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Our visual identity is a vital part of

our new positioning. It is the visual
representation of Whizdom's brand
that can be summed up in these words
“Holistic innovation for well-being".

These guidelines aim to show you how
to bring the world of Whizdom to life
across a wide range of touchpoints.
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Brand platform

This section provides an overview of our brand proposition,
brand pillars, the personality and story that provide the
strategic foundations of our brand.

1.1 Brand platform
1.3 Brand positioning




1.1

Brand platform

Brand platform

Our brand platform provides the
strategic foundation for the way
our brand acts and speaks. All
communication, written or visual
must be guided by these principles
to truly deliver the Whizdom brand
experience.

Our core proposition

A motivating idea that succinctly defines who we are
and how we're differentiated from our competitors.

Holistic innovation

for well-being
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1.2

Brand platform

Brand platform

Our personality

Our personality guides
communication, our behaviour,
tone and voice to all internal and
external audiences.

Optimisti
Positive and forward-looking, always seeing opportunities
for development and progress

Youthtul

A energetic, fun and creative approach to life

Aspirational

Keen to embrace innovative new solutions and ideas

Cosmopolitan

Seeking to explore the company of a diverse group of
people, excited by difference and diversity

Brand positioning

Mid-lower mid brand designing
innovative, high quality property
developments that combine
human understanding & technical
know-how.

Whizdom moodboard

1.3

Brand platform
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Visual system

This section will guide you through how each of our
key identity elements should be used to create a
brand image that is unmistakably Whizdom.

Key design elements
Corporate identity

- Clear zone and minimum size
- Colour versions
-Corporate colour

- Colour backgrounds
-Incorrect use
Corporate typeface
Photography
-Overview

-Spaces

-People

Supporting graphics
-In use

Product descriptor
Co-branding




2.1

Visual system

Key design elements

Corporate identity Corporate colours Photography

Our corporate identity is the Whizdom Blue and Grey present Our image style captures the

primary representation of who we a balanced image of confidence, youthful, contemporary nature of our

are. The dynamic, expressive and professionalism and energy. brand and product.

contemporary logotype of our new T . .

ograph

identity is a vibrant reflection of our YPography Supporting graphics

brand personality. Our typeface§ have been selected for  The supporting graphic comprises
their contrasting character styles and  a variety of crops from our identity,
functional attributes. creating dynamic, unique shapes that

bring a proprietary dimension
to our design system.

Whizdom logo

whiz

0

Colours Typography

Museo Sans

100 100 ltalic 300 300 Italic 500 500 Italic 700 700 ltalic

Adobe Caslon Pro

Regular Italic Semibold Semibold Italic Bold Bold Italic

Supporting graphics Photography

s Wi

0 ¥

"\S
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2.2

Visual system

Corporate identity

The Whizdom logo

Our brand signature is a vibrant
representation of who we are and
what we stand for.

The purpose of these guidelines
is to protect and enhance this
invaluable brand asset.

Whizdom logo

The identity is made up of

a montage of typographic
letterforms. This mix of quirky
and irreverent styles celebrates
our brand personality traits -
Optimistic, Youthful, Explorative
and Cosmopolitan.

The stacked form represents the
diverse and collaborative nature of
our properties, our employees and
our customers.

whiz

0

Corporate identity — Clear zone and minimum size

2.3

Visual system

Clear zone

The clear zone should never be
encroached upon by any design
elements whether text, images
or graphics, unless explicitly
documented in this document.

Clear zone

Minimum size

A minimum size has been established

to maintain optimum legibility and
quality in every expression of the
Whizdom brand.

Depending on the given
constraint area, the logo
shouldn’t be reproduced
at less than 12mm in height.

Minimum size

12mm

Whizdom Brand Identity Guidelines



2.4

Visual system

Corporate identity — Colour versions

Colour versions

In order for the system to be practical
and functional across all touchpoints,
there are both colour and black and
white identity variants.

Full colour

Full colour

Our full colour identity should be
used whenever possible, it should
predominately be placed on a white
background.

Single colour

The single colour version should
only be used when full colour
reproduction is not possible,

for example on black and white
newsprint or when faxing.

Special finishes

For special occasions such as
merchandise or invitations,

the Whizdom logo can also be
reproduced in special finishes such
as metallic silver PMS877 C, spot UV
varnish or embossed.

Single colour

whiz

2

Corporate identity — Corporate colour

2.5

Visual system

Corporate colours

Colour can be a significant brand
equity - allowing us to create clear
differentiation from our competitors.

The correct use of our corporate
colour palette is therefore crucial in
maintaining the integrity of

our brand expression.

Colour specifications

Whizdom Grey has been developed
as the warm, confident tone for our
corporate identity. We specifically
selected a neutral colour that would
allow the energy of the identity to
shine through, without the need for a
bold, vibrant colour.

Our Blue tone was selected as a
bright accent to Whizdom Grey -

again ensuring the uniqueness of
the identity isn't overwhelmed by a
strong colour, but providing a strong
contrasting secondary tone.

Consistently implementing the colour
specifications shown here will ensure
the correct delivery of our brand
image wherever it appears.

whiz

2

Whizdom Blue

Pantone® 3015C
CMYK 100/30/20/0
RGB 0/136/178

Web # 0088b2

Pantone®

CMYK
RGB
Web

Whizdom Grey

7540C
0/10/0/90
65/57/61
# 41393d
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2.6

Visual system

Corporate identity — Colour backgrounds

Colour backgrounds

The full colour Whizdom logo should
be used whenever possible. Using
it correctly will enable a clear and
recognisable expression of the brand.

Full colour on white background Reversed white on Whizdom Grey background

whiz

whiz

20

Reversed white on Whizdom Blue background Reversed white on black background

whiz whiz
MM

Corporate identity — Incorrect use

2.7

Visual system

Incorrect use

To preserve and reinforce the Although the examples below do not

integrity of the identity, it is vital that represent every possible misuse, they

we do not alter the elements within it. illustrate some of the most common
mistakes to be avoided when using
the identity.

