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WELCOME Letter fromLeadership @

We ARE ALL REsPUNSIBLE
~UR UUR BRAND IMAGE

I am pleased to present the Zoeller Company Corporate Brand Continuity Guide. This Guide is in place to unify our
marketing efforts across all Zoeller divisions by creating brand continuity across all communication channels in the
marketplace. Our goal is to build upon a consistent brand image and create a look and feel within the market that is

unmistakably recognized as The Zoeller Company and its Family of Water Solutions.

We are all responsible for maintaining the integrity of the Zoeller brand. Zoeller employees within all divisions and
subsidiaries are expected to follow the parameters outlined in this Continuity Guide in all communications. While
our goal is not to create templates for our divisions, we instead strive for continuity that allows our marketing
departments the flexibility to cater communications and campaigns to their specific markets, all while maintaining
the integrity of the parameters set forward in this guide. Creating this continuity in the look and feel of our branding

should publicly and easily identify each division as part of the whole — Zoeller Company.

We also ask that our customers, representatives, and anyone presenting our product or name on our behalf follow

this Guide to protect our brand and the values we stand for.

Within the pages of this Guide, you will find parameters for the use of our logos, taglines, brand colors, graphic
styling, and more. | hope you will find this information useful and helpful. If there are aspects regarding
application of our brand that are not covered in this Guide, Corporate Marketing shall be notified. Furthermore,
the use of any branded material that is outside the scope of these parameters must receive prior approval from
Zoeller Corporate Marketing.

If you have any questions about these guidelines, please communicate with our Corporate Marketing Department.

Thank you for representing and building upon the Zoeller brand.

Sincerely,

John A. Zoeller, PE, CEO
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WELCOME Historical Overview @
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Zoeller Company is founded by August "Pop” Zoeller as he begins designing and building pedestal sump
pumps in the basement of his home.

Zoeller acquires A to Z Custom Molding, now known as Lincoln Industries, Inc., in Boonville, Indiana. This
enables controlled manufacturing of plastic components.

To satisfy customized orders for the industrial and municipal markets, Zoeller Engineered Products is
started, offering heavy-duty, solids-handling and grinder pumps up to 50 HP.

Zoeller acquires Flint & Walling in Kendallville, Indiana. As a well-known and trusted manufacturer of
potable water pumps founded in 1866, Flint & Walling brings a new aspect of water solutions to the

Zoeller family of companies.

Zoeller Pump Company is established as a division. Based in Louisville, Kentucky, this line manufactures
residential and light commercial pumps for moving water up and out.

Zoeller Taiwan is established in Taipei with full engineering, sales, and marketing staff in addition to
light manufacturing.

Zoeller Onsite, Zoeller's onsite water solutions division, is renamed Clarus Environmental and
incorporated into the family of companies.

Zoeller Canada is established as a legal sales office and warehouse in Toronto to better serve the
Canadian market.

Zoeller acquires Tulsar Canada in Toronto as its custom control panel manufacturer within the industry.

Zoeller acquires Wolf Pump in Abernathy, Texas to further extend manufacturing for customized
submersible and turbine pumps for industrial and irrigation applications.

Zoeller acquires TruNorth Components, an OEM manufacturer of air compressors and vacuum pumps in
Plymouth, Wisconsin, to allow more opportunity to move and treat water with air.

Zoeller legally incorporates Zoeller México as its sales office and distribution center in Guadalajara, Mexico.

Through persistence and a commitment to never compromise our company values, Zoeller Company now has fourth-

generation leadership and is the oldest submersible pump manufacturer in the United States.
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OVERVIEW HowtoUse This Guide @

UoING THIS GUIDE

Zoeller Company is a growing corporation that does business in more than 50 countries. We communicate with the
world in countless ways. To maintain a strong brand identity among all divisions that make up the Zoeller Family of
Water Solutions™, all marketing communications should meet the criteria in this Brand Continuity Guide. To make it
easier, all communications can be broken down into two categories: inward-facing and outward-facing.

INWARD-FACING COMMUNICATIONS

These include all communications that occur away from the public eye, such as internal emails, memos, meeting
notes, and internal signage. In short, if it will more than likely never be seen by anyone outside of Zoeller or a
Zoeller subsidiary, then it is inward-facing.

OUTWARD-FACING COMMUNICATIONS

Outward-facing communications carry greater responsibility because they represent Zoeller Company as a whole
to the public. These encompass everything from product packaging and labeling to websites and signage — along
with all sales, marketing, and PR efforts. It is important that everyone who interacts with any division of Zoeller
Company —including vendors, representatives, customers, and competitors — is presented with a clear, consistent
impression of our brand.

PRODUCTION MATERIALS

The criteria in this Brand Continuity Guide apply to all outward-facing marketing, advertising, and promotional
communications. Standard production materials such as installation instructions, labels, cartons, etc. may not be
applicable to the full extent and should be approved at the Marketing Department’s discretion.

REVIEWING PROJECTS USING THIS GUIDE

Keep this Guide close. It's the easiest way to ensure that your project presents a clear, concise impression of the
Zoeller brand and all our divisions. Everything you need for reviewing any communications piece or promotional
item can be found in this Guide, including guidelines for logos, fonts, graphics, messaging, and more. Comparing
your piece against these guidelines before you submit it for feedback should greatly expedite the approval and
publishing process.

In addition to following these guidelines, it is vital that every project is proofread, whether it is internal or outward-
facing. Have someone who is not as familiar with the project review it for spelling, grammar, correct phone
numbers, etc. Clean and consistent presentation of content protects our brand, grows name recognition, and builds
credibility within our industry.
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OVERVIEW Approvals, Reviews, and Contacts

SHAND CONTINUITY CONTAC TS

LOUISVILLE, KY

SALES AND MARKETING DIRECTOR
(ZOELLER PUMP COMPANY, ZOELLER ENGINEERED PRODUCTS, CLARUS ENVIRONMENTAL)

Mark Huntebrinker | markh@zoeller.com

KENDALLVILLE, IN AND ABERNATHY, TX

SALES AND MARKETING DIRECTOR
(FLINT & WALLING, WOLF PUMP, STAR WATER SYSTEMS)

Justin Ramsey | jramsey@ flintandwalling.com

CANADA

MARKETING AND BUSINESS DEVELOPMENT MANAGER
(TULSAR CANADA, ZOELLER CANADA)

Sherif Youssef | syoussef@tulsar.com

INTERNATIONAL

CORPORATE INTERNATIONAL SALES AND MARKETING MANAGER
(ALL BRANDS)

Jason Nett | jasonn@zoeller.com

CORPORATE

CORPORATE VP OF SALES & MARKETING
(ALL BRANDS)

Scott Lechner | scottl@zoeller.com

DIGITAL MARKETING MANAGER
(ALL BRANDS)

Coleen Byrn | coleenb@zoeller.com
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OVERVIEW FAQs @

FREWUENTLY AoKED WUES TTUNS

MAY | USE THE LOGO IN MY POWERPOINT PRESENTATION?

A: Yes. Just be sure to follow the limitations and guidelines outlined in this Guide.

DO | NEED APPROVAL EVERY TIME | USE THE ZOELLER LOGO OR A DIVISION LOGO?

A: No. Once you have permission to use our logos in your materials, simply follow the guidelines and rules for
proper logo usage found in this document. If you have further questions, please contact marketing.

MAY | CHANGE THE ZOELLER LOGO?

A: No. Guidelines for proper logo usage and restrictions can be found on pages 18-22. These guidelines and
restrictions also apply to all division logos.

MAY | USE THE IMAGES AND LOGOS FROM YOUR WEBSITE?

A: As long as you have written consent from Zoeller Company or its relevant division. Just be sure to consult
this Guide for proper usage.

WHAT TYPE OF RESOLUTION SHOULD | USE FOR ZOELLER COMPANY LOGOS?

A: If it is for use on your website or any digital media, a low-res file will suit your needs. If you will be printing
our logos on formal promotional materials, you will need a high-res file. In this case, contact marketing.

ARE THERE DIFFERENT GUIDELINES FOR INTERNATIONAL USAGE?

A: On page 21 of this Guide, you'll find logo usage for our entities in Canada, Mexico, and Taiwan. The same logo
guidelines and brand standards apply per relevant product line.

o017 J/ Zoeller BRAND CONTINUITY GUIDE



OVERVIEW WhyBranding s Important

WHY BRANDING 15 IMPURTANT

WHY BRANDING MATTERS

Branding provides an emotional link between our company and our customers. It engages customers, builds
loyalty, and makes it easy for people to relate to us on a more personal level. Branding also makes information
about our company meaningful. People make buying decisions based on perceptions conveyed through
branding, which is why it is so important to integrate the right brand messages at every point of contact.

In our case, as the Zoeller Family of Water Solutions™, it is important to create consistency in the message
and impression of our brand across all channels. Our goal is to unify our brands as unique parts of a single
corporation. By projecting a consistent message, look and feel from each of our divisions, we are ensuring
that all who do business with us can expect the same dependable service and products from each of our
counterparts as well.

WHAT IS A BRAND?

Just as every person has a unique personality, every business has its own identity — a brand. A brand is more
than simply a name or logo. At Zoeller, we define our brand as the experience and emotional connection
created by the consistent delivery of our company’s promise of dependability.

PROTECTING OUR BRAND

If a company is constantly changing its brand by altering its appearance, tone, or promise, consumers may
begin to mistrust that company, or they may simply forget about it altogether. That's why branding matters. It's
also why consistency is so important. That is the reasoning behind this Brand Continuity Guide. It is designed
to make sure the Zoeller brand remains dependable and recognizable. People trust Zoeller, and we want to be
certain that will not change.

