -50
94 94
Default 35

16 16
Default -85
46 46
Default 25
56 56
Default 25
83 83
Default 35
98 98
Default 25

18 18
Default -65
48 48
Default 40
58 58
Default 30
84 84
Default 35
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Kerning

Treat punctuation with the same attention to detail as other character combinations.

€

k? k? t? t? f1? f?2 r? r?
Default 30 Default 30 Default 45 Default 35
|? 1?7 w? w? v? v? i? i?
Default 0 Default 35 Default 30 Default 0
t! ! N fl n r!
Default 25 Default 0 Default 35 Default 25

y? y?
Default 50
I! 1
Default 15
’S 'S
Default -70

Default -40 Default 45 Default 50 Default

Default

X? X?
Default 25
I! I!
Default 20
’d 'd
Default -70
1% 1%
Default -125
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Paragraph justification

Keep left

As a genera| rule we Occasionally, atthe discretion of the
? designer, we do allow centred type -
range typeto the left. but only in very special circumstances

(e.g. graphictitle screensinvideo).

Even more occasionally—andinthe
veryrarest of circumstances -right
aligned typeis permissible, but only
where limitations of the format or
special layout requirements dictate.

Never can we ever justify having
justified type. Justdon’tdoit.

€

Leftaligned

Thisis how we like toroll
the majority of the time.

o

Centred

This treatmentis permissible
inthe right circumstances.

Rightaligned

There are somerare occasions
when this treatmentis OK.

Justified

This is never allowed under any
circumstances. No matter what.
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Lists

Our approach to bullet pointlistsis simple.
We have standard in-text bullet points and

an option for feature bullet points using the
Youi arrow.

Examples of bullet point treatments are
displayed below. Spacing and indents are at the
discretion of the designer based on the point
size of the type and number of hierarchy levels
that need to be accounted for.

A good rule of thumb is to match the gap
between the bullet and the type to the cap height
of the text. Always align sulbsequent lines of type
to the indent and not the bullet.

Bullet points

Sublists

- Ifyouhave multiple levels of hierarchy and

Standardin-textbullets

« Here’s an example of standard in-text

Singlelinelists Featurelists

- Whentheentirelistis single line points. M Sometimes we use the Youiarrow

bullet points with a mix of multi-line
points and single-line points.

Here’s asingle-line bullet.

- The space between the bullet and this
textis equalto the cap height of this text.
Thisis aproportionate guide thatcanbe
usedto setindents at any point size.

Make sure youindentall lines of textand
not justthefirstline. The bullet points
should have their own spaceto the left.

Here’s another single-line bullet.

When the list contains bullet points

that span multiple lines, the paragraph
spacing of the list should match the
paragraph spacing for text the same size.

The spacing can afford to be tighter.
Youdon’tneed as much space.
You canreduceit.

But only whenthe wholelistis single lines.

If there’s more than a single line of text.
Thenyou need extra space for readability.

require sub bullets, thenit’s important
to ensure that the sub list bulletaligns to
the indent of the parentlistitem. Thisis
important because:

- Ithelps messaging hierarchy and
makes it clear that this sub list sits
beneath the bullet pointabove.

- You’llsee we’ve also switched from
aregularbulletto ahyphenforan
additional level of differentiation
between the mainlistand sub listitems.

 And now we’re back tothe mainlist.

infeature lists (as demonstrated
throughout this document).

The samerules as standard in-text
lists apply to these feature lists.

The height of the arrow should match
the cap height of the text.

Space the arrow from the type using
the cap height of the text.

Alllines of type should be indented.

Lists with only single-line points can
afford to have tighter spacing.

Lists that consist of one-worditems
only may use half the text cap height
to space the arrow from the type.
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Lists

Numbered lists Numberedlists should follow the samerules  Toensure a consistent indent within the list, the Varying number widths means that the space
asbullet-pointlists, which afew exceptions. designer wil have to set the indent based on the between the numbers and the text fluctuates
worst-case scenario number length. The space throughout the list. Basing the indent on the
between the longest number and the text should longest number means the space will never be
match the cap height of the text. less than the cap height of the text.