Reproducing the identity using
the specific colours, specifications
and dimensions indicated in this
guidelines will ensure a consistent
brand image at every touchpoint.

X X X

20 L0

whiz whiz whiz Wiz

20

Do not stretch in any way. Do not alter the colour. Do not apply any effects. Do not add keyline.

X X

X

whiz

DO

whiz

90 Whiz
N 2M

Do not substitute another font. Do not apply busy imagery Do not resize any element.

as background

X X X

Do not re-arrange and alter
any elements.

whiz whiz whiz

20

Do not add a holding shape. Do not use foreign
background colours.

Do not remove any elements.
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2.8

Visual system

Corporate typeface

Whizdom typefaces

Museo Sans has been chosen as
the primary font for the Whizdom
visual identity system for its clarity
and legibility across a range of
touchpoints and visual formats.

Primary typefaces

Typography is an important element
of a visual system. Consistent usage
of selected fonts will ensure that our

audiences maintain clear recognition

of our brand and communications at
every touchpoint.

Adobe Caslon Pro has been selected
as our secondary typeface for

its contrasting and traditionally-
crafted character styles.

Caslon should be used for primary
identifiers such as: headline copy on
advertisements, employee names on
identity cards, and so on.

Museo

Sans

100 100 ltalic 300 300 ltalic 500 500 Italic 700 700 ltalic

Adobe Caslon Pro

Regular Izalic Semibold Semibold Italic Bold Bold Italic

Secondary typefaces (For computer generated communications)

Calibri

Light Regular Italic Bold Bold Italic

Thai typefaces

Photography — Overview

2.9

Visual system

Explorative expression

Photography plays a vital role in
expressing a brand’s personality,
creating emotional connections
between the brand and customer.

Spaces

The photograhy style has been
divided into two categories ‘Spaces’
and ‘People’ - in order to provide us
with the flexibility to demonstrate our
product and the benefits they bring
to our customers.

People

AURNUIRYIAUNISTUUOUN

DB Adman X Regular Italic Bold Bold Italic
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2.10

Visual system

Photography — Spaces

Working with spaces

The photography of spaces should
capture the simple minimalist style
with a a pop of colour to accent the
energy of the Whizdom brand.

Photography style for spaces

e Images should carry a minimalist
look, with simple contrasting tones

 Creative crops of the spaces
highlight a quirky perspective on
our properties and their layouts

* A splash of bright colour will create
a balance between the
contemporary image of our brand
and the energy we bring to property.

Photography — People

2.11

Visual system

Working with people

We use people to bring across
a sense of warmth and of the

personality of the Whizdom brand.

Talent should represent the core
attributes of our personality -
Optimism, Youthful, Expressive,
Cosmopolitan.

Photography style for people

» Capture the energy and
youthfulness of our audience

« Positivity and spontaneity of people
at play or at work

» The environment should feel

natural, without elaborate colours -
in keeping with the Spaces style.

Whizdom Brand Identity Guidelines



2.12

Visual system

Supporting graphics

Whizdom graphics

A system has been developed for
the use of supporting graphics on
Whizdom branded touchpoints.
This system utilises crops of the
Whizdom logo creating expressive
graphic shapes that bring a truly
unique touch to our visual system.

Crops

To keep consistency throughout the
system, we recommend the usage of
the four crops demonstrated below.

However, the system has been
designed with creativity and versatility
in mind and there is potential to
extend beyond the crops indicated
for different formats or touchpoints.

Supporting graphics — In use

2.13

Visual system

Graphics in use

Below are examples of the
supergraphic in use.

Example 1 shows the graphics

The application of Grey
supergraphics to a white background
is our preferred approach.

applied to a white background for However, the supporting graphics
hoarding panels on a construction can also be applied as a photographic
site, for instance. crop, extending the negative space,

as shown on Example 2.

Example 1 - Hoarding

Example 2 - Website

BROUGHT TO YOU BY

vevlanfuingeuions

dsovasodlan
HOLISTIC INNOVATION

R Optimistic | Youthful
Explorative | Cosmopolitan

www.whizdom.com

Excutive living
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2.14

Visual system

Product descriptor

Product descriptor

The product descriptor is the name
of the development that differentiate
the Whizdom properties.

This is the principle guidelines

to create the product descriptor.

Product descriptor

2.15

Visual system

1. Whizdom
Museo Sans 700
Whizdom Blue

2. Product name / descriptor
Museo Sans 700
Tracking -10
Whizdom Blue

Whiz e

HIZDOM

0.16X

0.08X

0.3x

0.72X

whiz e

HIZDOM

0.12X

20-AVENUE -

0.09x

RATCHADA-LADPRAO _ -~

0.3x

Product descriptor - Examples

whiz

20
M

whiz

20
M

whiz

20
M

whiz

20
M

101

WHIZDOM

AVENUE

RATCHADA-LADPRAO

WHIZDOM

CONNECT

SUKHUMVIT

WHIZDOM

XCHANGE

RATCHADA-THAPRA
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2.16

Visual system

Co-branding

Co-branding lock up

The co-branding lock up of
Whizdom and a partner’s logo is for
co-branding marketing collaterals.
The principle guidelines (clear
space and minimum size) applies
for this lock up.

Whizdom logo

NOTE: The partner's logo must be
either equal (in height and width)
or smaller than Whizdom's logo. It
should never be more dominant.

Clear zone

The clear zone should never be
encroached upon by any design
elements whether text, images
or graphics, unless explicitly
documented in this document.

Minimum size

A minimum size has been established
to maintain optimum legibility and
quality in every expression of the
Whizdom brand.