BRANDED HOUSE VS. HOUSE OF BRANDS

Differentiating between these two branding models can be tricky. A branded house model features one
flagship brand name which serves as an umbrella for all products and services. This is how the divisions
within Zoeller Company operate.

In a house of brands model, there is a master brand with freestanding brands underneath and subtle links
between them.

o017 J/ Zoeller @ BRAND CONTINUITY GUIDE






BRAND RATIONALE Defining Zoeller

DEFINING Z0ELLER

BRAND POSITIONING STATEMENT

A brand positioning statement is the message we want to convey to our audiences, including current customers,
potential customers, vendors, partners, and the general public. It simplifies what we stand for as a corporation,
what each of our divisions holds as a common purpose, and a basis by which we can gauge any decisions that
may affect our brand image.

Zoeller Brand Positioning:

Around the world, people depend on the Zoeller family of
companies and their products to move and treat water.

CORPORATE MANIFESTO

A corporate manifesto breathes life into our company’s brand values. It is a powerful statement that shares who
our company is, how we serve our customers, and why that makes a difference. The manifesto also serves as our
organization'’s rallying cry, unifies and inspires internal audiences, and gives purpose to each action

and transaction.

Zoeller Company Manifesto:

Regardless of the type of products a company offers, what every manufacturer is really building is a reputation.
And at Zoeller Company, we couldn’t be prouder or more protective of the strong legacy we've built for
engineering excellence, product durability, exceptional service, and honest leadership. We maintain quality,
service, innovation, and integrity in everything we do.

Throughout the water industry and beyond, the Zoeller name is synonymous with durability. Across all Zoeller
brands, our products simply perform better and last longer. It all comes down to the details. We are meticulous
in every step of our design and manufacturing processes. Then, and this is where we distinguish ourselves, we
rigorously test every single product — every single time. This vital step ensures that every one of our products
works, every time. No one can match this level of product confidence. So, when you see the Zoeller name, you
can rest easy knowing that our products will deliver. We stake our reputation on it.

Zoeller. Trusted. Tested. Tough.™

CORE TENETS

Our core tenets define the functions of Zoeller Company and the products and services provided
by each of our divisions. This is how we define ourselves as the Zoeller Family of Water Solutions™.

Water Movement In: Brings water in or toward a purpose — typically relating to groundwater or potable water
Water Movement Out: Removes water or takes it away from an area — typically relating to wastewater or effluent

Water Treatment: Prepares water to be used for its next purpose

o017 J/ Zoeller @ BRAND CONTINUITY GUIDE



BRAND RATIONALE Defining Zoeller
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BRAND RATIONALE Defining Zoeller @

BRAND ARCHITECTURE

Zoeller Company is the parent company for a variety of entities. The chart below illustrates how these companies
all work together to complete the Zoeller Family of Water Solutions™. The most important takeaway from this
corporate structure is that each of these entities is an extension of the overall Zoeller brand and therefore
responsible for its public image.

@ JoELLER

I
> ©LINCOLN ®
e = | JELLER
— 5 | INDUSTRIES, INC. | TAIWAN THUNORTN COMPOMINTS
=z
T m :
f (Exclusive to Zoeller) (Exclusive to Zoeller) (Provider of (Provider to
— n Components) Other Industries)
@)
> WATER MOVEMENT IN WATER MOVEMENT OUT
~ :
— @ 2 ®
=~ . TuLsAR. @ Zﬂﬂ[[/.' )
m FLINT & WALLING CUSTOM CONTROLS PUMP COMPANY
—

(Shared within Industry)

WoLr® Joatr @

CUSTOMIZED PUMPS H ENGINEERED PRODUCTS

SYIYNLOVANNYW

WATER TREATMENT

CLARUS. @ @ Jere

INT'L SALES OFFICES CUSTOMERS OMNI-CHANNEL

o ELLER. Retail E
: .2 Wholesale Distributors ' : commeree
- STAR
= ot @ Contractors e svoeas
- e Engineers (Private Label) :
c @ Utilitech

Zﬂyﬁliﬂ ‘ Municipalities 20 Pro

{ TO END USER S
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BRAND RATIONALE MessagingandTone

MESSAGING AND TONE

Zoeller Company is responsible for conveying three primary messages.

1. Who we are —What we provide 2. How we set ourselves apart 3. Where we're going

TONE

For each message, the tone remains the same —approachable, intelligent, and authentic. This means clear,
concise copy that does not talk down to our audiences, but informs in a conversational and informative manner.

ZOELLER IS ALWAYS: ZOELLER IS NEVER:
Approachable Aloof
* friendly Distant
* helpful
* easy to talk to Sloppy
Wasteful
Intelligent Uninformed
* knowledgeable
+ alert and aware Obtuse
* responsive Dishonest
* experienced
False
Authentic Insincere

* genuine
* true to self
« faithful to core values

* honest

MADE IN THE USA

According to the Federal Trade Commission (FTC), for a manufacturer to advertise its products as being Made in
USA, the product must be “all or virtually all” made in the United States. This means the significant components

and processing used to manufacture a product must be of US origin. A qualified claim may be made and acceptable

in the marketplace to express the extent of a product’s domestic materials and labor when it is not entirely of
domestic origin.

As a family-owned corporation founded in the United States, Zoeller takes these FTC standards very seriously and

regularly conducts the due diligence necessary to ensure the quality of our products and the accuracy of our claims.

Internal policies and procedures will dictate our company standards for how such claims may be applied to each of

our products. Externally, customers will have a clearer image of where their products are coming from and the level

of quality and dependability they can expect from the Zoeller brand.

o017 J/ Zoeller BRAND CONTINUITY GUIDE



BRAND RATIONALE Corporate Elevator Speech

CURPORATE ELEVATUR 5PEEUH

An elevator speech is a quick glimpse at who Zoeller is. Imagine you're riding in an elevator. The stranger beside
you asks, "What is Zoeller?” Your answer depends on how long you'll be in the elevator and how much the
listener wants to know. In less than 30 seconds, you can share basic information. Riding up another few floors
gives you time to explain who Zoeller is and what we do. A longer ride with @ more curious audience allows you
to provide an inspiring message about the lasting power of Zoeller's core values.

Below are examples of corporate Zoeller elevator speeches meant to inform, explain, or inspire. Each person’s
speech will be different based on individual personal experience. Though it should be rehearsed and memorized,
each person'’s elevator speech should exude the passion he or she feels about an aspect of the company. This is
meant to engage your listener in further conversation and prompt deeper questions about who we are and why
we do what we do.

INFORM

Zoeller is a family of manufacturing companies supplying highly dependable products that move and treat water
in residential, commercial, and industrial industries around the globe.

EXPLAIN

We design, manufacture, and distribute a variety of water pumps, controls, and systems that are trusted to work
from the moment they are connected. We serve a wide range of movement and treatment needs beginning with
moving water from the ground and ending when it is returned to the ground.

INSPIRE

The Zoeller family of brands is not only united in their purpose and products, but also in how we operate. We

put our customers first, insist on product quality, and provide easy, exemplary service. We focus on building trust
through honoring our personal commitments and delivering high-quality, dependable products. Simply put, that's
the Zoeller way.

o017 J/ Zoeller @ BRAND CONTINUITY GUIDE



BRAND RATIONALE Taglineand Name Usage @

TAGLINE

If the Zoeller tagline is used as part of the logo, it should always appear in Aller Light, upper and lower case, and
letter-spaced as shown below. The tagline should only appear in black, white, or one of the approved corporate
colors. But when the tagline is used as a major design element — such as a headline or graphic - fonts, colors, letter
spacing, etc., are up to the designer. Just be sure to get final approval from the marketing department. In these cases,
use of the primary logo without the tagline is the right choice.

. n Highlights differentiator of rigorous testing
Starts with positive

Trusted. Tested. Tough.”

Conveys core value of dependability /

Puts products in positive light

CORPORATE ENDORSEMENT

In order to leverage the Zoeller name and show the relationship among the divisions, this tagline may be used
when appropriate for audience and context in presentations and other marketing media.

When used, this endorsement should appear in the bottom right-hand corner in Univers Bold Italic, and it must
be used with a superscript "TM.” This may be used in 60% black, reverse, or any primary brand color.

Zoeller Family of Water Solutions™

ZOELLER IN WRITTEN FORM

"Zoeller® Company" is the official name of the corporation which the affiliated divisions/brands fall under.
Zoeller is a registered trademark. A super-scripted "®" symbol must be included with the first appearance of
the "Zoeller® Company"” name in any brochure, advertisement, correspondence, website, etc. The "®" symbol
is not a legal requirement, therefore the "®" may be dropped in any additional appearances of "Zoeller
Company” name within the same piece.

When referring to the corporate brand only, use "Zoeller® Company” at first reference. After that, you may use
"Zoeller Company" or simply “Zoeller.”

o017 J/ Zoeller BRAND CONTINUITY GUIDE






BRAND IDENTITY Corporate Logo Guidelines and Usage @

PRIMARY CURPUORATE LOGUO

Meet the workhorse of the Zoeller brand, Zoeller Company'’s official corporate logo. It is identified by two
distinguishing components: the typographic element and the Meatball. This typographic element was meticulously
designed with specific angles in the 1950s by Bob Zoeller, the son of our founder. Though the company logos have
undergone a few revisions over the years, the integrity of this typographic design remains.