Numbered list settings
01 Here’sanexample of numberedlists. 05 Usethecap heightofthetypetoset

] the indentbetween the numbers and
02 Weusethe same paragraph spacing the listtext.

rules asregular bullet pointlists.

| ine 95 additional pointsin thislist.
03 Themaindifference between bullet maginesoadditionalpointsinthistis

lists and numbered lists is the variable 100 Bybasingtheindentspace onthe
width of the numbers. longest number (in this case, 100)
_ we have a consistentindent for the
04 Weneverwanttheleftedge ofthelist listtext and the minimum space
indentto vary, so we have to set the between the number and the text
indent based onthe longest number is maintained throughout.

lengthin thelist (bearing in mind, this
Is notnecessarily always the highest
number numerically).
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Typography

Additional
typerules

€

Please observe

No double spacing between sentences.

No hyphenating words over two lines
(legal and PDS documents exempt).

No large areas of green type.
No greentype on white.

No drop shadows on type.
No outlines on type.

Leave a space either side of aforward/ slash.
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Graphic elements

€

vmbol
library

We have alibrary of commonly used
symbols that align to our overarching
modernist aesthetic.

These symbol treatments are an extension of our visual language,
offering both consistency and flexibility. Symbols can be encapsulated
within discs and squares or applied free-form. This offers the designer
alevel of flexibility, while still maintaining overall consistency.

We should never use alternatives to substitute any of our existing symbols
(e.g. adifferent checkmark or arrow). Where needs arise for symbols to

be created outside of this library, they should be created within the same
grid framework and with the same weighting so that they complement
therestof the suite.
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Symbols

€

Flexible

onsistency

Symbols can be encapsulated withindiscs
and squares or applied free-form, offering
a level of flexibility to be implemented at the
designer’s discretion.

While the system allows for flexibility, it’s important to set a standard foreach
output and to treat the symbols in a consistent manner across your design.
This doesn’t mean that all symbols within a particular design must follow

the same convention (i.e. all free-form or all discs). Rather, that your chosen
conventions should be applied with consistency. For example, if creating a
feature list with free-form arrows, maintain that treatment for all similar lists
inyour design. Don’tinterchange with arrows indiscs or squares for lists if
you’ve already established afree-formlist style.

v QL4
x QLI
> Okd
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Symbols c s

Symbolsindiscs

Symbolsin discs should always be solid and never outlined. Always use official Youi symbol files and never alter or attempt
tore-create them. Any additions to the symbol library must be designed and distributed by the Youi Brand Team.
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Symbols c s

Symbolsin squares

Symbolsin squares should always be solid and never outlined. Always use official Youi symbol files and never alter or attempt
tore-create them. Any additions to the symbol library must be designed and distributed by the Youi Brand Team.
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Symbols

€

Free-form symbols

Free-form symbols should always be solid and never outlined. Always use official Youi symbol files and never alter or attempt
tore-create them. Any additions to the symbol library must be designed and distributed by the Youi Brand Team.

v X + O —
PV > €=
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Symbols c s

Feature
numbers

Numbers can be treated as feature elements
by encapsulating them in squares or discs.

As they are not strictly symbols and serve a unique purpose, itis permissible
to treat numbers separately from other symbols in your design. For example,
feature numbersindiscs can work alongside free-form checkmarks and
arrows etc. Just ensure that all feature numbers follow the same convention
inyour design once a standard s established.

Type size of the numbers should never be altered to fit within their shape.
For thisreason, feature numbers mustbe limited to two digits (i.e. 0-99).
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Symbols c s

Symbol grid construction

To maintain abalanced visual weighting across the suite, symbols encapsulatedindiscs
require an additional layer of padding. As live type, numbers don’t occupy the same height or
thickness as symbols. This is to ensure sufficient padding on all sides for double digitnumbers.
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Symbols c s

The Youi arrow

One of our most commonly used symbols, the Youi arrow can point up, down, left and right, as well as 45° angles. When used as a call-to-action, afree-form
arrow in Youi green is most effective. Always match end state arrow size to type cap height. Space between the arrow and the type should be equal to half

of the cap height. Call-to-action arrow placement and direction is at the discretion of the designer, but must always be facing a positive direction (i.e. either
straight or diagonal, in aleft toright direction). In live environments, there is also flexibility around the animation treatment. Arrows can slide to reveal text;
flash on and off; and rotate. A sample of acceptable call-to-action arrow treatments is demonstrated below. Once a call-to-action convention is established,
it'simportant to ensure consistentimplementation across all instances of the design/ campaign suite.

