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Brand positioning
and personality




Brand positioning

The new positioning articulates our
purpose & ambition and guides brand

and people forward

smart is a new-premium, intelligent and all-electric
auto brand. People love us for our premium products
that offer futuristic design and advanced technology
that make them the perfect, uncompromising
companion for urban life.

We're fearlessly first to take on new ideas with future
tech and engineer new mobility solutions, business
models and services for an intelligent, human-centric
future in the brave new age of intelligent e-mobility.

smart stands out through its unique personality: a
combination of energetic future-optimism and bold
sophistication. We are inspiring creators, excited

to invite a diverse community of co-creators that
embrace friction to grow and design a smarter future
together with us.

smart corporate design compact guidelines

smart will always be characterized by iconic design.
Moving forward this will be expressed in a more
sophisticated manner that matches our new, more
grown-up personality.

We attract avant-garde trendsetters. They're our
superfans. They have a passion for art, design &
technology; and the urge to not just wait for but
imagine and shape the future.

They're early adopters and co-creators, defining the
Zeitgeist of their generation. They collaborate with
brands to express themselves and bring new ideas
to the table that help create a better tomorrow.

version 2.0 2022-08




Brand positioning

smart

Brand mission: What does smart want to achieve?

To transform mobility into
meaningful experiences
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Brand Purpose: Why does smart exist?

To design a smarter future together

Yy — W

Superfans: Who are the people who believe
in smart & influence others

Avant-garde trendsetters

Brand Archetype: How do you know it's smart?

Inspiring creator



Brand positioning

Brand personality

smart’s brand personality provides a set of core characteristics to ensure consistent communication across all
touchpoints. It's a guidance for all regions, countries and languages. The brand personality reflects who we are
as a brand and what we stand for: An inspiring creator who takes on the mobility of the future with a fresh
perspective to become an uncompromising urban companion for the avant-garde spirited.

Driven

Goal-oriented and forever
committed — we are driven
by the purpose to design a
smarter future together.

Inspirational

Passionate and future-
optimistic — we use

our imagination and
energy to inspire others
to co-create together.

smart corporate design compact guidelines version 2.0
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Inclusive

Diverse but always inviting
— in our community, we
embrace friction and unleash
the energy of diversity that
sparks innovation.
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Brand design elements — Overview
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Tomorrow 1s yours.

Introducing smart #1.

Logo Layout principles Color Brand icons

Our font FOR smart Next
is a key brand identifier.

@ @ smart 199 €/Month

199 €/Month

Our typography is the style-defining tool for
all communication media. We have 2 types of
fonts — FOR smart Sans and Next.

eE— 1 EeIFH. EEEX. B, EoiFL.
BARM. EEE. EF[EEHRRE.

Typography Supergraphic Imagery Animation Ul elements
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Brand design elements — Logo

Versions

2D Logo (flat)

The standard logo version is used on all major media. (Print and online)

Q

smart

Logo positive Logo negative

o Further information and rules can be found at: Brand design elements — Loqgo | Application

smart corporate design compact guidelines version 2.0 2022-08

3D logo as emblem

Based on the 2D logo, there is a revised 3D version. This logo is only used on the car.

10



Brand design elements — Logo

Rationale for 2D logo

The new smart logo is familiar and yet new. We have adapted the logo to the new requirements of digitalization and the associated changes in corporate design and communication. The flat design allows us to be more modern
and flexible, ensuring consistent visibility across all channels and hence strengthening our recognizability. Our logo conveys the clear and under-standable message of our positioning and it equally convinces with design and
functionality. The new logo is the central element of the re-designed brand identity of smart. Formally it consists of two partial elements: the figurative mark and the word mark. Derived from the design idea, brand promise and
values as well as positioning, the new logo symbolises the self-image of smart.

@ @ Figurative mark @ Word mark
— lconic — Strengthens the figurative mark
— Simplified but not boring — High identity factor and individuality
— Cool and fashionable — Minimalist font supports the vision
— Interconnected of smart (Radical, simple and liberating)
— Tailored to your lifestyle
— Avantgarde tech but subtle

2)
smart

smart corporate design compact guidelines version 2.0 2022-08 11



Brand design elements — Logo

Application and size

Q

smart

' smart

Standard logo version (vertical) Alternative logo version (horizontal)
The standard logo version is used on all major media. The horizontal version is only to be used in exceptional cases when there is not enough space for the vertical

version (e.g. co-branding, online banners, advertising material and give-aways).
— Minimum size in print: 15 mm width

— Minimum size in digital use: — Minimum size in print: 30 mm width

Image mark: 16px x 16px — Minimum size in digital use: 56px width
Combination: 28px width

0 All versions follow a clear coding and can be found in the logo database.

smart corporate design compact guidelines version 2.0 2022-08 12



Brand design elements — Logo

Detached logo

The logo can be used as a detached version only in digital applications where space is limited or as a phyiscal application on the car. Using the detached logo always is an exception to the defined logo usage rules. The word
mark can be used on its own without showing the figurative mark. The figurative mark can only be used in a detached version, if the word mark is also visible in the same context and both can therefore be associated.