Depending on the given
constraint area, the logo
shouldn’t be reproduced
at less than 10mm in height.

Clear zone

Wl

whiz

Partner
Logo

’Mx; jartnerﬁ@
/. Logo

Ve
S

Minimum size

12mm

Partner
Logo



Corporate stationery

This section will provide an overview of our
corporate stationery and will demonstrate the
design formats of these key communication items.

3.1

3.2
3.3
34
3.5
3.6
3.7
3.8
39

Corporate stationery
- Overview
Business card
Letterhead

Press release
Envelope

Paper bag

Email signature
Corporate folder
Staff ID card

3.10 Backdrop



3.1

Corporate stationery

Corporate stationery — Overview

Stationery

Our corporate stationery system has Reproducing printed collateral and
been designed in the spirit of our stationery with the highest quality
personality and values. processes and materials will reinforce

the level of quality we promise to
bring to our customers.

The vertical format for business cards
brings a unique and unexpected note
to the system.

Business card Letterhead

. Wwhiz
whiz

Banghok
23/06/2013

Vithit Arparpardh

Director - Sourcing & Procurement
vithit.ar@awhizdomcondo.com

695 Soi Sukhumit 50,
Prakanong. KlongToey
Bangkok 10260

T +6627429141

F +6627428316

M +66 8398 9133

www.whizdom.com dolorporia se.

gettyimages

Envelope Paper bag

Mollauda

dolut

o =
oL

whiz
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3.2

Corporate stationery

Business card

Size
80mm x 50mm

All measurements in millimeters

Recommended paper stock
Conqueror CX22 Diamond White
250gsm

1. Whizdom logo
Full color

2. Name
Adobe Caslon Pro Regular
9.5pt on 10.5pt leading
Tracking 20
Whizdom Blue

3. Title
Museo Sans 300
6.5pt on 8.5pt leading
Tracking 20
Whizdom Grey

4. Address & contact details
Museo Sans 300
6.5pt on 8.5pt leading
Tracking 20
Whizdom Grey

5. Website
Adobe Caslon Pro Semibold
7pt on 9pt leading
Tracking 20
Whizdom Blue

6. Back of card
0C 5M QY 85K on OC 10M 0Y 90K

Front

6mm

19mm !

- @ _Vithit Arparpardh
5mmI . . ;
- © _Director - Sourcing & Procurement

. _ _ _Vithitar@whizdomcondo.com

6mmI !

. 9,595 Soi Sukhumvit 50,
Prakanong. KlongToey

- - _Bangkok 10260

4mmI @ T +662742 9141
:F + 66 2742 8316
___M +668398 9133
4mm | e,:www.whizdom.com
6mm |
— —
6mm 6mm

Back

Letterhead

3.3

Corporate stationery

Size
210mm x 297mm

All measurements in millimeters

Recommended paper stock

Conqueror CX22 Diamond White
100gsm

1. Whizdom logo
Full color

2. Address
Museo Sans 300
7.5pt on 8.5pt leading
Whizdom Grey

3. Website
Adobe Caslon Semibold
9pt on 11pt leading
Tracking 20
Whizdom Blue

4. Bodycopy
Calibri
9.5pt on 11.5pt leading
85% Black

12mm

28mm

20mm

35mm

25mm

y
1
'
'
|
|
|
1
1
1
'
'

TBangkok
13/06/2013

]
125, Church St. #02:02
Capital Square Three
singapore 049482

)

'
'

'

'

1 .
Dear sir,

JArunt. Ape nia nonecto ritatio exercia invel iscius autem dit, culliate et peditem. Nequodi optat iur, autem
quam autenim enimus aut et est, asi ut labo. Itatem laccupt atquia sit et landele sserorrum illabor untiae
'exeraeribus conseditas inis voluptaspid ut volorest ea core volore sita quiant. Sam, suntiorest officiaecea que
plitatemqui omniscipsa consequatem cuptatem ratiber spicia doluptaerum fugiamenecto.

'
Jpition sequam nosae maiorum comnis saperatibus, quasita sin nest molores et, tem eic totatusam errore,

solupti.
i

695 Soi Sukhumvit 50, Sukhumit Rd. KlongToey. Bangkok 10260 —(ffel) - - - - - - = - - — _ _
- - —wwwavhizdomcando.cam. e ,,,,,,,,,,,,,,,,,,,,,,,,,,,

25mm
P

Ecto od quassitas quo estent
:ne\ di dellorem si ut fuga. Ut ipsus maio. Nem quosse
‘commolo rumquiam.

' . . .
LLaccustia nonsequae nestiores es ventus dignam, inctiorpora cus doloremperum eles non porenis as quat
optatis iniminis aut ut eatest, nulla iliquuntem ut hit denim ad magnis quae sed maxim voluptation cone.

)
Nonsecesto tota niti non excea corit, officiis assus veriatias dolorep tatemqui nus dolupta temque labore quis
eost, ut fugition reria porecae volum quas reptiam at. Solenihicae od quam faceaque nos nam rerum lignim-
por sit ut vollend undenimi, sitiorr oremporepre que non eicate mi, quis sam latur mosa vel et am volestiat
ccusdani doloreseque velectem et ex esciam nonecte eumquis a volupti ullab in poreped ipsuntur?

Etus ad utem quatempossim voluptat. Maionse nditius, a cum voloris eatur alique laut dolori quam as pro te
Yacestorror aliquibus et officiaerrum remo bernam, intusda Arci diorror re doluptam quias vendae. Mollauda

ne nam acculpa riatur.

. ; A ) .
Qui ut voluptat. Magnimo luptis modit et opta velenihilis minis et evenden tiost, cullest, officae porisqui as et
‘ad quid molum atis nos magnihi cilites dolore doluptatibus molectatio iditaeperati ium imet offic tem dolut

"\pit poratas.

'

'

i

'

"VQurs sincerely,
!