Myleld]aly

3 Startaquote Startaquote # Startaquote 2
3 Startaquote Startaquote A Startaquote 2
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Boxes andrules

Boxes
andrules

Contentboxes and linear rules are useful
graphic devices for providing structure
and hierarchyto alayout.

When and how to implement these elements is at the discretion of the

designer, however there are universal principles that must be respected.

€
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Boxes andrules

Therules
forboxes
andrules

Examples of acceptable box andrule usage
are evidenced throughout this document.

The key principles we adhere to for both are listed to the right and
evidenced on the following pages.

€

Boxes

3 Filledinorsolid single outline treatments only.
M Black and white only (no large areas of green).

M Nodrop shadows.
M Nocurvededges.
N Ensure sufficient padding on all sides.

IES

M Black and white only.
N Solidlines preferred. Dotted lines permitted.
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Boxes PR

Rules for boxes

Boxes must adhere to the primary Youi colour palette and modernist aesthetic. Simple, geometric and embellishment free. Always align your edges to your document grid.

o

v
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Rules €9

Rulesforrules

Linear rules are a very simple but powerful graphic device. Preference is for solid lines, however dotted lines are permissible in the right context at the discretion
of the designer. Whether solid or dotted, keep rules black and white as per the Youi primary colour palette (no tints) and always align start and end points to your
document grid. Rules should always be horizontal or perpendicular. No angles outside of north-south / east-west. Line thickness is determined at the discretion
of the designer, based on the intended purpose and requirements of the layout.

Alignrulesto Keeprules
documentgrid black and white.
and margins.

Breakitup. A

Rules can be used to separate layout elements or to add structure to your design.

Thickness can vary based on designrequirements.

Youilnsurance Graphic Standards Manual Page 78



Tables

Table
manners

In order to afford flexibility and the ability to
design for purpose, there is no one universal
treatment for table setup. Rather, a set of
principles that should be observed.

With great flexibility comes great responsibility. While there are various
acceptable treatments available, table styles must always align to the
overall Youi modernist aesthetic, with particular respectto the treatment
of typography, colour, boxes andrules. As with allinstances where the
designer is afforded discretion, once atable style is established withina
design, it should be consistently applied throughout.

€

Guiding
principles

Adhere to the Youi colour palette (no tints).

Solid lines preferred. Dotted lines permitted.

Only usefilled in cells for header rows.

Use sufficient padding to ensure clear
delineation between columns.

Leftalign type (humber columns exempt).

Use either horizontal (preferred)
or vertical cell dividers—never both.

"Vignelli-inspired NYC Subway System tables exempt (see page 82).
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Tables

€« » —
Examples of acceptable table formatting. These examples show the flexibility that is afforded while still adhering to the guiding principles.
Headerrow Headerrow
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text Table text. Table text.
New headerrow New headerrow
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text Table text. Table text.
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Tables

€

Examples of acceptable table formatting. These examples show the flexibility that is afforded while still adhering to the guiding principles.

Main header row

Main headerrow

Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text Table text. Table text
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text Table text. Table text
Sub headerrow Sub headerrow
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text.
Table text. Table text. Table text. Table text. Table text. Table text.
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Tables €

Examples of acceptable table formatting. These examples show the flexibility that is afforded while still adhering to the guiding principles.

Compare cover options

Third Party Third Party

Board room

Comprehensive Fire and Theft Property Only

v X

Accidentaldamage

Intentional damage

Storm orflood

Fire

Theft

Fire exit

Earthquake

Legalliability

Towing costs

Personaltransport

Q00®PO000000

SALSAL AR 20 20 A0 AL AL

Locks and keys
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Tables

€

Examples of acceptable table formatting. These examples show the flexibility that is afforded while still adhering to the guiding principles.