Rules Application areas
The same rules apply for the placement and use of — Digital: including but not limited to
the detached logo as for the standard version. website (sticky header), APPs,

in car Ul/UX, social media, banner, etc.
The rules can be found at: — PowerPoint

Brand design elements — Minimum distances
Brand design elements — Liquid logo
Brand design elements — Logo | Don’ts

If the word and the figurative mark are used
separately on one page, not size relation rules
apply to both elements.

Chapter Title

smart corporate design compact guidelines version 2.0 2022-08 13



Liquid logo

The logo offers maximum creativity and freedom within its form and can be filled with a wide variety of content. A liquid version of the logo can be applied wherever the brand wants to stand out from its environment and
differentiate itself more distinctively. This includes digital applications and physical applications (e.qg. trade fairs, events, sponsoring).

Rules Possible contents U
Figurative and word mark are used as a combination The logo can be filled in the digital \ ’

for the liquid version by default. This can be used in or physical with:
digital and non-digital media. When used as a liquid
version, the logo must always be placed with the — Videos
best possible contrast to the background. — Animations
— Images
If the figurative mark is used separately from the — Colors and patterns \ N ft
word mark in digital applications, the rules for the — Materials and surfaces
detached logo version apply. (for example metal, wood, velvet or plants)

The rules can be found at:

Brand design elements — Minimum distances - ‘c‘( ' :
Brand design elements — Detached logo g -.; LRI
Brand design elements — Logo | Don'ts N o ‘::’\‘.
F LY L) ..~
{2 I:O\!n'
1=V,

’ :Q .r’v(. . ~| .
Q\Q‘\ \ ® :‘ ) »
‘\Q,Jl 4 (T 0,® %,
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Brand design elements — Logo

Minimum distances

The logo is located in a protection zone, in which no other element may be placed. This zone also indicates the minimum distance between the brand and the format edges. The protection zone is defined by the outer edges of

the logo plus 2 X, where X is the height of the word mark. All dimensions, proportions and minimum distances of the logo must always be considered. If the logo is separated and only the word mark or figurative mark is used, the
protection zone of 2 X remains for both elements.

Standard logo vertical Logo horizontal Figurative mark Word mark

______________________________

________

2X . 2 X

2X | 2 X 2X | 2 X

2X 2 X

SmQrt { X = height of the word mark Protection zone of the logo

smart corporate design compact guidelines version 2.0 2022-08 15



Brand design elements — Logo

Co-Branding

If other brands are presented in association with smart the positioning is clearly defined. The partner logo is always based on the height of the smart logo. There is a minimum distance of 4 X between the two logos. This is
emphasized by a dividing line after 2 X. The dividing line always corresponds to the height of the smart logo. The standard vertical or horizontal version is used wherever possible. When applied vertically and smart is the
primary sender, smart is always above the third-party logo. The horizontal logo should be applied when the media and spacing doesn’t allow a vertical placement.

Vertical (Standard logo) Horizontal (Standard logo) Horizontal (Special case)

IX third party logo

third party logo

oo oo SRR cmnoeee 2X 22X ! | 2 X

2 X

2X | 22X L 2X ! 2 X
2 X

_________________________________

third party
logo

0 The examples above only display the case when smart is the primary sender of the co-branding. As the primary sender
the smart logo is always left-aligned. If smart is the secondary sender, the rules of the primary sender apply to the placement.

smart corporate design compact guidelines version 2.0 2022-08 16



Brand design elements — Logo

Examples of use

} smart

smart corporate design compact guidelines version 2.0 2022-08 17



Logo positioning without imagery

The logo is always placed on a centered axis on the top of the media. For minimal distancing around the logo the predefined logo protection zone applies to the positioning. Exact logo sizes and placement details for standard for-
mats are specified and documented in the respective guidelines. For horizontal formats, the logo is placed on the central axis on the left-hand edge of the format. There are some exceptions, special formats such as interior signage,
social media, PowerPoint templates and merchandise, the logo can be placed differently.

Vertical format Horizontal format

C 0 0 O

smart smart Sfﬂth smart
|

Q

smart
I

Further information on formats, exact logo sizes and placement details
can be found in the chapters Brand Design Experience.

smart corporate design compact guidelines version 2.0 2022-08 18



Brand design elements — Logo

Logo positioning with imagery

For vertical formats, the logo is always placed on a centered axis on the top of the media. For minimal distancing around the logo the predefined logo protection zone applies to the positioning. Exact logo sizes and placement details
for standard formats are specified and documented in the respective guidelines. For horizontal formats, the logo is placed on the central axis on the left-hand edge of the format. Alternatively, the logo can also be middle-aligned

to the height of the image.

Vertical format Horizontal format

C

smart

smart

Horizontal banner ratio 1:4 and above

o

smart

smart corporate design compact guidelines version 2.0 2022-08

Square format

~

smar

1- middle-aligned

0 Further information on formats, exact logo sizes and placement details
can be found in the chapters Brand Design Experience.