In this logo’s primary format, the Zoeller name and Meatball should be shown in Pantone® 347 along with the
registered trademark symbols that should always accompany each of them. This version of the corporate logo should
be your first choice whenever possible. Alternate versions of the corporate logo are available and displayed in this
Guide. However, alternates should only be used when design or production issues make it impossible to reproduce
the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of Pantone® 347 may be used]

MEATBALL TYPOGRAPHIC
ELEMENT
( ”[l ®
, ®
TYPOGRAPHIC
REGISTERED
MEATBALL TRADEMARK
REGISTERED
TRADEMARK

o017 J/ Zoeller BRAND CONTINUITY GUIDE



BRAND IDENTITY Corporate Logo Guidelines and Usage @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Zoeller Company logo must never be altered from its original graphic proportions.
Itis only to be used in proportion with the typographic element and Meatball as indicated below.

Height of Meatball
is equivalent to the
body height of the Z

‘ Typographic registration mark
Right side of Meatball is is in the bottom right, flush
flush with the left side of with the bottom of the R

the typographic element
Both registration marks
are the same size

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any
design. Other elements should always maintain a space equal in size to the "E” around all sides of the logo art.

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

&Y/ 1774
| |
\

1" (25 mm)
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BRAND IDENTITY Corporate Logo Guidelines and Usage

ALTERNATE CURPURATE LOGUS

These alternate logos are intended for use when production or design restrictions make it difficult or impossible to

reproduce the primary logo to its standards. The variations that follow provide acceptable options for alternatives

to the primary corporate logo.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the colors listed below may be used]

LOGO VARIATIONS

Y7177

Trusted. Tested. Tough”

Color Logo with Tagline

This 2-color version is shown with the typographic
element and Meatball in Pantone® 347 and the tagline in
60% black. The tagline may also be shown in Pantone®
347 for a single-color option. Usage of the tagline with
the logo is not mandatory, but when it is used it should
be displayed in the configuration shown above. The
tagline is justified left and right to the Zoeller name and
placed one and a half tagline heights below the Z.

@ [otLLR

Black and White
This version is shown with all elements in 100% black.

@ [oLLeR

Grayscale | 60% Black
This 1-color grayscale version is shown in 60% black.

@ JOELLER

Reversed

This version is shown with all elements in white. The black
box shown here is an illustrated example of a background
only and not a control field around the logo.

@ [aELLER,

Applied Over a Pattern

For a pattern of dark colors, use white for application. In the
case of patterns with lighter color schemes, apply the logo
in the 100% black variation.

o017 J/ Zoeller BRAND CONTINUITY GUIDE



BRAND IDENTITY Corporate Logo Guidelines and Usage @

INTERNATIONAL DIVISION LOGOS

These versions of the corporate logo should be used when referring to Zoeller Company’s international legal entities.

The Meatball becomes smaller and shifts to the upper right, and the corresponding country is displayed below

the typographic element in Univers Bold Condensed in 60% black. These logos should always be displayed in the
configuration shown below. All corporate logo guidelines, variations, and restrictions also apply to the international logos.

Zﬂﬂl[/ﬁ @ ELER © Zﬂﬂmz @

CANADA MEXICO TAIWAN

USE WITH ZOELLER FAMILY BRANDS

Some marketing pieces may require that the Zoeller Company logo be shown with some or all of its divisions. The
division logos should be displayed at between 50% and 75% of the Zoeller Company logo size, which should always
remain dominant. To establish visual equality among the divisions, they should each appear in the same size, and
their grayscale versions should be the first choice, though they may all appear in color when necessary. Below is an
acceptable example of how Zoeller Company and all its division logos should be displayed together.

@ JOELLER,

Zﬂﬂ[[/i?, @ Zﬂﬂliﬁ{ © FIWw® WWorr® CLarus® TULSAR @

PUMP COMPANY ENGINEERED PRODUCTS FLINT & WALLING CUSTOMIZED PUMPS ENVIRONMENTAL CUSTOM CONTROLS

Joeter @ Jorer @ Joeimr @ STAR. SUNCOIN @ [erer. @ NS

CANADA MEXICO AN WATER SYSTEMS IGUSTRIES, NIC. | swermns wires seceorons | TAUNORTH COMPORENTS
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BRAND IDENTITY Corporate Logo Guidelines and Usage @

LUGU RESTRICTIONGS

The Zoeller Company logo must always remain easily recognizable and readable. No part of the logo may be altered
in any way, and it must be reproduced only from approved artwork. Below are examples of unacceptable versions
of the Zoeller Corporate logo. These restrictions are in place to maintain brand consistency, and they apply to the
primary logo as well as the approved alternate versions.

@ fztzeer. @Loeller Zﬂﬂl[ﬂ

Do not stretch the logo Do not change the Do not remove the Meatball or
horizontally or vertically. typographic element. registered trademark.

@ JuLLer | @[k @K

Do not change the colors Do not put an outline or Do not skew
of the logo. frame around the logo. the logo.

@1 LER. JOELER  JaeiR @

Do not rotate Do not crop the Meatball Do not alter or rearrange the
the logo. when it is part of the elements of the logo.
primary logo.

o017 /| Zoeller @ BRAND CONTINUITY GUIDE



BRAND IDENTITY Meathall Guidelines and Usage @

THE MEATBALL

The Zoeller Company'’s avatar is known as the MEATBALL. It is the signature of the Zoeller brand, which was designed
to resemble an impeller, the common component of all pumps manufactured by the Zoeller divisions. This powerful
symbol produces instant brand recognition and a powerful self-presence. Due to our branded house structure, the
Meatball is used in the division logos as an endorsement from the parent company.

The Meatball must always appear with the registered mark in its original graphic proportions as indicated below.

OUTER CURVATURES
INNER TWO-VANE
IMPELLER DESIGN
REGISTERED
TRADEMARK

®
MEATBALL VARIATIONS

The Meatball can appear in a wide range of options, depending on the circumstances. The Meatball can be enlarged
to massive proportions or reduced to a pea-sized mark. It can be reproduced in almost any application, as long as the
correct option is chosen. The Meatball can appear in black or any primary brand color. Also, Grayscale rules apply to
versions in primary brand colors.

1-color ‘m“ White

This is the preferred version of the This version is to be reversed out of

1-color Meatball. Whenever possible, photographs and color backgrounds.

this should be your first choice.

®
Grayscale | 60% Black Grayscale | Screened Back | Minimum
. . 10% Black (10-60% acceptable
This is the preferred version of the . o
depending on application)
grayscale Meatball. This version is to be used behind type
® and other design elements in any

approved corporate color as a supporting
graphic or watermark.

Campaign Integration

Occasionally, the Meatball can be dressed up for special
campaign promotions. Additional elements or alternate
treatments of the Meatball are permitted, provided they are
reviewed and approved by the Marketing Department.

o017 /| Zoeller @ BRAND CONTINUITY GUIDE



BRAND IDENTITY Meathall Guidelines and Usage @

MEATBALL CROPPING

A versatile application of the Meatball is to crop it off the edge of a layout. The Meatball may be cropped in many
ways, provided it is reviewed and approved by the Marketing Department. It must always remain recognizable by
showing no less than 25% of the Meatball. Below are some examples of how the Meatball may be cropped in any of
its variations.

MEATBALL RESTRICTIONS

The Meatball must always remain easily recognizable. It may appear in many variations, but it must be reproduced
only from approved artwork in one of Zoeller's primary brand colors, shown in this guide, or a reversed white
application. Below are examples of unacceptable alterations of the Meatball. These restrictions are in place to
maintain brand consistency.

@ @®

Do not stretch the Meatball Do not skew Do not rotate
horizontally or vertically. the Meatball. the Meatball.

o017 J/ Zoeller BRAND CONTINUITY GUIDE



BRAND IDENTITY Corporate Color Usage @

CURPORATE CULUR UsAGE

Color reproduction is vital to proper usage of Zoeller Company's logo and all marketing materials. Acceptable color
options are shown below. Care must be taken when reproducing colors on any communications. Materials and
reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE

These are our primary colors. Bold, familiar and easily recognizable, these colors should be the first choice when representing
Zoeller Company.

PANTONE® 2292 CP 60% BLACK
CMYK 48/0/92/0 CMYK 0/0/0/60

PANTONE® 347 CV
CMYK 100/0/86/3

RGB 145/200/76 RGB 128/130/133
HTML 91C84C HTML 808285

RGB 0/161/96
HTML 00A160

SECONDARY PALETTE

These supporting colors are intended for use after at least one of the primary colors, which must always be represented on corporate
printed pieces before any other colors can be used. This palette represents the brand colors of the Zoeller Family of Water Solutions™.

PANTONE® 281 C PANTONE® 193 C PANTONE® 131 C
CMYK 100/85/5/36 CMYK 2/99/62/11 CMYK 2/39/100/10
RGB 13/44/108 RGB 209/25/71 RGB 221/151/26
HTML 0D2C6C HTML D11947 HTML DD971A

PANTONE® 2726 C PROCESS BLUE
CMYK 81/70/0/0 CMYK 100/35/7/0
RGB 72/92/170 RGB 0/131/191
HTML 485DAA HTML 0083BF

o017 J/ Zoeller @ BRAND CONTINUITY GUIDE



BRAND IDENTITY FontUsage @

~FUNT UsAGE

Our corporate fonts are the graphic voice of Zoeller Company. Our audiences expect to see a certain look from our
products, our divisions, and our marketing materials. Use of consistent corporate fonts, in any of their variations,
builds brand recognition and helps eliminate confusion in the marketplace. The fonts below should be utilized for
both print and digital marketing media, and the entire family of each may be used as deemed necessary.