'

i

i
Gunyapak Kothum
fssistant Vice President

Corporate Communication
)

c
quam repe

'
volent et voluptatibus re dolupti aeriae con 1
d mil iumetur molent qui di reici dolorporia sel
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3.4

Corporate stationery

Press release

Size
210mm x 297mm

All measurements in millimeters

Recommended paper stock

Conqueror CX22 Diamond White
100gsm

1. Whizdom logo
Full color

2. Address
Museo Sans 300
7.5pt on 8.5pt leading
Whizdom Grey

3. Website
Adobe Caslon Pro Semibold
9pt on 11pt leading
Tracking 20
Whizdom Blue

4. 'Press Release’
Adobe Caslon Pro Regular
18pt on 22pt leading
Tracking 20
Whizdom Blue

5. Bodycopy
Calibri
9.5pt on 11.5pt leading
85% Black

12mm

28mm

25mm

31lmm

35mm 25mm

r-------- @ versi

]
'Arunt. Ape nia nonecto ritatio exercia invel iscius autem dit, culliate et peditem. Nequodi optat iur, autem

(quam autenim enimus aut et est, asi ut labo. Itatem laccupt atquia sit et landele sserorrum illabor untiae
eexeraeribus conseditas inis voluptaspid ut volorest ea core volore sita quiant. Sam, suntiorest officiaecea que
:phta(emqu\ omniscipsa consequatem cuptatem ratiber spicia doluptaerum fugiamenecto.

:Ip'\tiun sequam nosae maiorum comnis saperatibus, quasita sin nest molores et, tem eic totatusam errore,

solupti.

cto od quassitas

- - —nwwovavhizdomcanda.com. e

y
1
'
'
|
|
|
1
1
'
'
'

'
1695 Soi Sukhumvit 50, Sukhumvit Rd. KlongToey. Bangkok 1026Q e

© Press Release

quo estent c

kommolo rumquiam.

‘Laccustia nonsequae nestiores es ventus dignam, inctiorpora cus doloremperum eles non porenis as quat

foptatis iniminis aut ut eatest, nulla iliquuntem ut hit denim ad magnis quae sed maxim voluptation cone.
Nonsecesto tota niti non excea corit, officiis assus veriatias dolorep tatemqui nus dolupta temque labore quis
eost, ut fugition reria porecae volum quas reptiam at. Solenihicae od quam faceaque nos nam rerum lignim-
Ipor sit ut vollend undenimi, sitiorr oremporepre que non eicate mi, quis sam latur mosa vel et am volestiat

foccusdani doloreseque velectem et ex esciam nonecte eumquis a volupti ullab in poreped ipsuntur?

. ) ) )
Etus ad utem quatempossim voluptat. Maionse nditius, a cum voloris eatur alique laut dolori quam as pro te
lacestorror aliquibus et officiaerrum remo bernam, intusda Arci diorror re doluptam quias vendae. Mollauda

:ne nam acculpa riatur.

Qui ut voluptat. Magnimo luptis modit et opta velenihilis minis et evenden tiost, cullest, officae porisqui as et

ad quid molum atis nos magnihi cilites dolore doluptatibus molectatio iditaeperati ium imet offic tem dolut

ipit poratas.
)

|
i
i
|
Vours sincerely,

'
Gunyapak Kothum
Wssistant Vice President
ICorporate Communication

volent et voluptatibus re dolupti aeriae con
net di dellorem si ut fuga. Ut ipsus maio. Nem quossequam reped mil iumetur molent qui di reici dolorporia sei

25mm

Envelope

3.5

Corporate stationery

Size
220mm x 110mm

All measurements in millimeters

Recommended paper stock

Conqueror CX22 Diamond White

100gsm

1. Whizdom logo
Full color

2. Address
Museo Sans 300
7.5pt on 8.5pt leading
Whizdom Grey

3. Website

Adobe Caslon Pro Semibold

9pt on 11pt leading
Tracking 20
Whizdom Blue

Alternative

whiz

Front

Back

1695 Soi Sukhumvit 50, Sukhuravit Rd. KlangTaey.. Bangkak 10260 a

[
' h
,,,,, - - —mowwavhizdemeando.cam. e
'

A
15mm 20mm
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3.6

Corporate stationery

Paper bag

Paper bag

Paper bags provide great equity

to promote our brand. Using the
Whizdom supergraphic will allow us
to make a statement and showcase
the irreverent nature of our brand.

Outside

Inside

Ribbon

whiz

Email signature

3.7

Corporate stationery

Email signature

The email signature will need to be
constructed based on the guidelines
for your specific email software.

When organising the information,
please follow the basic layout and
typography rules illustrated in the
image below.

®@00 Untitled
B s bhoe
‘ ] Message l Options | | A
Verdana =12 |z ; 4 ; 2 # Signatures~ ! High Priarity
send | B| 1| U se|A -]ad - | Amach  Piewre B Hyperiink v Jb LowProity  Check Names.
To: [ES]
Cc =
Subject:
Thanomsak Kaeokhiao

Deputy Chief Operating Officer

WhiZ T +66 (0) 2742 9141 Ext 3340

F +66 (0) 2742 7351
M +66 (0) 9 1889 6158

695 Sukhumvit 50, Prakanong Klongtoey
Bangkok 10260, Thailand
www.whizdomcondo.com

HOLISTIC INNOVATION
FOR WELL-BEING

enerey & (g HOME & £+ BEHAVIOR & (i3
ENVIZEOOMEST werteeine |g]  psvcHoLoay
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3.8

Corporate stationery

Corporate folder

Size
440mm x 307mm (open)
220mm x 307mm (closed)

Recommended paper stock
250-300gsm

3.9

Corporate stationery

Staff ID card

1. Folder cover
0C 5M 0Y 85K on OC 10M 0Y 90K

2. Inside folder
Whizdom Blue on white

3. Flap
White on Whizdom Blue

Outside

Inside

I
k

110m

Size

55mm x 85mm

. Title

Staff photograph
Full color

Name

Adobe Caslon Pro Regular
10pt on 12pt leading
Tracking 25

Reverse white

Adobe Caslon Pro Regular
7.5pt on 9.5pt leading
Tracking 25

Magnolias Blue

Numbers

Museo Sans 300

4pt on 9pt leading

Tracking 20

Reverse white 7.5mm

4.5mm

—
10.5mm 8mm

2 Thanomsak
B Kaeokhiao

8.5mm

10mm

28mm

Whizdom Brand Identity Guidelines



3.10

Corporate stationery

Backdrop

Backdrop is designed to feature
Whizdom branding and partners
logos with maximum visibility from
any camera angle when making
announcements or briefing the
media.