19



Brand design elements — Logo

Don’ts

Vertical format Horizontal format Website

smart : spfart . | ot i spfart
: smart smart
'smart / ’ C’
! smart | smart
mart | smart

| O e
smart i smart | c’

smart smart
I

smart corporate design compact guidelines version 2.0 2022-08



Brand design elements — Logo

Placement on surfaces and backgrounds

o Q

smart smart

Logo positive Placement on color
Consider light-dark contrast
(All secondary colors can be used)

smart smart ~
rt
Placement on image Transparent logo on image Logo liquid
Consider light-dark contrast Maximum transparency of 65% Consider light-dark contrast

Logo negative Logo negative on color
Consider light-dark contrast
(All secondary colors can be used)

smart corporate design compact guidelines version 2.0 2022-08

Placement on image Transparent logo on image Logo liquid
Consider light-dark contrast Maximum transparency of 65% Consider light-dark contrast

0 All rules likewise apply to the placement of a detached logo.

21



Brand design elements — Logo

Don’ts

No logo in the signature color

smart

No colored logo on colored No colored logo No two-tone coloring No 3D effects and no shadows No rotation

surface

9

smafr

i

No distortion

smart corporate design compact guidelines

+
smart smart
smart
No new proportions or Not cut or incomplete No turbulent backgrounds No additional elements No random placement
arrangements
version 2.0 2022-08 22
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Brand design elements — Layout principles

Key elements

Logo i i
Centered on background width c’ @ c’

| smart
Car / Image

As much focus as possible

”m,f’”[ l;f

Headline
Left-aligned

Subline
Left-aligned

Call to Action (Optional)
Centered (vertical/horizontal center axis)

3

P Headline
Body text @) Slj,ﬁadhne @ @ (D Subline

I Body copy l/ldemol uptae. Que evelitem rae. Nequi berita simus audiciet aut est, eles doluptur, natlanduntl nobis placepe reprovitis
H Body copy videmol uptae. Que evelitem rae. Nequi berita simus auidiciet aut est, eles doluptur, natiandunti nobis esentia tat|'busant quaepererro voluptur sed magnam quo blatemque ide non nihita.
Left_ a | I g n ed placepe reprovitis esentia tatibusant, quaepererro voluptur, sed inagnam quo blatemque ide non nihita. 1 1
| | |

|
Discover now @ : Discover now @
|
|
|
|

Background area |
Primary colour only

OO OO ONNONNC

0 Detailed information on sizes and grids can be found in the Brand Design Experience.

smart corporate design compact guidelines version 2.0 2022-08 24



Brand design elements — Layout principles

Headline placement

The layout rules are based on the defined basic principles and brand design elements. The headline is always placed on the white background area. The focus of communication is always the message and the product (car).
To maintain the look of smart’s design, the placement of headline and logo should always be consistent.

femem e Qo — SP )

1
1
1
|
|
|
|
|
|
|
Body copy videmol uptae. Que evelitem rae. Nequi berita simus audiciet aut est, eles doluptur, natiandunti nobis placepe reprovitis
|

Ibrt

A

1 n
- I e a 1 n e
Headline |
| .
Subline 1 SUb|'”"1|
Body copy videmol uptae. Que evelitem rae. Nequi berita simus alidiciet aut est, eles doluptur, natiandunti nobis
placepe reprovitis esentia tatibusant, quaepererro voluptur, sed pagnam quo blatemque ide non nihita. esentia tatibusant, quaepererro voluptur, sed magnam quo blatemque ide non nihita.
|
Discover now ! Discoverl now
|
1 | 1
1
|

o T

.-‘-’.‘

il

» Headline

biscover now

Subline

Body copy videmol uptae. Que evelitem rae. Nequi berita simus audiciet aut est, eles doluptur, natiandunti nobis placepe reprovitis
esentia tatibusant, quaepererro voluptur, sed magnam quo blatemque evelitem rae ide non nihita.

N

N4

The size of the headline can vary in proportion to the image, depending on the weight and size.

smart corporate design compact guidelines version 2.0
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Headline placement

The two key elements logo and call-to-action (if required) are
always centered on the white background area. The placement
of the headline is always positioned left-aligned.

Headline left-aligned
In general, for all horizontal and vertical communication formats,

the headline, subline and body copy are placed on the bottom left.

When applying a headline on an extreme horizontal format,
the headline, subline and body copy are positioned left-aligned
after car / image.

In both cases, headline, subline and body copy - are always
positioned left-aligned.

25



Brand design elements — Layout principles

Examples of use

OoH, print and banner

O

smart

) e

e
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TOmMOIrow 1s yours.

Introducing smart #1.

One great thing about tomorrow: it's up to you. That's why the all-new smart #1 genuinely supports
whatever you're up to with innovative technology, intuitive connectivity and an avantgarde design language.

In short: Tomorrow is here — ready for your next move. Find out more at www.smart.com

smart corporate design compact guidelines

Tomorrow 1s yours.

Introducing smart #1.

Tomorrow 1s yours

Introducing smart #1.

2022-08

version 2.0

O

smart

Tomorrow 1s yours.

Introducing smart #1.

Igent occus cum que pore, exces dunt
volupta nonseni volore inus, vid molup-
tatur? Ficid maximoluptas rem que sitini
optaeris conseq adis eos di qui con et.

Discover now

Tomorrow is yours.

Introducing smart #1.

O

smart

Tomorrow is yours.

Introducing smart #1.

26



Brand design elements — Layout principles

Examples of us

Editorials and minisite

smart

O

smart

Tomorrow is yours.

Introducing smart #1.