PRIMARY / HEADLINES

Forza (Family)
\ ABCDEFGHIJKLMNOPQRSTUVWXYZ
\ J abcdefghijklmnopqrstuvwxyz1234567890

SECONDARY / BODY COPY
Aller, Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz1234567890

SUPPORTIVE / CAPTIONS & PULL QUOTES

Univers, Bold Condensed
Ah' d ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

MS OFFICE / ALTERNATE ELECTRONIC USE

Arial Narrow Bold and Verdana are common on most operating systems. These typefaces are the alternate fonts when
producing emails and using MS Office products to produce documents and PowerPoint presentations. The entire
family of each font, including bold and italicized versions, may be used.

Arial Narrow Bold (Headlines and captions only) Verdana (Body copy)
ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890 abcdefghijklmnopqgrstuvwxyz1234567890
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BRAND IDENTITY Corporate Graphic Treatment @

GRAPHIC THEATMENT

Graphics provide the personality of a piece, so they should be consistent in style and feel in order to best represent
the Zoeller Company brand. The graphic styles shown below define characteristics that should be used in any
corporate materials so our brand remains easily recognizable.

PHOTOGRAPHY STYLES

Examples:

-

il |

x.
F

i
¥ N

N
A
R o 2otk

CENTER HC

|

Backgrounds with lots of natural light & cool undertones / Very minimal & corporate / Lots of clean white space

=

GRAPHIC STYLES

o o0, ©
@ © 00, © L
. ... ..........
[ J ° .. ..o L LIS ° .
....::. ......
e°®°° " rce [ N ]
. d .. ‘. e . .. b [ ]
. [ ] b @ o *cec® o @ ®
[} e e 0 [ ] ® .
—— ® o e, ®
o ° °
o ' °°% o
® o © -
Meatball-influenced An array of line art and circles Clean, brand-related
shapes & line art emphasize to symbolize completeness water formations
the idea of flowing water and symmetry and represent

water drops
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BRAND IDENTITY Corporate ldentity Application Examples @

IDENTITY APPLICATIONS

Divided between print and digital applications, the corporate identity provides a road map for design. Print materials
can come in any size and format imaginable. Regardless of what you are designing, from direct mail and brochures to
full-page ads, consistent use of the brand allows for a dynamic design that is easily recognizable as Zoeller Company.
The brand can be extended to digital as well. Using consistent fonts, colors, and graphics provides maximum impact
while clearly representing Zoeller Company in all channels.

CORPORATE APPLICATION EXAMPLES

PRINT WEB
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BRAND IDENTITY Corporate ldentity Application Examples

SBUSINESS CARDS

To maintain absolute consistency throughout the Zoeller organization, the following business card standards were

developed for all corporate Zoeller employees and International Sales Divisions.

CORPORATE

Front
Logo size and placement
1.57"(3.99 cm)

A
Name and Title
placement and font
Arial Bold - 9 pt # ”ﬂlﬁ
Arial Italic/Regular - 6pt ©
John Doe 20"
Job Title (5.08 cm)
johnd@zoeller.com
502-778-2731 ext. 5555
Contact information 800-928-7867 « fax 502-774-3624
placement and font cell 555-555-5555 Trusted. Tested. Tough.™M<«———
Arial Narrow - 7 pt zoeller.com \;
Corporate Office: 3649 Cane Run Rd. « Louisville, KY 40211-1961 USA
_Y

3.5"(8.89 cm)

INTERNATIONAL SALES DIVISIONS

Back

JOELLER @ [JOeLLER @ [JOELLER @

PUMP COMPANY

ENGINEERED PRODUCTS

CLARUS. © STGAR.

ENVIRONMENTAL WATER SYSTEMS

Tagline
placement and font
Arial Bold - 8 pt

Back

i i \/
ZCANADA meco ZTAIWAN
John Doe John Doe John Doe
Job Title Job Title Job Title
johnd@zoeller.com Johnd@zoeller.com johnd@zoeller.com.tw
519-804-2281 ext. 5555 +52 (33) 1657-3176 +866-2-2908-8000 ext. 5555
877-710-7867 » fax 519-753-5059 cell 555-555-5555 fax +886-2-2908-3100
cell 555-555-5555 Trusted. Tested. Tough.™ zoeller.com Trusted. Tested. Tough.™ cell 555-555-5555 Trusted. Tested. Tough.™
zoeller.com

15 Worthington Drive  Brantford, Ontario N3S 0H4 Canada Camino a CUCBA#175, Int. 14 + Fracc. Pinar Industrial Il » Zapopan, Jalisco » C:P. 45220 México

zoeller.com
No. 26, Guifeng Street + Taishan District + New Taipei City 24312, Taiwan, ROC

o017 J/ Zoeller BRAND CONTINUITY GUIDE
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BRAND IDENTITY Flint&Walling @

FLINT & WALLING

Founded in 1866 in Kendallville, Indiana, Flint & Walling manufactures a full line of “"water in” pumps, motors, and
controls for residential and light commercial potable water applications. The brand image for this division of Zoeller
Company focuses on all-American colors and bold type. Special attention should be given to reproducing the logo
and colors within strict guidelines for continuity. The Zoeller Company logo guidelines, restrictions, and font usage
apply to the Flint & Walling brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Flint & Walling is a family-owned, American manufacturer of premium pumps, motors and controls for use with
potable water in residential and light commercial applications.

EXPLAIN

We design and manufacture our products based on proven, comprehensive testing and generations of deep,
personal relationships with loyal customers and employees.

INSPIRE

What really sets F&W apart in our industry is that we focus on the long-term benefit of bringing our processes in
house to deliver dependable water solutions to our customers. We carry a legacy of high-quality, American-made
products where trust flows through everything we do.

FLINT & WALLING IN WRITTEN FORM

"Flint & Walling” is the official name of this division. It must always utilize an ampersand, not the word “and.”
Alternately, the company name may be shortened to "F&W" with no spaces between the lettering.
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BRAND IDENTITY Flint&Walling @

FLINT & WALLING PRIMARY LOGO

The Flint & Walling logo is identified by three distinguishing components: the typographic element, the Meatball,
and the descriptor line. In this logo’s primary format, the F&W name and Meatball should be shown in Pantone®
281 along with the registered trademark symbols that should always accompany each of them, and the descriptor
line below the typographic element should be shown in Pantone® 193. This version of the F&W logo should be
your first choice whenever possible. Alternate versions of the F&W logo are available and displayed in this Guide.
However, alternates should only be used when design or production issues make it impossible to reproduce the
primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC MEATBALL
ELEMENT

C: ®
MEATBALL
® REGISTERED
TRADEMARK

FLINT & WALLING

TYPOGRAPHIC
REGISTERED
TRADEMARK
DESCRIPTOR
LINE
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BRAND IDENTITY Flint&Walling @

ALTERNATE FLINT & WALLING LOGOS

Alternate versions of this logo are intended for use when production or design restrictions make it difficult or
impossible to reproduce the primary logo to its standards.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

Color Logo with Tagline

(% >® This 2-color version is shown with the typographic element,
Meatball, and descriptor in the same colors as the primary
® logo. Usage of the tagline with the logo is not mandatory, but

FLINT & WALLING when it is used it should be displayed in the configuration

shown here. The tagline is justified left and right to the

Trust runs deep"“ typographic element, placed one T height below the

descriptor, and shown in Pantone® 281.

W Fwe v

FLINT & WALLING FLINT & WALLING FLINT & WALLING

One Color Black and White Grayscale | 60% Black Reversed
This version is shown with all This version is shown with all This 1-color grayscale version This version is shown with all elements
elements in Pantone® 281. elements in 100% black. is shown in 60% black. in white. The black box shown here is an
illustrated example of a background only
and not a control field around the logo.
TAGLINE

If the Flint & Walling tagline is used as part of the logo, it should always appear in the configuration shown above.
But when the tagline is used as a major design element — such as a headline or graphic — colors, letter spacing, etc.
are up to the designer. The tagline should only appear in black, white, or one of the approved F&W colors, and it
must use a superscript "TM"” at the end. Just be sure to get final approval from the marketing department. In these
cases, use of the primary logo without the tagline is the right choice.

This points to the trust of its loyal customers—distributors and contractors—and
their customers, as well as employees and leadership. It says that this trust is deeply

Represents: embedded. It also highlights Flint & Walling's, and its customers’, long and hard-
. Dependability earned reputation for quality and a pledge to continue to uphold it. It's personal.
* Loyalty

Jri Trust runs deep
T

+ Confidence T
Bree Serif SemiBold has / Runs deep is a double meaning; not only in the depth

been used to create a of loyalty, long-term relationships and confidence,
custom graphic. but in the fact that Flint & Walling products perform
exceptionally in the well environment.
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BRAND IDENTITY Flint&Walling @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Flint & Walling logo must never be altered from its original graphic proportions. It
is only to be used in proportion with the typographic element and Meatball as indicated below.

|

@

Center of the Meatball
is flush with the top
of the typographic
element

~— FLINT & WALLING

Registration marks are in the bottom
right, flush with the bottom of the W and

Descriptor is centered under the Meatball

the typographic element

Both registration marks are the same size

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

X

FLINT & WALLING

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

@

®
FLINT & WALLING

1" (25 mm)
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BRAND IDENTITY Flint&Walling @

FLINT & WALLING COLOR USAGE

Color reproduction is vital to proper usage of the Flint & Walling brand. It distinguishes our image in the marketplace.
Acceptable color options are shown below. Care must be taken when reproducing colors on any communications.
Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 281 C PANTONE® 193 C PROCESS CYAN C
CMYK 100/85/5/36 CMYK 2/99/62/11 CMYK 100/0/0/0

PANTONE® 1955 C
CMYK 129/100/70/27

RGB 13/44/108 RGB 209/25/71 RGB 0/174/239
HTML 0D2C6C HTML D11947 HTML 00AEEF

RGB 143/24/56
HTML 8F1838

FLINT & WALLING GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Desaturated and tinted, moody backgrounds with interesting crops and angles / Colors and flowing water overlap photos
& type / Lots of clean white space

GRAPHIC STYLES

| | . N il
| N . :
A [y

- § .{l"\\ §
N \ N o -
X L Nadg
N\ ) 16
AN i Al

Color gradient Series of directional Flowing Water

diagonals / Upper bars represent pipes and

left to lower right S(a)twh;vg}/isnfor water flow
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BRAND IDENTITY Flint&Walling @

FLINT & WALLING APPLICATION EXAMPLES

PRINT WEB

BUSINESS CARDS

To maintain absolute consistency throughout the Flint & Walling organization, the following business card standards were
developed for all F&W employees.