Main table heading Main table heading
Sub heading Sub heading Sub heading Financials Sub heading Sub heading Sub heading Financials

Table text. Table text. Longer table text. $100.00 Table text. Table text. Longer table text. $100.00
Table text, Longertabletext.  Tabletext $50.00 Tabletext. longertabletext.  Tabletext. $50.00
— —— —— S2000.00 Tab|e teXt ....................... T ab|etext ................... T ab|etext ................................... $200000
Longertabletext.  Tabletext Longer table text $250.00 Longertabletext. Tabletext. Longertabletext. $250.00
s —— —— 55000 Tab|e teXt ....................... T ab|etext ................... T ab|etext ....................................... $5ooo
Table text. Longertabletext.  Tabletext $2000.00 Tabletext. longertabletext.  Tabletext. $2000.00
Longertabletext.  Tabletext Longertable text $250.00 Longertabletext. Tabletext. Longertabletext. $250.00
——— —— —— 550,00 Tab|e teXt ....................... T ab|etext ................... T ab|etext ....................................... $5ooo
———— — —— S2000.00 Tab|e teXt ....................... T ab|etext ................... T ab|etext ................................... $200000
Longer table text. Table text. Longer table text. $250.00 Total $6750.00
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Tables

€

Examples of acceptable table formatting. These examples show the flexibility that is afforded while still adhering to the guiding principles.

Table text. Table text. Longer table text.
Table text. Longer table text. Table text.
Table text. Table text. Table text.
Longer table text. Table text. Longer table text.
Table text. Table text. Table text.
Table text. Longer table text. Table text.
Longer table text. Table text. Longer table text.
Table text. Table text. Table text.
Table text. Table text. Table text.
Longer table text. Table text. Longer table text.

Longer
Columnheading Columnheading columnheading

$100.00
$50.00
$2000.00
$250.00
$50.00
$2000.00
$250.00
$50.00
$2000.00
$250.00

Longer
Column heading Column heading column heading

Table text.
Table text.
Table text.

Table text.
Table text.

Table text.
Table text.

Longertable text.

Longertable text.

Longer table text.

Table text.
Longer table text.
Table text.
Table text.
Table text.
Longer table text.
Table text.
Table text.
Table text.
Table text.

Longer table text.
Table text.
Table text.
Longer table text.
Table text.
Table text.
Longer table text.
Table text.
Table text.
Longer table text.

Financials

$100.00
$50.00
$2000.00
$250.00
$50.00
$2000.00
$250.00
$50.00
$2000.00
$250.00
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Grids

Getyour
gridon

Never underestimate the power of a grid.
When used correctly, agood grid system
Is the designer’s most powerful tool.

The purpose of this sectionis not to teach non-designers howto use
grids, but to demonstrate the main grids we use, showcasing how we
apply them to enable both consistency and flexibility in one.
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Grids

Be responsible
and responsive

Layouts should be designed for purpose so
that outputs don’t feel templated and stale.

Dynamic use of responsive column grids assists with allowing flexibility,
while adhering to overarching modernist design principles and Youi
typography guidelines will ensure consistency and uniformity.

Page 87
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Basic grid structure €

Working with basic
document pixel grids

To ensure consistency and balance across
everything we do, we design everything on
agrid. The mostbasic grid structureis a
square pixel grid.

By providing incremental, scalable units of
measure, pixel grids make it easy to distribute
the elements of your layout with consistency
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Pixel grids are also the most effective way to
work with type. The square units make it easy
to ensure the cap height and leading of your
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smallest required type size. This way you can
ensure that every element of your design will be
able to align seamlessly to your grid.
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Responsive column grids —digital €

16:9format 12 column
responsive grid

This grid has been meticulously
consideredto ensure visual balance,
flexibility and overall ease of use.

The settings are mathematically incremental,
making scaling of elements simple.

The 5px base unit should be used to format
typography within the layout, ensuring cap
heights and baselines are always aligned to
the overall document grid.