Igent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq
adis eos di qui con et vent.Luptur
aut volorestotat maion nonsequ
ianimin usantur autem harum do-
lorporerum cullaccae sed endam il
idel es nus et alignimus, iunt.Sum
que vel exeratusda ipsam, quibus,
voluptassime di bea non ped mai-
onse ctotatem. Nam invelenistem

smart

Igent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq
adis eos di qui con et vent.Luptur
aut volorestotat maion nonsequ
janimin usantur autem harum do-
lorporerum cullaccae sed endam il
idel es nus et alignimus, iunt.Sum
que vel exeratusda ipsam, quibus,
voluptassime di bea non ped mai-
onse ctotatem. Nam invelenistem

Igent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq
adis eos di qui con et vent.Luptur
aut volorestotat maion nonsequ
ianimin usantur autem harum do-
lorporerum cullaccae sed endam il
idel es nus et alignimus, iunt.Sum
que vel exeratusda ipsam, quibus,
voluptassime di bea non ped mai-
onse ctotatem. Nam invelenistem
incipsa.

Tomorrow 1s yours.

Introducing smart #1.

lgent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq

corporate design compact guidelines

lgent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq

version 2.0

Igent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq
adis eos di qui con et vent.Luptur
aut volorestotat maion nonsequ
ianimin usantur autem harum do-
lorporerum cullaccae sed endam il
idel es nus et alignimus, iunt.

Igent occus cum que pore, exces
dunt volupta nonseni volore inus,
vid moluptatur? Ficid maximolup-
tas rem que sitini optaeris conseq.

2022-08

Tomorrow is yours.

Introducing smart #1.

Igent occus cum que pore, exces dunt volupta nonseni volore
inus, vid moluptatur? Ficid maximoluptas rem que sitini optae-
ris conseq adis eos di qui con et vent.

[ S AV

Tomorrow is yours.

Introducing smart #1.

Igent occus cum que pore, exces dunt volupta nonseni volore
inus, vid moluptatur? Ficid maximoluptas rem que sitini op-
taeris conseq adis eos di qui con et vent. Rum laccum aut ditis
vent, qui omnis quis et as dolorist, occae offici re rempori aliqui
ute doluptati rest, to imi, cone solupta nim nullab illuptati dollit
a dolupti umquas ut peris et autemo volorectur modis nimil

ipid que si beatusti commolupta solorit, omniationes aliquam
dolliqui officipsaped magnate pellacee.

Tomorrow 1s yours.

Introducing smart #1.

Igent occus cum que pore, exces dunt volupta nonseni volore
inus, vid moluptatur? Ficid maximoluptas rem que sitini
optaeris conseq adis eos di qui con et vent.

Igent occus cum que pore, exces dunt volupta nonseni volore inus, vid moluptatur? Ficid maximoluptas
rem que sitini optaeris conseq adis eos di qui con et vent. Rum laccum aut ditis vent, qui omnis quis et
as dolorist, occae offici re rempori aliqui ute doluptati rest, to imi, cone solupta beatusti commolupta
solorit, omniationes aliquam dolliqui officipsaped magnate pellacea de lique volor rendandit.

Meni =  smart EQ fortwo smart EQ fortwo cabrio  Concept #1

O

smart

Tomorrow

Introducing smart #1.

1S yours.

Igent occus cum que pore, exces dunt volupta nonseni volore inus, vid moluptatur?
Ficid maximoluptas rem que sitini optaeris conseq adis eos di qui con et vent.

Discover now

Aasiecet S Datenacluer

Igent occus cum que pore, exces dunt volupta nonseni volore inus, vid moluptatur? Ficid maximoluptas
rem que sitini optaeris conseq adis eos di qui con et vent. Rum laccum aut ditis vent, qui omnis quis et

27
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Brand design elements — Color

Rationale

Primary color spectrum

smart

corporate design compact guidelines

The primary colors of smart are based on the
positioning and design vision.

The brand signature color is electrifying lime.
With this color, the brand will have an individual
color tone in the future that has many facets.

It is a bright yet striking color. It is natural and
technical at the same time. It is fresh, optimistic
and energetic.

Regarding the usage, please ONLY apply the
electrifying lime in a subtle way instead of in a
large scale.

The rest of the primary colors are more subtle,

and are all about new premiumness and profes-
sionalism.

version 2.0 2022-08

Secondary color spectrum

The secondary colors are muted.They pick up
on the current trend in BEV communication
and develop it further. In addition, the muted
colors underline the sophisticated character
smart wants to achieve as a brand.

The color selection is deliberately unisex,
maximally variable and flexible. Electric driving
will become the new normal. Our factory design
supports electrifying lime and at the same time
can highlight themes such as sustainability and
sportiness and ecological efficiency.