Front Logo placement and size Tagline placement and font
1.4" (3.556 cm) Bree Serif SemiBold - 12 pt
A
@ 2.0"
mwe ||
®
FLINT & WALLING Trust runs deep
Name placement and font
Arial Bold - 10 pt John Doe 260-347-1600 ext. 5555
P — Job Title 800-345-9422 + fax 260-347-6664 ———» Contact info
Title placement and font jdoe@flintandwalling.com cell 555-555-5555 placement and font
Arial Italic/Regular - 6 pt Arial Narrow ltalic - 7 pt
95 North Oak Street
Address and URL <——— Kendallville, IN 46755 USA
flintandwalling.com
placement and font
Arial Narrow Bold Italic - 7 pt

3.5"(8.89 cm)
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BRAND IDENTITY WolfPump @

WOLF PUMP

Founded in 1951, Wolf Pump is a reliable, high-quality manufacturer of submersible pumps and vertical turbine
pumps for industrial and municipal applications. For consistency within the “water in” segment, the brand image for
this division uses bright red and bold type, with the overall palette representing the all-American colors of F& W.
Special attention should be given to reproducing the logo and colors within strict guidelines for continuity. The Zoeller
Company logo guidelines, restrictions, and font usage apply to the Wolf brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Wolf Pump is a family-owned, American manufacturer of custom pump solutions tested to perform and deliver in the
harshest well conditions.

EXPLAIN

Wolf focuses on each customer to build perfectly matched pumps to their exact requirements for potable water
applications in irrigation and industrial areas.

INSPIRE

With our expertise, world-class testing, speed of delivery, and personal attention, Wolf delivers durable, custom
pump solutions when and where you need them.

WOLF PUMP IN WRITTEN FORM

"Wolf Pump” is the official name of this division. It may be written in this format, or it may be shortened to “"Wolf"
within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY WolfPump @

WOLF PUMP PRIMARY LOGO

The Wolf Pump logo is identified by three distinguishing components: the typographic element, the Meatball, and
the descriptor line. In this logo’s primary format, the Wolf name and Meatball should be shown in Pantone® 193
along with the registered trademark symbols that should always accompany each of them, and the descriptor

line below the typographic element should be shown in Pantone® 281. The logo should always be displayed in the
proportions shown below. This version of the Wolf logo should be your first choice whenever possible. Alternate
versions of the Wolf logo are available and displayed below. However, alternates should only be used when design
or production issues make it impossible to reproduce the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC MEATBALL

ELEMENT
™ E\ ®
MEATBALL
REGISTERED

CUSTOMIZED PUMPS

TYPOGRAPHIC
TRADEMARK

DESCRIPTOR
LINE
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BRAND IDENTITY WolfPump

ALTERNATE WOLF PUMP LOGOS

Alternate versions of this logo are intended for use when production or design restrictions make it difficult or

impossible to reproduce the primary logo to its standards.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

WWoLr®

CUSTOMIZED PUMPS
Right Pump. Right Now.

Worr© WWoLr®

CUSTOMIZED PUMPS CUSTOMIZED PUMPS

Black and White
This version is shown with all
elements in 100% black.

One Color
This version is shown with all
elementsin Pantone®193.

TAGLINE

Color Logo with Tagline

This 2-color version is shown with the typographic element,
Meatball, and descriptor in the same colors as the primary
logo. Usage of the tagline with the logo is not mandatory, but
when it is used it should be displayed in the configuration
shown here. The tagline is justified left and right to the
typographic element, placed one R height below the
descriptor, and shown in Pantone® 193.

Worr®

WoLr©

CUSTOMIZED PUMPS

CUSTOMIZED PUMPS

Grayscale | 60% Black
This 1-color grayscale version
is shown in 60% black.

Reversed

This version is shown with all
elements in white. The black box
shown here is an illustrated example
of a background only and not a
control field around the logo.

If the Wolf Pump tagline is used as part of the logo, it should always appear in the configuration shown above. But
when the tagline is used as a major design element — such as a headline or graphic — colors, letter spacing, etc. are
up to the designer. The tagline should only appear in black, white, or one of the approved Wolf colors. Just be sure to
get final approval from the marketing department. In these cases, use of the primary logo without the tagline is the

right choice.

This points to Wolf Pump’s commitment to customize product 100%

/‘ to meet the needs of its customers.

Right Pump. Right Now.

Bree Serif SemiBold has /

been used to create a
custom graphic.

T T

We strive to deliver the best lead times in
the industry because we are providing water
solutions that are needed right now.
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BRAND IDENTITY WolfPump @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Wolf logo must never be altered from its original graphic proportions. It is only to
be used in proportion with the typographic element, Meatball, and descriptor line as indicated below.

Center of the Meatball is
flush with the top of the
typographic element

Registered Trademark is
flush with the bottom of
the Meatball

~ CUSTOMIZED PUMPS

Typographic trademark is

. . flush with the top of the F
Descriptor is centered under

the typographic element

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

T a @, .
S WWoLE <
~ CUSTOMIZED PUMPS

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

WorLr®

CUSTOMIZED PUMPS

1" (25 mm)
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BRAND IDENTITY WolfPump @

WOLF COLOR USAGE

Color reproduction is vital to proper usage of the Wolf brand. It distinguishes our image in the marketplace.
Acceptable color options are shown below. Care must be taken when reproducing colors on any communications.
Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 193 C
CMYK 2/99/62/11

PANTONE® 281 C
CMYK 100/85/5/36

PANTONE® 1955 C
CMYK 129/100/70/27

PROCESS CYAN C
CMYK 100/0/0/0

RGB 209/25/71
HTML D11947

RGB 13/44/108
HTML 0D2C6C

RGB 143/24/56
HTML 8F1838

RGB 0/174/239
HTML O0AEEF

WOLF GRAPHIC TREATMENT

PHOTOGRAPHY STYLES 00
Examples:

Desaturated and tinted, moody backgrounds with interesting crops and angles / Colors and flowing water overlap photos
& type / Lots of clean white space

GRAPHIC STYLES

S L‘_‘l’ ]
N X ¢
N QY p
\ \ k\ r a
v .
\ |
\ N g
N
Color gradient Series of directional bars Flowing Water
diagonals / Upper represent pipes and pathways for

left to lower right water flow down & in
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BRAND IDENTITY WolfPump

WOLF APPLICATION EXAMPLES

PRINT WEB

{1 T T e |

All hands
an Ureck_.

BUSINESS CARDS

To maintain absolute consistency throughout the Wolf organization, the following business card standards were
developed for all Wolf employees.

Front Logo placement and size Tagline placement and font
1.4" (3.556 cm) Bree Serif SemiBold - 12 pt
A
@ 2.0"
Worr® | s
CUSTOMIZED PUMPS Right Pump. Right Now.
Name placement and font
Arial Bold - 10 pt —  John Doe 806-298-2514 ext. 5555
< Job Title 800-886-2606 * fax 806-298-2114 —» Contactinfo
Title placement and font john.doe@wolfpumps.com cell 555-555-5555 placement and font
Arial Italic/Regular - 6 pt Arial Narrow ltalic - 7 pt
PO Box 490, 18014 N I-27 Hwy
Address and URL Al;?frnar:?y,s 2%9311 USA
placement and font wollpumps.
Arial Narrow Bold Italic - 7 pt

A
Y

3.5"(8.89 cm)

o017 J/ Zoeller BRAND CONTINUITY GUIDE



BRAND IDENTITY Zoeller PumpCompany @

/UELLER PUMP COMPANY

Zoeller Pump Company focuses on "water out,” manufacturing sump, sewage, and effluent pumps and systems for
residential and light commercial applications. Special attention should be given to reproducing the logo and colors
within strict guidelines for continuity. The Zoeller Company logo guidelines, restrictions, and font usage apply to the
Zoeller Pump Company brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Zoeller Pump Company is a family-owned manufacturer of submersible water pumps and systems for residential and
light commercial applications.

EXPLAIN

We design and manufacture products and systems for dewatering applications, including sump, sewage, grinding,
and even explosion-proof, to provide dependable solutions from the moment they are connected.

INSPIRE

We test 100% of our products before they leave our factory, so each one is verified to match its published
performance and deliver dependability in a box.