PARTNER 90 PARTNER PARTNER

LOGO M LOGO LOGO

PARTNER PARTNER 90 PARTNER
LOGO LOGO LOGO

Whiz

%
PARTNER PARTNER 90 PARTNER

LOGO LOGO M LOGO

PARTNER 90 PARTNER PARTNER
[Nelcle} [Nelcle} LOGO

PARTNER PARTNER PARTNER
LOGO LOGO LOGO




Publication

In this section, you'll find guidelines for combining the key
design elements of the Whizdom system for our internal and
external branded print collaterals.

Publication

- Principles and content structure
Marketing brochure cover

- Grids

Marketing brochure spread

- Grids




Publication — Principles and content structure

4.1

Publication

Publication

Our printed materials can be the first
point of contact for many customers
and as such, can be critical to our
success.

The print material brings together
the best of our visual language -
the supporting graphic, our brand
identity, the different images of our

Our marketing brochures
should feature these key design
elements in the following order
of prominence.

photography style. All combine to
deliver a unique and differentiating
face to market.

As Whizdom properties, care needs
to be taken to ensure all of our
printed communication is delivered in
a consistent and unified manner.

Content structure

1. Whizdom logo '
Please refer to section 2.6
for specifications.

2. Photography o
The role of photography is to

provide a strong impression of
the product offering. The details
of the finishing gives a wholistic
sense of the high-quality finishing
in the Whizdom properties.

3. Headline and body copy

The headline of our brochures
should always be short and to
the point. The body copy should
further describe the content.

4. Whizdom supergraphic
The Whizdom supergraphic
as the supporting graphics
and creates the overall richness
of the visual system.

4

Experience
People-Inspired
Propertie.%

Zal
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4.2

Publication

Marketing brochure cover — Grids

Brochure cover Size

To ensure consistency through all 210mm x 297mm (A4)
collaterals, grids have been devised to

indicate where logo, content graphic

device and text should be placed.

Grids

1. Whizdom logo
White colour

2. Headline
Adobe Caslon Pro Regular
14pt on 19pt leading
Tracking 20
Whizdom Blue

/U

3. Whizdom supporting graphic
Whizdom Grey

4.3

Publication

Marketing brochure spread — Grids

Brochure spread Size

The brochure spread examples 420mm x 297mm (A3)
shown here are indicative of the

types of layouts possible. Please

develop additional spreads with the

same design aesthetic in mind. Broad

and visually interesting crops of the

supergraphic, with clean, practical

application of typography.

Grids

15mm 6mm 6mm 15mm 15mm 6mm emm 15mm
H

1. Photography
Full colour

i

Headline

Adobe Caslon Pro Regular
45 pt on 54pt leading
Tracking 25

Whizdom Blue

Propertids

3. Body Copy ‘ ¥
Museo Sans 100

9pt on 13pt leading

Whizdom Grey

4. Small copy
Museo Sans 500
/pt on 13pt leading
Whizdom Grey

a
L
[
'
VE

?
Vi
Vi

x
1y
e
1
VF

i
v
[

L
1
\\
1
[
1
a

15mm 6mm emm 15mm 15mm emm emm 15mm

 ‘Experience @
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Advertising

Our print advertising caters to a variety of sizes and formats.
This section will guide you through how to combine our key
design elements for our advertising materials.

Advertising

- Principles and
content structure
Portrait advertising

— System

— Creating the system
— Grids

Landscape advertising
— System

— Grids

Billboard advertising




5.1

Advertising

Advertising — Principles and content structure

Masterbrand advertising Hierarchy of elements

Our advertising need to drive interest ~ The key design elements should
and attention wherever seen. Using always remain consistent across any
a combination of the brand’s style of format as demonstrated here.

photography, supporting graphic and  Follow the grid principles on the

brand voice, we can create ads which  fo|lowing pages to create interesting
stand out with a bold and proprietary 4.4 dynamic structures.

look and feel, in the property market.

Advertising formats and content structure

1. Whizdom logo

Please refer to section 2.6
for specifications.

2. MQDC innovationicons

The MQDC innovation icons inform
consumers about the unique
approach to technology and
innovation within our properties.

3. Supporting graphics &
photography
(Image to be cropped into area)
The role of photography is to
provide a strong impression of the
product offering or the customer
benefit. Contemporary, expressive
layouts with relative low contrast
tones should be used to express the
style of Whizdom properties.

4. Headline and body copy

The headline of our advertising
collaterals should always be short
and to the point. Body copy can

then be used to further tell the story. e

5. MQDC endorsement @
The MQDC endorsement has .
been created to ensure a strong
connection to the MQDC group
brand. Elements from the MQDC
visual system have been adapted © roc - (O i s
and applied within the panel at _—
the lower edge of the collateral, to
ensure the strong link is visible.
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5.2

Advertising

Portrait advertising — System

Portrait advertising

A portrait grid system has been
devised for advertising.

All dimensions specified are
proportional for use on any of the
standard vertical formats.