29



Brand design elements — Color

Primary color spectrum

Signature color Primary color Primary color Primary color Primary color
for accentuated (CTA, Activation) for logo, backgrounds, texts and elements.  for logo, backgrounds, texts and elements.  for icons, backgrounds and elements. for backgrounds and elements.

smart electrifying lime smart black smart white smart silver smart grey

RGB 215.230.0 RGB 20.20.19 RGB 255.255.255 RGB 150.157.163 RGB 89.89.89

HEX #d7e600 HEX #141413 HEX #fffff HEX #969da3 HEX #595959
CMYK  20.0.100.0. CMYK  0.0.0.95. CMYK  0.0.0.0. CMYK  0.0.0.45. CMYK  0.0.0.65.
Special Colors Special Colors Special Colors Special Colors Special Colors

Pantone 389 C Pantone 419 C Pantone - Pantone 877 C Pantone Cool Gray 10 C

HKS 69 HKS 88 HKS - HKS 99 K HKS 92 K

9 Elements can be surfaces, shapes, lines and layers. In principle, all conceivable design elements can be used in the primary
colors as long as the color harmony is aligned with the color combination principles and there is sufficient contrast.

smart corporate design compact guidelines version 2.0 2022-08 30



Brand design elements — Color

Color combinations

Signature color smart electrifying lime Primary color smart black Primary color smart white Primary color smart silver
Additional color as background Additional color as background Additional color as background Additional color as background

Aa X H O Aa X EH O Aa X H O

mu -- mu - -

Primary color smart grey
Additional color as background

Aa X'H O Aa X E O

Aa X EH O
0 Stands for font or geometric shapes placed on the background area in the specified color. The color combinations
shown here symbolize which colors may be combined and what should be avoided due to lack of contrast.

smart corporate design compact guidelines version 2.0 2022-08 31




Brand design elements — Color

Secondary color spectrum

Accent color Accent color Accent color Accent color

40 % 40 % 40 % 40 %

20 % 20 % 20 % 20 %

e The secondary colors are generally used in solid color (100%). Where color gradation is necessary
(e.g. for information graphics and diagrams) downgrading can be used as an exception.

smart corporate design compact guidelines version 2.0 2022-08 32



Brand design elements — Color

Color combinations

Secondary colors are used wherever the spectrum of primary colors is no longer sufficient. They are used in pictures, as background color, in boxes, in graphics, in illustrations or online elements. The gradations of the
secondary colors may only be used in exceptional cases within graphics, illustrations and online elements. Secondary colors should not be used in combination with each other and should not overlap. When using colors
in general, sufficient contrast must always be considered.

Secondary colors Secondary colors
Elements in white or black on secondary colors. Signature color smart electrifying lime as an accent.

u m m M Secondary -

in combination with other secondary colors.

Aa X H O

Stands for font or geometric shapes placed on the background area in the specified color.
0 The color combinations shown here symbolize which colors may be combined and what should
be avoided due to lack of contrast.

smart corporate design compact guidelines version 2.0 2022-08 33



Brand design elements — Color

Examples of use

More innovative

The rew smart
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Tomorrow is yours.
Introducing wmart #1
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Brand design elements — Brand Icons

Design and construction

Ilcons and pictograms are brand elements that characterize and compliment the general appearance of the brand and add guidance and understanding for the customer. All icons must be self-explanatory, usable in minimal sizes
and should follow the formal guidelines. The icons shown serve as a direction for new to be developed icon sets. Further brand elements and informative icons can be found in the chapter Ul elements.

)
/

Square basic grid
Based on 128px x 128px.

smart

i

:
\

Circle-based grid
for basic shapes and

construction.

corporate design compact guidelines

version 2.0

2022-08

based on geometric lines
and shapes.

d

Icon without grid

Construction
Key lines keep the icon compact and consistent.

Consistency

Less illustrative, more symbolic helps the visibility
and support usage for the digital interface, UX
design.

Narrative

Keep it simple. More solid, positive surface than
negative. Subtle rounded corner accent for more
agile look. Small cut out gap as used in the logo.
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Brand design elements — Brand Icons

Variants

The icons are available in two versions. Positive and negative. In both versions the signature color can be used to create a more striking variant. Alternatively the smart silver can be used as accentuating color. No further color
variations are allowed. The icons are only to be used on either white or black background, always considering the best possible legibility and contrast.

Icons positive Icons negative

signature color lime I '|

O

smart corporate design compact guidelines version 2.0 2022-08
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Brand design elements — Brand Icons

Examples of use
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Typography

Our font FOR smart Next
is a key brand identifier.

Our typography is the style-defining tool

for all communication media. We have 2 types
of fonts — FOR smart Sans and Next.

gliE—1&EelF. EEEX. ENE. BoHF
i, BARY. BRE. BEEHRK.




Brand design elements — Typography

Basic rules

Our font FOR smart Next is our key brand identifier. Our typography is the style-defining tool for all communication media. With the typeface tailored to our needs, we stand out from other car brands and underline our claim to
a more designed and recognizable brand appearance in order to convey our brand values in all communications.

FOR smart Next Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Aa abcdefghijklmnopqrstuvwxyz
1234567890 %&()/@€?'#

FOR smart Next Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 %&()/@€?'#

d

smart corporate design compact guidelines

FOR smart Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Aa abcdefghijklmnopqgrstuvwxyz
1234567890 %&()/@€7H#

FOR smart Sans Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
Aa abcdefghijklmnopgrstuvwxyz
1234567890 %&()/@€?'#

version 2.0 2022-08

Typeface

File type print

File type digital

Fallback font (Web)

*eot, *svg, *ttf,

For smart Sans Regular ~ *otf *Woff, “Woff2 SF Compact Text Regular
For smart Sans Bold *otf ::;Zt%fj'i\vl\%f;ttf’ SF Compact Text Bold
For smart Next Regular ~ *otf ::;Zt]é;'i\vl\%;zttf’ Arial Regular

For smart Next Bold * otf ::;Zt];;'i;’v%f?zttf' Arial Bold
TsangerYunHei *otf -eot, “svg, "It YouYuan

*woff, “woff2

0 For smart Next is fully developed for use in Cyrillic, Greek, and Latin. The font has been edited to
perfectly fit the font size, letter spacing, and line spacing of such fallback fonts as Arial and SF.
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Brand design elements — Typography

Basic rules

Tomorrow 1S yours.