ZOELLER PUMP COMPANY IN WRITTEN FORM

"Zoeller Pump Company” is the official name of this division. It may be written in this format, or it may be
shortened to "Zoeller Pump” within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY Zoeller PumpCompany @

PRIMARY ZOELLER PUMP COMPANY LOGO

The Zoeller Pump Company logo is identified by three distinguishing components: the typographic element, the
Meatball, and the descriptor line. In this logo’s primary format, the Zoeller name and Meatball should be shown in
Pantone® 347 along with the registered trademark symbols that should always accompany each of them, and the
descriptor line below the typographic element should be shown in 60% black. The logo should always be displayed

in the proportions shown below. This version of the Zoeller Pump Company logo should be your first choice whenever
possible. Alternate versions of the Zoeller Pump logo are available and displayed below. However, alternates should
only be used when design or production issues make it impossible to reproduce the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC
ELEMENT MEATBALL

GELLER @ .

PUMP COMPANY

TYPOGRAPHIC
REGISTERED

DESCRIPTOR TRADEMARK

LINE

ALTERNATE ZOELLER PUMP COMPANY LOGOS

Alternate versions of this logo are intended for use when production or design restrictions make it difficult
or impossible to reproduce the primary logo to its standards.

[OeLLER @ Joeier @ Jriiir © Wiiileds

PUMP COMPANY PUMP COMPANY PUMP COMPANY

PUMP COMPANY

One Color Black and White Grayscale | 60% Black Reversed
This version is shown with all This version is shown with all This 1-color grayscale version This version is shown with all elements
elements in Pantone®347. elements in 100% black. is shown in 60% black. in white. The black box shown here is an

illustrated example of a background only
and not a control field around the logo.
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BRAND IDENTITY Zoeller Pump Company @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Zoeller Pump Company logo must never be altered from its original graphic
proportions. It is only to be used in proportion with the typographic element, Meatball, and descriptor line as

indicated below.

Distance of the Meatball from the
typographic element is equivalent
to half the width of the Meatball

= Center of the Meatball
is flush with the top of
the smaller cap letters

Meatball height is
equivalent to the height
of the smaller cap letters

Registered Trademarks
are flush with the bottom
of the Meatball and the
typographic element and
are the same size

Descriptor is aligned with the top
of the Z descender and is flush
left with the middle of the second
character in the division name

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2"” (13 mm) away from the trim edge.

[JOeLER @

PUMP COMPANY

\—'—1

1" (25 mm)
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BRAND IDENTITY Zoeller Pump Company @

ZOELLER PUMP COMPANY COLOR USAGE

Color reproduction is vital to proper usage of the Zoeller Pump Company brand. It distinguishes our image in the
marketplace. Acceptable color options are shown below. Care must be taken when reproducing colors on any
communications. Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PROCESS CYAN C
CMYK 100/0/0/0

PANTONE® 347 cv 60% BLACK PANTONE® 2292 cP
CMYK 100/0/86/3 CMYK 0/0/0/60 CMYK 48/0/92/0

RGB 0/174/239
HTML 00AEEF

RGB 0/161/96 RGB 128/130/133 RGB 145/200/76
HTML 00A160 HTML 808285 HTML 91C84C

ZOELLER PUMP COMPANY GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Light & vibrant backgrounds / Diagonal shapes, circles & flowing water overlap photos &
type / Lots of clean white space

GRAPHIC STYLES

7,
Z
Z
Z
Z
Z
-~ =
Color gradient Series of directional bars Flowing Water
diagonals / Lower represent pipes and pathways for

left to upper right water flow up & out
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BRAND IDENTITY Zoeller PumpCompany @

ZOELLER PUMP COMPANY APPLICATION EXAMPLES

PRINT WEB

BUSINESS CARDS

To maintain absolute consistency throughout the Zoeller Pump Company organization, the following business card
standards were developed for all Zoeller Pump Company employees.

Front .
Logo placement and size
1.4"(3.556 cm)
A
@
”ﬂlm : (5.08 cm)
PUMP COMPANY
Name placement and font
Arial Bold - 10 pt John Doe 502-778-2731 ext. 5555
SN Job Title 800-928-7867 + fax 502-774-3624 — > Contactinfo
Title placement and font johnd@zoeller.com cell 555-555-5555 placement and font
Arial Italic/Regular - 6 pt Arial Narrow ltalic - 7 pt
3649 Cane Run Road
Address and URL <—— Louisville, KY 40211 USA
placement and font 2oellerpumps.com
Arial Narrow Bold Italic - 7 pt

3.5"(8.89 cm)
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BRAND IDENTITY Zoeller Engineered Products @

/0ELLER ENGINEERED PROUDUC TS

To better extend into industrial and municipal solutions, Zoeller Engineered Products offers customized pumps
and systems built and serialized to customers’ exact specs and requirements. Closely associated with Zoeller
Pump Company in the "water out” segment, these two logos are very similar, which makes the descriptor line
extremely important. Special attention should be given to reproducing the logo and colors within strict guidelines
for continuity. The Zoeller Company logo guidelines, restrictions, and font usage apply to the Zoeller Engineered
Products brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Zoeller Engineered Products manufactures heavy-duty sewage and grinder pumps and systems up to 50 HP for
industrial and municipal applications.

EXPLAIN

We build each pump and system according to customers’ exact specifications to ensure it will be the best fit for
its application.

INSPIRE

Our engineering and application expertise is paired with personalized customer service before, during, and after the
sale, and 100% factory testing ensures the most dependable delivery and performance.

ZOELLER ENGINEERED PRODUCTS IN WRITTEN FORM

"Zoeller Engineered Products” is the official name of this division. It may be written in this format, or it may be
shortened to "ZEP" within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY Zoeller Engineered Products

PRIMARY ZOELLER ENGINEERED PRODUCTS LOGO

The Zoeller Engineered Products logo is identified by three distinguishing components: the typographic element,

the Meatball, and the descriptor line. In this logo's primary format, the Zoeller name and Meatball should be shown

in Pantone® 347 along with the registered trademark symbols that should always accompany each of them, and the
descriptor line below the typographic element should be shown in 60% black. The logo should always be displayed in
the proportions shown below. This version of the Zoeller Engineered Products logo should be your first choice whenever
possible. Alternate versions of the ZEP logo are available and displayed below. However, alternates should only be
used when design or production issues make it impossible to reproduce the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC

ENGINEERED PRODUCTS

LINE

ALTERNATE ZOELLER ENGINEERED PRODUCTS LOGOS

MEATBALL
REGISTERED
TRADEMARK

TYPOGRAPHIC
REGISTERED
TRADEMARK

Alternate versions of this logo are intended for use when production or design restrictions make it difficult

or impossible to reproduce the primary logo to its standards.

veiLR @ JoeiLer O Joeser ©

ENGINEERED PRODUCTS ENGINEERED PRODUCTS ENGINEERED PRODUCTS
One Color Black and White Grayscale | 60% Black

This version is shown with all This version is shown with all This 1-color grayscale version
elements in Pantone®347. elements in 100% black. is shown in 60% black.

o017 J/ Zoeller BRAND CONTINUITY GUIDE

ELLER ©

ENGINEERED PRODUCTS

Reversed

This version is shown with all
elements in white. The black

box shown here is an illustrated
example of a background only and
not a control field around the logo.



BRAND IDENTITY Zoeller Engineered Products @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Zoeller Engineered Products logo must never be altered from its original graphic
proportions. It is only to be used in proportion with the typographic element, Meatball, and descriptor line as
indicated below.

Distance of the Meatball from the
typographic element is equivalent
to half the width of the Meatball

Center of the Meatball
is flush with the top of
the smaller cap letters

Meatball height is
equivalent to the height
of the smaller cap letters

Registered Trademarks
are flush with the bottom
of the Meatball and the
typographic element and
are the same size

Descriptor is aligned with the top
of the Z descender and is flush
left with the middle of the second
character in the division name

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

o JoeLLer @

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

[JOFLLER @

ENGINEERED PRODUCTS

\—'—1

1" (256 mm)
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BRAND IDENTITY Zoeller Engineered Products @

ZOELLER ENGINEERED PRODUCTS COLOR USAGE

Color reproduction is vital to proper usage of the Zoeller Engineered Products brand. It distinguishes our image in
the marketplace. Acceptable color options are shown below. Care must be taken when reproducing colors on any
communications. Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 347 cv 60% BLACK PANTONE® 2292 cP
CMYK 100/0/86/3 CMYK 0/0/0/60 CMYK 48/0/92/0

PROCESS CYAN C
CMYK 100/0/0/0
RGB 0/161/96 RGB 128/130/133 RGB 145/200/76
HTML 00A160 HTML 808285 HTML 91C84C

RGB 0/174/239
HTML OOAEEF

ZOELLER ENGINEERED PRODUCTS GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Light & vibrant backgrounds / Diagonal shapes, circles & flowing water overlap photos &
type / Lots of clean white space

GRAPHIC STYLES

Z
Z
Z
Z
Z
Z
N =
Color gradient Series of directional bars
diagonals / Lower represent pipes and pathways for

left to upper right
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BRAND IDENTITY Zoeller Engineered Products @

ZOELLER ENGINEERED PRODUCTS APPLICATION EXAMPLES

WEB

BUSINESS CARDS

To maintain absolute consistency throughout the Zoeller Engineered Products organization, the following business card
standards were developed for all Zoeller Engineered Products employees.

Front L lacement and siz Tagline placement and font
080 placement and size Arial Bold - 9 pt

1.4"(3.556 cm) T
2.0"

Zﬂﬂ (LR @ Trusted. Tested. (5.08 cm)

™
ENGINEERED PRODUCTS Tough.