16:9 grid settings
Document grid 5px

Margins 80px (all sides)
Columns 12

Gutter 40px
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Responsive column grids —-digital €

16:9format 12 column
responsive grid

12 columnsis agreatbase foracolumn
grid as it allows for maximum flexibility
and responsiveness.

As demonstrated here, 12 column grids
can be used for 2, 3 and 4 column layouts.
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Responsive column grids —-digital

€

16:9format 12 column
responsive grid

Here’s an example of a2 columnlayout
using our master 16:9 grid.

Thisis by no means the only way to execute
a 2 column layout, nor should it be used as

atemplate. It's merely a demonstration for
llustrative purposes only.

Observe how every increment of the grid
aligns to the S5px document baseline grid.

Typography sizes should also be set to align
with the document grid (using cap height)
as per typography guidelines.

2 columngrid
layout example

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna palais aliqua.
Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolorin
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur velum hiro spencialabore dolore.

Subheading text

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nilbh euismod tincidunt
ut laoreet dolore magna aliqguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum
iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla
facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesril delenit augue duis.

LLorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nilbh euismod tincidunt
ut laoreet dolore magna aliqguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum
iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla.

Subheading text

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibbh euismod tincidunt
ut laoreet dolore magna aliqguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum
iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla
facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesril delenit augue duis.

Duis autem vel eum iriure dolorin hendrerit in vulputate velit esse molestie consequat, vel illum dolore
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nilbh euismod tincidunt

ut laoreet dolore magna aliqguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit delenit augue duis.
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Responsive column grids —digital

€

16:9 format 12 column
responsive grid

Here’s an example of a3 column
layout using our master 16:9 grid.

Thisis by no means the only way to execute
a 3 column layout, nor should it be used as

atemplate. It’s merely a demonstration for
llustrative purposes only.

Observe how every increment of the grid
aligns to the S5px document baseline grid.

Typography sizes should also be set to align
with the document grid (using cap height)
as per typography guidelines.

3 column grid
layout example

Lorem ipsum dolor sitamet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex
ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur velum.

Subheading text

LLorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna
aliguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea
commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu
feugiat nulla facilisis at vero eros et accumsan et iusto odio
dignissim qui blandit praesent luptatum zzril delenit augue duis
dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, cons
ectetuer adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi
enim ad minim veniam, quis nostrud exerci tation ullamcorper
suscipit lobortis nisl ut aliquip ex ea commodo.

LLorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea
commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu
feugiat nulla facilisis at vero eros et accumsan et iusto odio
dignissim qui blandit praesent luptatum zzril delenit augue duis.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed

nonummy nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex eatlia
commodo consequat. Duis autem vel eum iriure dolor.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit sed
diam nonummy nibbh euismod tincidunt ut laoreet dolore magna

aliguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud.
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Responsive column grids —digital

€

16:9format 12 column
responsive grid

Here’s an example of a4 column layout
using our master 16:9 grid.

Thisis by no means the only way to execute
a 4 column layout, nor should it be used as

atemplate. It’s merely a demonstration for
llustrative purposes only.

Observe how every increment of the grid
aligns to the S5px document baseline grid.

Typography sizes should also be set to align
with the document grid (using cap height)
as per typography guidelines.

4 column
grid layout
example

Subheading text

Loremipsum dolor sitamet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magnaaliqua. Ut
enim ad minim veniam, quis nostrud exercitation ullamco laboris
nisi ut aliquip ex eacommodo consequat. Duis aute irure dolorin
reprehenderitin voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non proident, suntin
culpa qui officia deserunt mollitanimid est laborum.

L.orem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat

olutpat. Ut wisi enim ad minim veniam, quis nostrud exercitation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.
Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse
molestie consequat, velillum dolore eu feugiat nulla facilisis at vero eros
et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat

olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.
Duis autem vel eum iriure dolor in hendrerit in Vulputate velit esse
molestie consequat, velillum dolore eu feugiatinulla facilisis at vero eros
et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril
delenit augu duis.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

L.orem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat

olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.
Duis autern vel eumiriure dolor in hendrerit in vulputate velit esse
molestie consequat, velillum dolore eu feugiat nulla facilisis at vero eros
et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
olutpat. Ut wisi enim ad minim veniam, quis nostrud exercitation

ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

| oremipsum dolor sitamet, cons ectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
volutpat. Ut wisi enim ad minim veniam, quis nostrud exercitation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

L oremipsum dolor sitamet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
volutpat. Ut wisi enim ad minim veniam, quis nostrud exercitation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.
Duis autem vel eumiriure dolor in hendrerit in vulputate velit esse
molestie consequat, velillum dolore eu feugiatinulla facilisis at vero.