Headline

Headlines use a bold typeface
in order to appear concise and
meaningful.

Creating a future that is more
innovative, more connected,
more stylish, more sustainable,
optimistic and simply, smarter.

Creating a future that is
smart and more innovative.

Body text
Body text uses light font style
for continuous text.

Subline
Sublines use a lighter typeface
and thus support the headline.

drive smart

Highlights / CTA
CTA uses a bold typeface

smart corporate design compact guidelines version 2.0 2022-08

Description Typeface (lat.) Typeface (zho.) Line spacing Alignment Spacing
Headline E(;Rdsmart Next va(;a:gerYunHei 110% Iézl;tt—earleianed, 10-20
subline EggRusl:rart Sans J\Isg\:gerYunHei 110% Iég;tt—earlggned, 10

Body text EggRuslgwrart >ans J\/sg;gerYunHei 120% Left-aligned 0
il—rl]igbf;I(ij%/httézg E(c)):jjsmart Next J\Isg:gerYunHei 120% Left-aligned 0
Highlights / CTA Eglzsmart Next J\/Sg:gerY“”Hei 110% Centered 10-20

Color

The font is always used in the primary colors smart black or white. Light-dark contrast should always be considered.
When specific parts in continuous texts have to be highlighted (e.g. a new feature) alternatively signature color or accent
colors can be used.

Font size details
Precise definitions of font sizes can be found in the brand design experience section for the respective areas of application.
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Brand design elements — Typography

Hierarchy (Latin)

Positive typeface

Tomorrow 1s yours.

Introducing smart #1

Creating a future that is more
innovative, more connected, more stylish,
more sustainable, more optimistic and
simply, smarter.

drive smart

smart corporate design compact guidelines

Negative typeface

Tomorrow 1s yours.

Introducing smart #1

Creating a future that is more
innovative, more connected, more stylish,
more sustainable, more optimistic and
simply, smarter.

version 2.0 2022-08

Headline:
FOR smart Next Bold

Subline:
FOR smart Sans Regular

Body text:
FOR smart Sans Regular

(Digital) CTA:
FOR smart Next Bold

@ Centered

Creating a future that is more
innovative, more connected, more stylish,
more sustainable, more optimistic and
simply, smarter.

@ Left-aligned

Creating a future that is more
innovative, more connected, more stylish,
more sustainable, more optimistic and
simply, smarter.

@ Right-aligned

Creating a future that is more
innovative, more connected, more stylish,
more sustainable, more optimistic and
simply, smarter.
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Brand design elements — Typography

Hierarchy (Chinese)

Positive typeface Negative typeface

£ Fsmart #1 Tomorrow is yours. £ Fsmart #1 Tomorrow is yours.

CIE— P EeIH. EEE. FEBYid.

SIE— N ECIFT. EEEK. EBE.

BoHFse. EARY. BREH. BoffFse. BERW. ERE.
BEREHIRK B EREHIARK

smart corporate design compact guidelines version 2.0 2022-08

Headline:
TsangerYunHei W04

Subline:
TsangerYunHei W04
(Latin) FOR smart Sans Regular

Body text:
TsangerYunHei W03

(Digital) CTA:
TsangerYunHei W04

@

2

Centered

CIE— P ECIH. EEE. EBiE.
BojfFs. BRW. ERE,
BEEEEHIRK

Left-aligned

CIE— P ECIH. EEE. .
BojfFse. BRM. ERE,
BEEEEHIARK

3

Right-aligned

BIE— P EEHT.
CILTES 2>

BEEEL. BEiiE.
BRW. BEfEg.
BEREHIRK
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Brand design elements — Typography

Don’ts

Tomorrow 1s yours. IS yours. — Tomorrow 1S yours. is yours.

No drop shadows No screwing with the font No outline No italics No mirroring No reflection
horizontally or vertically

L1UIILIVULIUW 15 YOUulL>

yours TOMOXIOW is vouss,

1S yours.

No multicolors No 3D effects Not cut or incomplete No new proportions or
arrangements

smart corporate design compact guidelines version 2.0 2022-08 44



Brand design elements — Typography

Examples of use

WUNES Sy

25 smart #1.

S fam

Tomorrow 1S yours.

Introducing smart #1

smart corporate design compact guidelines version 2.0 2022-08

Tomorrow is yours.

Introducing smart #1
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Supergraphic




Brand design elements — Supergraphic

Supergraphic — Futuremark

The smart Futuremark is a supergraphic that derives from the iconic figurative mark of the smart logo. However, it's very important to understand that the Futuremark is NOT a logo nor used like a logo. And it is for usage
of marketing departments only. It is an iconic design element that helps us make a bold statement through our smart moments.