Portrait system

The layouts below provide an
overview of some of the possible
layouts available within the flexible
system. As with the rest of the
visual language, the layout can be
expanded after a period of time.

1. Whizdom logo
Full colour

2. MQDC innovationicons
Whizdom Blue

3. Supporting graphics
(Image to be cropped into area)

Full colour

4. Headline and body copy
Whizdom Blue and Grey

5. Content box
Reversed white/ Whizdom Grey

6. MQDC endorsement

MQDC Grey on reversed white
background

B Inspire curiosity

Inspire curiosity

5.3

Advertising
Portrait advertising — Creating the system
Whizdom's dynamic system
Whizdom's system uses dynamic While following the steps outlined The Whizdom logo should never
crops as a window for content. here, there is freedom to create and be cropped in a way that interferes
This section shows you how to use  extend the system further. with the rest of the content -
the Whizdom logo to create more 1. Create dynamic frames to simpler, vertical crops that leave
of our advertising system. The layouts by cropping the logo. interesting forms are preferred.

examples below demonstrate initial

2. Apply these crops to create
crops for the system. PPy L

windows for content or extended
white space within layouts.

Creating Whizdom advertising system

Steps Example 1

1. Start with creating a grey box
within the grid system.

2. Using the Whizdom logo as
an overlay, create dynamic,
interesting crops by moving
it over the edge of the box.

The Whizdom logo can be
enlarged to create different
or more subtle crops, see
Example 2.

Reducing the size of the grey
box to create an interesting
frame around all sides is
another example of how
creatively we can bring

the grid system to life (see
example 3).

Example 2

3. Finally, merge the graphic
with the grey box to contain
content or extending the
negative space into image.

Example 3
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5.4

Advertising

Portrait advertising — Grids

Portrait advertising Size

Below is an example of the working 210mm x 297mm (A4)
portrait grid. Text is limited to bring
more emphasis to the image and

unique layout.

Grids

1. Whizdom logo
Full colour

2. Supporting graphics
(Image to be cropped into area)

Full colour

3. Headline
Adobe Caslon Pro ltalic
16pt on 20pt leading
Whizdom Blue

4. Body copy
Museo Sans 300
7.5pt on 10.5pt leading
Whizdom Grey

5. Content box
Reverse white

6. MQDC endorsement
MQDC Grey

7. MQ@DCicons
MQDC Grey

i
—
s

25mm 0O MQDC s

20mm  25mm

|
enerey & () Home s (2 BeHAVIOR & (3
enviROMMENT wellsend fit oenover
|

Clear
space 16mm
H —
= h
:wh’i""’é""

|
Inspire curiosit
wunsp 'y
—_—

INam uteddasm eoae consedis |
1asvenvel ids etufdsdsd sbustiis 1
texceris soluatur asasddi mimost |
'faceat. Vidi amsdasd sasra
Wolusasast in niminullo evelia
ident ut et utoffic iunt ssedsqu.

\Fodiorum fdremo tem quia
iduntem aspit, tem. As milipsus 1
Inis idesuo dolorum lanonse |
'nosae perum eatem imu alitae sit'
\minis es quibus sit, qui iligenihil |
lelisitaest audignimus eos inulli 1
tasasddi mimost faceat. Vidi 1
lamsdasd uteddasm eoae |
' '
' '
INam uteddasm ecae consedis 1
tasvenvel ids etufdsdsd sbustiis !
lexceris soluatur asasddi mimost |
\faceat. Vidi amsdasd sasra

wolusasast in niminullo evelia
dent ut et utoffic funt ssedsqu.

IFodiorum fdremo tem quia
Iduntem aspit, tem. As milipsus '
Inis idesuo dolorum a nonse |
[nosae perum eatem imu alitae sity
Iminis es quibus sit, qui iligeninil 1
lelisitaest audignimus eos inulli !
{asasddi mimost faceat. Vidi

Jarosdasd weddasm e0ae— — —

40mm

=g

12mm

25mm

5.5

Advertising

Portrait advertising

The example shown below, uses

a full crop of the logo to create an
interesting four-sided frame within
the grid.

Being creative with layout ensures
the personality of our brand is always
evident within branded collateral.

Subject

Size

210mm x 297mm (A4)

1. Whizdom logo
Reverse white

2. Supporting graphics
(Image to be cropped into area)

Full colour

3. Headline
Adobe Caslon Pro ltalic
16pt on 20pt leading
Whizdom Blue

4. Body copy
Museo Sans 300
7.5pt on 10.5pt leading
Reverse white

5. Content box
Whizdom Grey

6. MQDC endorsement
MQDC Grey

7. MQDCicons
MQDC Grey

34mm

25mm

100mm

20mm

20mm

l
'
'
HOLISTIC INNOVATION
JFOR WELL-BEING

25mm

|
'
: O
|
' 31lmm
:
|
(7 TR ) B ) St
wwsapeeamt - - _ _ | 4.5mm
! 4.5mm
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5.6

Advertising

Landscape advertising — System

Portrait advertising

The landscape advertising system
functions in the same way as the
portrait system. Apply graphic

crops of the logo to the left, right

or all sides of the image will bring
differentiation and ownable equity to
the Whizdom brand.

Landscape system

1. Whizdom logo whi
Full colour N o

2. Supporting graphics
(Image to be cropped into area)

Full colour

3. Headline and body copy

Whizdom Blue and Grey e @
4. Content box

Reverse white/ Whizdom Grey

5. MQDC endorsement

MQDC Grey on reverse white
background 0 roc

6. MQDCicons
MQDC Grey

Landscape advertising — Grids

5.7

Advertising

Size
420mm x 297mm (A3)

Grids

1. Whizdom logo
Whizdom Grey

2. Supporting graphics

(Image to be cropped into area)

Full colour

3. Headline
Adobe Caslon Pro ltalic
25pt on 25pt leading
Tracking 5
Whizdom Blue

4. Body copy
Museo Sans 300
7.5pt on 10.5pt leading
Whizdom Grey

5. Content box
Reverse white

6. MQDC endorsement
MQDC Grey

7. MQDCicons
MQDC Grey

15mm 53mm 7mm 53mm

i

e ‘1113[)17 ;
wcuriosity.
.