Name placement and font
Arial Bold - 10 pt John Doe 502-778-2731 ext. 5555 '
< Job Title 800-928-7867 * fax 502-774-3624 — > Contactinfo
Title placement and font johnd@zoeller.com call 555-555-55655 placement and font
Arial Italic/Regular - 6 pt Arial Narrow ltalic - 7 pt

3649 Cane Run Road
Address and URL Louisville, KY 40211 USA
zoellerengprod.com

placement and font
Arial Narrow Bold Italic - 7 pt

3.5"(8.89 cm)
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BRAND IDENTITY ClarusEnvironmental @

CLARUS ENVIRONMEN TAL

Clarus Environmental offers sustainable onsite wastewater treatment solutions for homes and communities. The brand
image of this division of Zoeller Company uses a bright purple color to signify water treatment. Special attention should
be given to reproducing the logo and colors within strict guidelines for continuity. The Zoeller Company logo guidelines,
restrictions, and font usage apply to the Clarus Environmental brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Clarus Environmental is a solutions provider for onsite wastewater treatment and management.

EXPLAIN

We offer sustainable environmental products, solutions, and services for the collection, treatment, and dispersal of
residential and community wastewater.

INSPIRE

Our team of experts takes great pride in matching each application with the right onsite solution to ensure we are
contributing to safe dispersal of treated water back into the ground.

CLARUS ENVIRONMENTAL IN WRITTEN FORM

"Clarus Environmental” is the official name of this division. It may be written in this format, or it may be
shortened to "Clarus” within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY

Clarus Environmental

PRIMARY CLARUS ENVIRONMENTAL LOGO

The Clarus Environmental logo is identified by three distinguishing components: the typographic element, the
Meatball, and the descriptor line. In this logo’s primary format, the Clarus name and Meatball should be shown in
Pantone® 2726 along with the registered trademark symbols that should always accompany each of them, and the
descriptor line below the typographic element should be shown in 60% black. The logo should always be displayed in
the proportions shown below. This version of the Clarus logo should be your first choice whenever possible. Alternate
versions of the Clarus logo are available and displayed below. However, alternates should only be used when design
or production issues make it impossible to reproduce the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC
ELEMENT

DESCRIPTOR
LINE

MEATBALL

CLARUS @

ENVIRONMENTAL

ALTERNATE CLARUS ENVIRONMENTAL LOGOS

MEATBALL
REGISTERED
TRADEMARK

TYPOGRAPHIC
REGISTERED
TRADEMARK

Alternate versions of this logo are intended for use when production or design restrictions make it difficult

or impossible to reproduce the primary logo to its standards.

CLARUS @

ENVIRONMENTAL

One Color
This version is shown with all
elements in Pantone® 2726.

CLARUS. @

ENVIRONMENTAL

Black and White
This version is shown with all
elements in 100% black.
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CLARUS ©

ENVIRONMENTAL

Grayscale | 60% Black
This 1-color grayscale version
is shown in 60% black.

CLARUS @

ENVIRONMENTAL

Reversed

This version is shown with all
elements in white. The black
box shown here is an illustrated
example of a background only
and not a control field around
the logo.



BRAND IDENTITY ClarusEnvironmental @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Clarus logo must never be altered from its original graphic proportions. It is only
to be used in proportion with the typographic element, Meatball, and descriptor line as indicated below.

Distance of the Meatball from the
typographic element is equivilant
to half the width of the Meatball

| | Center of the Meatball
is flush to the top of the
smaller cap letters

Meatball height is
equivilant to the height
of the smaller cap letters

Registered Trademarks
are flush to the bottom
of the Meatball and the
typographic element and
are the same size

Descriptor is centered under
the typographic element

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

~CLARUS @

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

CLARUS. ©

ENVIRONMENTAL

\—'—1

1" (25 mm)
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BRAND IDENTITY ClarusEnvironmental @

CLARUS ENVIRONMENTAL COLOR USAGE

Color reproduction is vital to proper usage of the Clarus brand. It distinguishes our image in the marketplace.
Acceptable color options are shown below. Care must be taken when reproducing colors on any communications.
Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 2726 ¢ PANTONE® 2292 cP PANTONE® 7679 ¢
CMYK 81/70/0/0 CMYK 48/0/92/0 CMYK 79/80/17/4

PROCESS CYAN C
CMYK 100/0/0/0

RGB 72/92/170 RGB 145/200/76 RGB 89/61/130
HTML 485DAA HTML 91C84C HTML 593D82

RGB 0/174/239
HTML 00AEEF

CLARUS ENVIRONMENTAL GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Bright, colorful backgrounds with some subtle violet saturation / Headlines, line art &
flowing water converge with photography in & out of polygon shapes

GRAPHIC STYLES

2 -
| “\\ &
R > P
Overlapping polygon- The hex patterns show connection & imply Flowing Water
influenced shapes the science & process behind water treatment
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BRAND IDENTITY ClarusEnvironmental @

CLARUS ENVIRONMENTAL APPLICATION EXAMPLES
PRINT

WEB

BUSINESS CARDS

To maintain absolute consistency throughout the Clarus organization, the following business card standards were
developed for all Clarus employees.

Front

. Tagline placement and font
Logo placement and size .
Arial Bold - 9 pt
1.4"(3.556 cm) T
| I
LARUS @ Trusted. Tested. 20
® (5.08 cm)
ENVIRONMENTAL Toth'TM
Name placement and font
Arial Bold - 10 pt John Doe 502-778-2731 ext. 5555
i R E— Job Title 800-928-7867 + fax 502-774-3624 > Contact info

Title placement and font Ll johnd@zoeller.com cell 555-555-5555 J placement and font
Arial ltalic/Regular - 6 pt Arial Narrow ltalic - 7 pt

3649 Cane Run Road
Louisville, KY 40211-1961 USA
clarusenvironmental.com

Address and URL <
placement and font
Arial Narrow Bold lItalic - 7 pt

<
<€

Y

3.5"(8.89 cm)
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BRAND IDENTITY TulsarCanada @

TULsAR CANADA

Located in Canada, Tulsar manufactures customized industrial control panels throughout the water and wastewater
industry. The brand image for this division of Zoeller Company uses an eye-catching blue. Special attention should
be given to reproducing the logo and colors within strict guidelines for continuity. The Zoeller Company logo
guidelines, restrictions, and font usage apply to the Tulsar brand (see pages 18-22 of this guide).

ELEVATOR SPEECH EXAMPLE

INFORM

Tulsar Canada specializes in manufacturing custom, electrical control panels that protect the environment and help
run an efficient, cost-saving water / wastewater system.

EXPLAIN

From Wi-Fi-enabled alarms to standard control panels and fully engineered pump station kiosks for all weather
conditions, including classified areas, Tulsar Canada engineers and manufactures leading-edge control systems for
water and wastewater applications for municipal, industrial, commercial, environmental, recreational, and
residential sectors.

INSPIRE

Tulsar Canada prides itself on its commitment to quality and customer service. We oversee the entire process
from the moment an order is placed through its delivery and installation with exceptional customer service for
maintenance, repair, and upgrades. On that, we will not compromise. We have been trusted by governments,
engineers, and businesses to deliver reliable and innovative control systems since 1981.

TULSAR CANADA IN WRITTEN FORM

"Tulsar Canada” is the official name of this division. It may be written in this format, or it may be shortened to
"Tulsar” within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY TulsarCanada @

PRIMARY TULSAR CANADA LOGO

The Tulsar logo is identified by three distinguishing components: the typographic element, the Meatball, and the
descriptor line. In this logo’s primary format, the Tulsar name and Meatball should be shown in Pantone®Process
Blue along with the registered trademark symbols that should always accompany each of them, and the descriptor
line below the typographic element should be shown in 60% black. The logo should always be displayed in the
proportions shown below. This version of the Tulsar logo should be your first choice whenever possible. Alternate
versions of the Tulsar logo are available and displayed in the following pages. However, alternates should only be
used when design or production issues make it impossible to reproduce the primary logo clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC
ELEMENT

MEATBALL
MEATBALL
® REGISTERED
TRADEMARK
CUSTOM CONTROLS

TYPOGRAPHIC

REGISTERED

DESCRIPTOR TRADEMARK

LINE
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BRAND IDENTITY TulsarCanada @

ALTERNATE TULSAR CANADA LOGOS

Alternate versions of this logo are intended for use when production or design restrictions make it difficult or
impossible to reproduce the primary logo to its standards.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

Color Logo with Tagline

< % > This 2-color version is shown with the typographic element,
® . . .
Meatball, and descriptor in the same colors as the primary
© logo. Usage of the tagline with the logo is not mandatory, but

CUSTOM CONTROLS when it is used it should be displayed in the configuration

shown here. The tagline is justified left and right to the

We ! re '| N C on t o l typographic element, placed one lowercase w height below

the descriptor, and shown in Pantone® Process Blue.

TuLsAr @ TuLsarR®  TuLsar @ TuLSAR @

CUSTOM CONTROLS CUSTOM CONTROLS CUSTOM CONTROLS CUSTOM CONTROLS

One Color

This version is shown with all Black and White Grayscale | 60% Black Reversed

elements in Pantone® This version is shown with all This 1-color grayscale version This version is shown with all

Process Blue C. elements in 100% black. is shown in 60% black. elements in white. The black
box shown here is an illustrated
example of a background only and
not a control field around the logo.

TAGLINE

If the Tulsar tagline is used as part of the logo, it should always appear in Aller Light in the configuration shown above.
But when the tagline is used as a major design element — such as a headline or graphic — fonts, colors, letter spacing,
etc. are up to the designer. The tagline should only appear in black, white, or one of the approved Tulsar colors. Just be
sure to get final approval from the marketing department. In these cases, use of the primary logo without the tagline is
the right choice.