Rules smart Futuremark

— Use only in signature color
— Always use with cropping
— Never use together with smart logo in the same layout

Detailed information and rules can be found at:
Supergraphic — Limited usage

Color code

Color RGB HEX CMYK

smart electrifying lime 215.230.0 #d7e600 20.0.100.0.

smart logo smart Futuremark

smart corporate design compact guidelines version 2.0 2022-08



Brand design elements — Supergraphic

Limited usage

There are specific, limited application areas for the Futuremark. The Futuremark is designed to create a degree of freedom and flexibility to increase the overall dynamism of smart’s social media channels and corporate design
assets. It should be applied carefully.

'4 smart_worldwide &

smart official

The official Instagram account of smart.

B Cars & Electric Mobility
Application areas Rules V
smart - Mercedesstrasse 120, Stuttgart, Germany
Ubersetzung anzeigen
The Futuremark is strictly set to be used by The following basic rules should be S @5k Sovadrwhotoaraphy, anphilipiahn und
. ; } v 9 weitere Personen sind Follower
smart marketing department only and only considered when using the Futuremark:

in the following channels/asset formats: | ectrict || Anren

— Don't use the Futuremark uncropped,

— smart’s official social media platforms always crop at least on one side
— Merchandise — Don't use together with smart logo in
— Promotional usage, e.g. event goodie bag, the same layout

gift package, printed calendar, etc
Detailed information and rules can be
found at:
Supergraphic — Size
Supergraphic — Cropping
Supergraphic — Placement on backgrounds
Supergraphic — Don't

Tomorrow is yours.

Introducing smart #1.

smart corporate design compact guidelines version 2.0 2022-08 48



Brand design elements — Supergraphic
Si

The Futuremark must always be scaled proportionately. Its thickness is not to be changed or altered in any other way (e.qg. by adding extra strokes or an outline). To ensure visibility, the Futuremark should never be smaller than
15mm in height (60px in height for digital application). Since the goal of the Futuremark is to increase visual impact of a layout, it should cover at least 5% of the overall layout area.

Rules

The following basic rules should be considered
when resizing the Futuremark:

— Minimum size in print: 15 mm height oo
— Minimum size in digital use: 60 px height
— No distortion or rotation

— No additional stroke or outline

minimal size
15mm

Detailed information and rules can be found at:
Supergraphic — Don't

\4

The size of the Futuremark can vary when applying on layout, depending on the purpose of communcation.

smart corporate design compact guidelines version 2.0 2022-08 49



Brand design elements — Supergraphic
|
Cropping

The Futuremark must always be used with cropping on all communication formats. There are 3 ways to apply the Futuremark: crop only 1 side, crop any 2 sides or crop any 3 sides. The goal is always to increase the visual
impact of a layout. It should, however, never be cropped to a point where it becomes unrecognizable.

@ Crop only 1 side @ Crop any 2 sides @ Crop any 3 sides Rules & Don'ts

Detailed information and rules can be
- - — found at:
Supergraphic — Size
Supergraphic — Don't

_________________

_________________

smart corporate design compact guidelines version 2.0 2022-08
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Brand design elements — Futuremark layout principles

Examples of cropping

TOmMOrrow 1s yours.

Introducing smart #1.
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Tomorrow is yours.

Introducing smart #1.
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Brand design elements — Supergraphic

Placement on backgrounds

The cropped Futuremark is always positioned at the edge and must have a bold presence within the layout. Regardless of format, it can be used alone on merchandise, or be placed on imagery, e.g. on promotional materials, In-
stagram and other social media posts. Never overlay the Futuremark above car and / or text.

Position around edges of layout Never placed above car Never placed on text

Rules & Don’ts

The following basic rules should be considered
when handling the Futuremark:

— No overlaying on text
— No overlaying on car in visuals that feature
its whole exterior .
: : B S
— Futuremark must always be used with cropping :
T Tomorrow is yours.
on all communication formats

'-\'\‘:\ NS
B S
Tomorrow is yours.

Introducing smart #1.

e N,
Tomorrow is yours.

Introducing smart #1.

Detailed information and rules can be found at:
Supergraphic — Don't

]

TOMOIIOwW 1S yours
]

- Intrgducing-smart #1.

/ Omorrow ls ours Ever/if you cannot predict tomorrow, you can still shape it according to your own
] idgas. That's why the all-new smart #1 not only strikes with technical innovation
) bt turns heads through elegant lines and avantgarde aesthetics. In short: To-
Introd ucing sma rt #1. morrow is here — ready for'your next move. Find out more at www.smart.com

Tomorrow is yours. Tomorrow is yours.

Introducing smart #1. Introducing smart #1.

smart corporate design compact guidelines version 2.0 2022-08 52



Brand design elements — Supergraphic

Don’ts

N / /@
//
e

TomoOrrow is yours.