A
18mm 25mm

whiz
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5.8

Advertising

Billboard advertising

Billboards

The billboard advertising templates
have been designed to capture the

energy and uniqueness of our core

look and feel system.

Powerful and engaging crops of the
identity produce a very proprietary

grid that will stand out and become
recognisably Whizdom.

Billboard

The illustrations that follow
demonstrate examples of how the
system should be considered.

The potential for variety means that
the grid can be evolved over time,
ensuring the look is always vibrant
and visually interesting.

oIS ¢
ADWOUING

o Inspiring curiosity

www.whizdom.com

1. Whizdom logo
Full colour

2. Supporting graphics
(Image to be cropped into area)

Full colour

3. Thai headline
DB Adman X ltalic
Whizdom Blue

4. English headline
Adobe Caslon Pro ltalic

Whizdom Blue

5. Website
Whizdom Grey

6. MQDC endorsement

MQDC Grey on reverse white
background

7. MQDCicons

MQDC Grey on reversewhite
background

MQDC.COM

5.9

Advertising

Flexibility

Billboards should always be designed

with creativity at heart. Ensuring that
the cropping of the Whizdom logo
produces visually interesting forms,
that allow for the image to appear
boldly within the layout.

Grids

The MQDC endorsement should
always appear, creating a strong
connection between parent- and
sub-brand.

1. Whizdom logo
Whizdom Grey or reversed white

2. Supporting graphics
(Image to be cropped into area)

Full colour

3. Thai headline
DB Adman X ltalic
Whizdom Blue

4. English headline
Adobe Caslon Pro ltalic
Whizdom Blue

5. Website
Museo Sans 500 U/C
Tracking 50
Whizdom Grey/reverse white

6. MQDC endorsement
MQDC Grey

7. MQDCicons
MQDC Grey

er‘ﬁs‘ﬂv ¢
A2WOUINS
Qr nspiring curiosity

ewww.whizdom.com

oIS .
ADWOUING

(4] Inspiring curiosity

e www.whizdom.com

5 www.whizdom.com
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Signage

Every Whizdom touchpoint conveys an impression of our
brand. This section looks at some of the signage which can
create an impact.

6.1 Signage — Overview

6.2 Hoarding
— Content structure
64 - Layout structure

6.6 Street level signage
6.7 Wayfinding signage




Signage — Overview

6.1

Signage

Signage

Signage is a great and unexpected
way to ensure Magnolia’s brand
presence appears holistically
throughout our world.

This section contains ideas for how to
use creativity and expression to bring
this typically unused equity to life.

Signage examples

Bringing the unusual, dynamic crops
of the logo to signage, that we have
developed for printed materials, is a
great way to showcase this unique
look and feel.

3-dimensionalising the physical
forms of the cropped logo will bring
a unique and proprietary touch to a
touchpoint that is often overlooked.
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6.2

Signage

Hoarding — Content structure

6.3

Signage

Hoarding

Hoarding panels are used to border
construction sites. The long,
continuous strip serves as a great
opportunity to bring the youthful
personality of Whizdom to customers
as properties are being developed.

Hoarding content structure

Hoarding

The hoarding example below has When combined, the overall feel is
been designed with 3 different types vibrant, truly representative of our
of panel: personality, visually engaging and

1) Whizdom logo panel unique within the industry.

2) MQDC endorsement panel

3) Content panel (text, imagery,
graphic crops)

&

\

1. Whizdom Logo
Reverse white on Whizdom Grey

Whi%
D0

2. MQDC endorsement panel
MQDC logo on MQDC colour

3. Content panel
- Supporting graphic crops

4. Content panel
Thai Headline
DB Adman X Regular
English Headline
Museo Sans 500

BROUGHT TO YOU BY

mm yovlanfuinooulgnd

A1s29as29N21an
HOLISTIC INNOVATION
FOR WELL-BEING Optimistic | Youthful

Explorative | Cosmopolitan
A () B ) SO

WWW.MQDC.COM

www.whizdom.com
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6.4

Signage

Hoarding — Layout structure

6.5

Signage

Hierarchy of elements

For every continuous strip of Content panels can be added
panels, there should be at least 1 creatively and used as necessary.
Whizdom logo panel and 1 MQDC Ensure there are always a variety
endorsement panel. of types of contents to bring an
interesting visual aspect to the site.

Hoarding panels

BROUGHT TO YOU BY

vevlaniuisouisns
dsovasonolan

Optimistic | Youthful
Explorative | Cosmopolitan

www.whizdom.com

Long strip of hoarding panels

BROUGHT TO YOU BY

vevlanfuisouigns
#soensornolan

Optimistic | Youthful
Explorative | Cosmopolitan

www.whizdom.com

WWW.MQDC.COM

Short strip of hoarding panels

When only a short strip of 2-panel hoarding

is used.

Changing formats

When the hoarding turns a corner, it
is important that we view the 2nd row
of panels as if it were a new hoarding.

This means following the rules
listed previously for all sides of the
hoarding of one site.

So, on each side of the site hoarding
of a particular development, we
should include 1 Magnolias logo and
1 MQDC endorsement panel.

Each side of the strip contains at least:
1 Magnolias panel
1 MQDC endorsement panel
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6.6

Signage

Street level signage

Street level signage

These types of external signs should
prominently showcase the new
Whizdom logo.

Using the contrast of Whizdom Grey
on white, or vice versa, be as bold as
possible to bring our personality to
our customers.