We're 1n Control

o017 /| Zoeller BRAND CONTINUITY GUIDE



BRAND IDENTITY TulsarCanada @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Tulsar logo must never be altered from its original graphic proportions. It is only
to be used in proportion with the typographic element, Meatball, and descriptor line as indicated below.

Distance of the Meatball from the
typographic element is equivalent to
half the width of the Meatball

| | Center of the Meatball
is flush with the top of
the smaller cap letters

Meatball height is
equivalent to the height
of the smaller cap letters

I'Irq‘ Vs
AV Sy VA

~— CUSTOM CONTROLS |~

Registered Trademarks
are flush with the bottom
of the Meatball and the
typographic element and
are the same size

Descriptor is centered under
the typographic element

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design.
Other elements should always maintain a space equal in size to the Meatball around all sides of the logo art.

~TULSAR ®-

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

TULSAR ©

CUSTOM CONTROLS

\—'—1

1" (25 mm)
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BRAND IDENTITY TulsarCanada

TULSAR COLOR USAGE

Color reproduction is vital to proper usage of the Tulsar brand. It distinguishes our image in the marketplace.
Acceptable color options are shown below. Care must be taken when reproducing colors on any communications.
Materials and reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 347 cv
CMYK 100/0/86/3

PROCESS BLUE
CMYK 100/35/7/0

PANTONE® 2292 cP
CMYK 48/0/92/0
RGB 145/200/76
HTML 91C84C

PROCESS CYAN C

CMYK 100/0/0/0
RGB 0/131/191

HTML 0083BF

RGB 0/161/96
HTML 00A160

RGB 0/174/239
HTML 00AEEF

TULSAR GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Light & vibrant backgrounds with shallow depth of field / Circles used in patterns & line art
merge with photography & subtle images of flowing water / Lots of clean white space

GRAPHIC STYLES

N

Ak

Overlapping circles and An array of line art and circles refer to buttons, Flowing Water
semicircles connections & circuits
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BRAND IDENTITY TulsarCanada @

TULSAR APPLICATION EXAMPLES
PRINT WEB

BUSINESS CARDS
To maintain absolute consistency throughout the Tulsar organization, the following business card standards were

developed for all Tulsar employees.

Front Logo placement and size Tagline placement and font
1.41"(3.58 cm) Arial Bold - 10pt
A
2.0"
JULSAR. @ e
CUSTOM CONTROLS We’re in Control
Name placement and font
Arial Bold - 10 pt 7 John Doe 519-748-5055 ext 5555 _
DR Job Title cell 555-555-5555 > Contactinfo
Title placement and font jdoe@tulsar.com placement and font
Arial Italic/Regular - 6 pt Arial Narrow ltalic - 7 pt
15 Worthington Drive
Address and URL <€—— Brantford, Ontario N3S 04H
placement and font tulsar.com Y

Arial Narrow Bold Italic - 7 pt

3.5"(8.89 cm)
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BRAND IDENTITY StarWater Systems @

o lAR WATER 5Ys TEMS

Because it is offered directly to retail, Star Water Systems is handled a bit differently than other Zoeller Company
divisions. However, marketing to end users makes brand continuity even more important as consumers may not be
as aware of the company name. Consistency is key for high brand recognition. Special attention should be given to
reproducing the logo and colors within strict guidelines for continuity. The Zoeller Company logo guidelines and
restrictions apply to the Star Water Systems brand (see pages 24-28 of this guide).

ELEVATOR SPEECH

INFORM

Star Water Systems offers dependable solutions for the movement of water in and out of the home.

EXPLAIN

Founded in 1866, we are one of the oldest water system manufacturers available in retail in the United States for
water filters, tanks, well pumps, sump pumps, and much more.

INSPIRE

With our resources, technology, commitment, and a strong presence across retail channels, Star provides a
dependable, single source for residential water needs.

STAR WATER SYSTEMS IN WRITTEN FORM

"Star Water Systems” is the official name of this division. It may be written in this format, or it may be shortened
to "Star” within context when the logo and/or full name appears elsewhere within a piece.
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BRAND IDENTITY Star Water Systems @

PRIMARY STAR WATER SYSTEMS LOGO

The Star logo is identified by two distinguishing components: the typographic element and the descriptor line. In
this logo’s primary format, the Star name should be shown in Pantone® 131 along with the registered trademark
symbol that should always accompany it, and the descriptor line below the typographic element should be shown in
60% black. The logo should always be displayed in the proportions shown below. This version of the Star logo should be
your first choice whenever possible. Alternate versions of the Star logo are available and displayed below. However,
alternates should only be used when design or production issues make it impossible to reproduce the primary logo
clearly and correctly.

[NOTE: Depending on the production process, CMYK, RGB and HTML versions of the Pantone® colors may be used]

TYPOGRAPHIC

ELEMENT
®
WATER SYSTEMS
TYPOGRAPHIC

REGISTERED

TRADEMARK
DESCRIPTOR
LINE

ALTERNATE STAR WATER SYSTEMS LOGOS

Alternate versions of this logo are intended for use when production or design restrictions make it difficult
or impossible to reproduce the primary logo to its standards.

STAR SHAR STAR Eladald

WATER SYSTEMS WATER SYSTEMS WATER SYSTEMS WATER SYSTEMS
One Color Black and White Grayscale | 60% Black Reversed
This version is shown with all This version is shown with all This 1-color grayscale version  This version is shown with all
elements in Pantone® 131. elements in 100% black. is shown in 60% black. elements in white. The black box

shown here is an illustrated example
of a background only and not a
control field around the logo.
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BRAND IDENTITY Star Water Systems @

GRAPHIC PROPORTIONS

To maintain brand consistency, the Star logo must never be altered from its original graphic proportions. It is only to be
used in proportion with the typographic element, registered trademark symbol, and descriptor line as indicated below.

Ascender and descender
. of the A extend above and
I U UU P PRSPPI b Al below the other cap letters

\— Registered Trademark is

: flush with the bottom of the
. ) typographic element
Descriptor is centered under

the typographic element

LOGO SAFE AREA

Keeping other elements a comfortable distance away from the logo will give it the prominence it requires in any design
Other elements should always maintain a space equal in size to the "R" around all sides of the logo art.

MINIMUM SIZE AND PLACEMENT

To maintain readability and avoid print production limitations, the logo should never appear smaller than

1" (25 mm) on any traditionally printed marketing materials. Exceptions may be made for certain promotional
materials, such as pens, upon approval from the marketing department. While the logo can be located in various
places within a design, it should never be placed less than 1/2" (13 mm) away from the trim edge.

STAR.

WATER SYSTEMS

\—’—1

1" (25 mm)
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BRAND IDENTITY Star Water Systems @

STAR WATER SYSTEMS COLOR USAGE

Color reproduction is vital to proper usage of the Star brand. It distinguishes our image in the marketplace. Acceptable
color options are shown below. Care must be taken when reproducing colors on any communications. Materials and
reproduction methods affect color and must be considered and reviewed for accuracy.

PRIMARY PALETTE SECONDARY PALETTE

PANTONE® 2226 cP
CMYK 60/0/23/0

60% BLACK
CMYK 0/0/0/60

PANTONE® 2292 cP
CMYK 48/0/92/0

PANTONE® 131 ¢
CMYK 2/39/100/10
RGB 128/130/133
HTML 808285

RGB 221/151/26
HTML DD971A

RGB 87/197/202
HTML 57C5CA

RGB 145/200/76
HTML 91C84C

STAR WATER SYSTEMS FONT USAGE

The fonts below should be utilized for both print and digital marketing media, and the entire family of each may be used
as deemed necessary. Alternate fonts are available for use on MS Office and can be found on page 26 of this Guide.

PRIMARY / HEADLINES & CAPTIONS SECONDARY / BODY COPY SUPPORTIVE / STATS & FACTS
Exo (Family) Univers (Family) Exo (Family)

AbCCJEr AbCdEf AbCCET

STAR WATER SYSTEMS GRAPHIC TREATMENT

PHOTOGRAPHY STYLES
Examples:

Bright, colorful backgrounds with some warm saturation / Headlines, line art & flowing water
converge with photography / Lots of clean white space

GRAPHIC STYLES

% -
S
i?ff*‘{é‘
ﬁ :%: @ N4

Water and star-influenced shapes and line art create iconography familiar to consumers ~ Flowing Water
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BRAND IDENTITY

Star Water Systems

STAR WATER SYSTEMS APPLICATION EXAMPLES

PRINT

BUSINESS CARDS

WEB

To maintain absolute consistency throughout the Star organization, the following business card standards were developed

for all Star employees.

Name placement and font
Arial Bold - 10 pt

Title placement and font
Arial Italic/Regular - 6 pt

Address and URL
placement and font
Arial Narrow Bold Italic - 7 pt

Front

Logo placement and size Tagline placement and font
1.41"(3.58 cm) Arial Bold - 10pt
4—,‘ i

!

g R® Quality Since 1866

WATER SYSTEMS

2.0"
(5.08 cm)

»  (Contact info

John Doe 800-345-9422 ext. 5555 j
Job Title fax 800-848-2535 >
johnd@flintandwalling.com cell 555-555-5555

95 North Oak Street
Kendallville, IN 46755 USA

starwatersystems.com

A

Y

3.5"(8.89 cm)
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placement and font
Arial Narrow ltalic - 7 pt