L.orem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat
olutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation.
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Responsive column grids —-digital

9:16 format 12 column
responsive grid
The 9:16 format grid follows the same

principles as the 16:9. These settings can
also apply to square 1:1 formats.

This grid has been meticulously considered
to ensure visual balance, flexibility and overall
ease of use.

The settings are mathematically incremental,
making scaling of elements simple.

The 5px base unit should be used to format
typography within the layout, ensuring cap
heights and baselines are always aligned to
the overall document grid.

9:16 grid settings
Document grid 5px

Margins 80px (all sides)
Columns 12

Gutter 40px
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Responsive column grids —print

A4 portrait 6 column
responsive grid

This responsive 6 column A4 portrait print
grid has been meticulously considered

to ensure visual balance, flexibility and
overall ease of use.

The Imm base unit should be used to format
typography within the layout, ensuring cap
heights and baselines are always aligned to
the overall document grid.

Thisis by no means the only grid set up for
printed portrait A4 documents. The principles
outlined herein should be used as a guide of
how to setup a responsive print grid using the

document grid as a base.

A4 grid settings
Documentgrid 1mm

Margins 15mm (all sides)
Columns 6

Gutter 6mm
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Responsive column grids —print

A4 landscape 12 column
responsive grid

Thisresponsive 12 column A4 landscape
print grid has been meticulously

consideredto ensure visual balance,
flexibility and overall ease of use.

The Imm base unit should be used to format
typography within the layout, ensuring cap
heights and baselines are always aligned to
the overall document grid.

Thisis by no means the only grid set up

for printed landscape A4 documents.

The principles outlined herein should be
used as a guide of how to setup aresponsive
print grid using the document grid as a base.

A4 grid settings
Documentgrid 1mm

Margins 14mm (all sides)
Columns 12

Gutter 7mm
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Imagery €

Brand
Imagery

Imagery plays an enormous role in bringing
our brandto life, engaging audiences and
helping us to communicate and tell stories.

While grade, subject matter and image treatment may alter over time

to suit campaign tone and brand messaging, our approach toimagery
remains setin stone. We use images to connect and communicate, notto
decorate or embellish. Ourimagery s real, human and emotive. We shoot
our ownimages. We don’tuse stockimages. We don’tuseillustrations.
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Imagery €

A sample of some of the imagery we’ve used in the past. While grade and tone may change, ourimagery is always real, human and emotive.
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Imagery €

A sample of some of the imagery we’ve used in the past. While grade and tone may change, ourimagery is always real, human and emotive.
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Imagery €

A sample of some of the imagery we’ve used in the past. While grade and tone may change, ourimagery is always real, human and emotive.
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Imagery €

A sample of some of the imagery we’ve used in the past. While grade and tone may change, ourimagery is always real, human and emotive.
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Imagery €

A sample of some of the imagery we’ve used in the past. While grade and tone may change, ourimagery is always real, human and emotive.
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Printing PR

Printing

As amodern brand that cares forthe
environment, most of our documents
are digital. That being said, there are
iInstances where printed collateral

IS required.

Wherever possible, we prefer to use eco-friendly paper
stocks and work with our trusted print suppliers to find
the most suitable option for our tangible printed pieces.

For paper finish, we use uncoated matte paper stocks.
For premium printed pieces, uncoated black stock printed
with white ink or white foil makes a lasting impression.
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When Iin doubt,
stick to the wisdom
of Henry Ford:

You can have any colour
you want, solong as it’s black.
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Contact

For all enquiries and to obtain approval
for application of the Youi brand, please
contact the Youi Brand Team.

Head of Creative Services

Email aus-brand@youi.com
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