Street level signage

whi%

2l

Wayfinding signage

6.7

Sighage

Wayfinding

Wayfinding is crucial in ensuring
direct transitions between areas of
our built environments.

Using our corporate typefaces and
colour palette creates a strong
connection with our visual system

and adds an expressive dimension to

interior spaces.

Wayfinding signage

Thinking creatively about how

to manipulate our logo crops in
the development will introduce

a sculptural aspect to our
environments that is unique and
differentiating within our industry.

VISITOR
CENTER

—

Nam utedasm eoae consedis
asvenvel ids

Nam utedasm etusdsd

Eoae consedis asvenve
tusdsd ist

Consedis asvenvel ids etusdsd
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Digital communications

This section looks at some of our digital applications and
how our brand identity system can be utilised to deliver
our message across all online and digital media.

Digital communications
- Overview

Powerpoint

- Opening slide

- Divider and main slides
Website

-Homepage

- Ist and 2nd levels
Mobile app

- Home screen and

2nd levels

App icon

Facebook page

Online advertising banners




Digital communications — Overview

7.1

Digital communications

Overview

The website, online advertising Creating an honest and true
banners and other digital applications  impression of Whizdom will
can be among the first and most showcase the best of the brand,
interactive touchpoints our differentiating us in our market.

customers will have with our brand.

Our digital applications have been
developed to capitalise on the
dynamism of the new system,
incorporating our corporate
colours, unique graphic style and
photography style.

Excite and enlighten.

Home Location Design Facilities Unit Viewer

Lorem ipsum
dolor sit amet
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7.2

Digital communications

PowerPoint — Opening slide

PowerPoint

The PPT title slide has been designed
with simplicity in mind, celebrating
the unique visual style of our new
corporate identity.

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet

7.3

Digital communications

Powerpoint — Divider and main slides

Layout

With graphic crops of the logo,

we can bring a visually interesting
approach to divider slides, with the
frame concept appearing as a feature
within content slides.

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit, lputate velit esse molestie colore eu feugiat nulla
facilisis at vero eros et accumsan.

Et iusto odio dignissim qui blandit praesent luptatum
zzril delenit augue facilisi. Dignissim qui blandit
praesent luptatum zzril delenit augue facilisi.

Lorem ipsum
dolor sit amet

Whis

PRESENTATION TITLE 12 NOVEMBER 2013 M

Chapter divider slide Main slide 1

Lorem ipsum

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
lputate velit esse molestie
colore eu feugiat nulla facilisis
at vero eros et accumsan

'Thank you!

TATION TITLE 12 NOVEMBER 2013

Main slide 2 Main slide 3
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7.4

Digital communications

Website — Homepage

Home page

Retaining clean, compact interfaces
that are simple to navigate and
reduce complexity for customers, the
website is able to connect us directly

The home page uses the Whizdom
logo as a crop for imagery, which
also acts as a window into our world.
When moused over, it can animate or

Website — 1st and 2nd levels

7.5

Digital communications

2nd levels

The next level pages demonstrate
how we can introduce graphic crops
to the web pages to frame content
and imagery in a dynamic and truly

to our core brand values. scale up to reveal more details. ownable way.

Home Location Design Facilities Unit Viewer
Timder e (det Vow Co Window Hep DD 4h Moa l050AM &

Whi%

Excutive living

ut que num repudi

Msrchil

tem quunt
derspedit

Excite and enlighten.

Home Location Design Facilities Unit Viewer

Gaam ne: nag

quos cuHenda iu

ucipsunt volor sa poribuscium

Download Brochure

A

1st level

Home Location Design Facilities Unit Viewer

Excutive living

Msrchili quatemaquis et ut que num repudi

Download Brochure

2nd level

Whizdom Brand Identity Guidelines



7.6

Digital communications

Mobile app — Home screen and 2nd levels

Home screen and 2nd levels

The mobile app has been designed
to bring the world of Whizdom to
devices with clarity and legibility.

Excite.

7.7

Digital communications

App icon

App icon
An app icon is a symbol created for a
mobile application.

The Whizdom app icon is kept simple
and uses basic shapes that capture
the graphic look of the visual system.

The core colours of the system
are used for recognizability and
consistency across all touchpoints.

L

' Store Mac iPod iPhone iPad iTunes

iTunes Preview ]

Whizdom Property
By MQDC

Open iTunes to buy and download apps

Description

Libustiis exceris soluptatur adit maximost faceat. Vidunti am nima vc

What's New in Version 5.1.1

Bug Fixes
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7.8

Digital communications

Facebook page

Facebook

The Facebook social media platform
allows the brand to engage and
interact openly and directly with
customers. The image panels within
this page allow us to bring some

branded visual content to customers.

A simplified page header will ensure
a clean, relevant message is relayed
to consumers about the Whizdom
brand. Use the main image window
to showcase property types or
interior shots, within the cropping of
our graphic system.

The main image panel could be
updated frequently to represent new
products or developments for the
brand as required.

2

W//Iﬂ

Whizdom

92,214 likes - 5,850 talking about this - 21,064 were here

Home 2 Your Name &= 4

I Recent

M o
2012

o) Like Message # ¥

@ Instagram

Pinterest

Instagram feed

79

Digital communications

Online advertising banners

Online advertising

Online banner advertisements have A short, eye-catching animation or It is important that we don't attempt

limited space to make an impact on simply animated series of letterforms  to include too much text, ensuring

potential customers will bring the essence of the the banner is dynamic and intriguing
Whizdom brand to life in a genuine, - drawing interested viewers to the

on-brand and direct manner. Whizdom website.

whiz

whiz%
www.whizdomcondo.com
Wwhiz
www.whizdomcondo.com Inspire curiosity

20 20
M M

Inspire
curiosity

Inspire

Inspire curiosity Curiosit_y

www.whizdomcondo.com
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