No colour other than No 3D effect and no shadow No additional stroke or outline No fill in colour No overlaying on car and No transparency and no multiply
electrifying lime body text effect
/ O
/ Tomorrow is yours. Tomorrow is yours. Tomorrow is yours.
No distortion or rotation No new proportions or No unrecognisable cropping No floating in full form Not to be used in very small size Not to appear together with
arrangements smart logo in the same layout

smart corporate design compact guidelines version 2.0 2022-08 53



Brand design elements — Supergraphic

Examples of use

Official social platform, merchandise and promotional usage

4 smart_worldwide

smart official

The official Instagram account of smart

smart - Mercedesstrasse 120, Stuttgart, German

Ubersetzung anzeigen

G’, e cquadratphotography, jJanphilippjahn und
il 9 weitere Personen sind Follower

Folgen Nachricht Anrufen

EH &) 5 RE

Tomorrow 1s yours.

Introducing smart #1.

Merchandise — T-shirt

Internal poster

Official social platform — Instagram

smart corporate design compact guidelines version 2.0 2022-08 54






Brand design elements — Imagery
Imagery

Our approach to creating images is truly unique. We create smart moments to establish our premium brand image and naturally elegant look & feel as well as communicate our unique future-optimistic attitude. Diverse, non-linear
moments in our world, smart moments are peeks into someone’s life and journey with smart. Always observed and authentic, never staged or contrived, they tell individual stories that allow people to find themselves in our world.
That's how we build a genuine relationship between smart and our diverse global audiences.

Every smart moment is a combination of 3 core contentual elements:

Reasoning Image selections

smart moments define a consistent visual language that becomes

smart moments happen in and are seamlessly the basis for image selection.
integrated into our world of premium urbanity.
Since smart moments are always observed in our world of
Where premium urbanity, natural authenticity of images is of utmost
importance. Natural authenticity is the foundation of creating
smart moments tell stories about diverse an inspiring and aspirational world that people can identify
global citizens. with and find themselves in.
smart Please refer to the following pages for a more detailed explanation
moments of how to create smart moments.
smart moments are authentic slices of life
What WhO that convey vivid positivity and smart’s unique

future-optimistic attitude. In addition, elements
of surprise create an intriguing feeling of slight,
effortless edginess.

smart corporate design compact guidelines version 2.0 2022-08 56



Brand design elements — Imagery

Moodboard

| 1]

' /;/' ',’;1:1 ‘

Premium urbanity

As the uncompromising urban companion, smart moments happen in a world
of premium urbanity. They are created by always being seamlessly integrated
into premium, modern urban lifestyles and environments that are

minimalistic and structured but also dynamic as well as natural and bright. =
The overall feeling is energetic and positive.

smart corporate design compact guidelines




Brand design elements — Imagery

Moodboard

Diverse global citizens

smart corporate design compact guidelines

smart moments tell stories about global citizens. They're created through

a cast that is diverse in ethnicity, age, family status. They're people in
daily life, not models; naturally bold in an elegantly stylish way that exudes
mature yet energetic sophistication. A strong sense of joyful optimism and
passion in our cast helps us reinforce smart’s unique future-optimistic
attitude.

Al

il
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Brand design elements — Imagery

Moodboard

Authentic, positive slices
of life with an intriguing,
effortless edginess

smart moments are authentic slices of life that convey vivid positivity and
smart’s unique future-optimistic attitude with elements of surprise to bring \

about an intriguing feeling of slight, effortless edginess. They’re created by M
feeling natural and observed, using special angles and unexpected twists
that engage and intrigue the consumer. 2

smart corporate design compact guidelines




Brand design elements — Imagery

Imagery moodboard

smart corporate design compact guidelines version 2.0 2022-08 60
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Brand design elements — Animation

Basics

Rationale Basic rules

smart is a vibrant and dynamic brand. We set trends and lead the way and The most important rules are summarized below:

are the partner in everyday life and traffic as soon as you sit in the cock-

pit. This positive mood of departure and start is reflected in the new brand — Animation must not be changed.

animation for smart. Through the visual impulse, we signify movement, — The animation must always be shown in its entirety.

energy and progression. — The transition between footage and brand animation can be done by cross-fades and soft

overlaps or by a hard cut.
— The speed of the animation must not be changed. A short version (4 seconds) and a long version
(8 seconds) are available. The use depends on the total length of the video.
Fundamental — The animation sequence can take place on the smart black or be used transparently on the footage.
Sufficient contrast and image expression must be considered.
Brand animation can be used either starting or ending sequence of
promotional or communicative moving images. The animation emphasizes
the message and highlights the sender. Various formats and resolutions are
available for download in the smart digital portal.

Animation sequence

© © o o

smart

smart corporate design compact guidelines version 2.0 2022-08



Brand design elements — Animation

Animation sequence (Motion)

Animation in 4 seconds. (Short version) Animation in 8 seconds. (Long version)

smart corporate design compact guidelines version 2.0 2022-08 63



Order now

Order now

The elements in this chapter are recommendations.
Deviations and adjustments due to trends and
technical feasibility are possible.

w X 0 6 4

199 €/Month

UI elements




Brand design elements — Ul elements

> =
X @@ 6 L >
O © O 0 O

S =%

Color Functional Icons
Signature color for highlights. Surfaces in silver and Basic navigation and information icons for website
grey. Font black or white. (desktop and mobile) and apps.

Text Field v
Order now Order now
Comme =)
Buttons Input interface forms

Primary and secondary buttons. Color
highlighted, with outline or integrated icons.

Drop-down fields for text input.

smart corporate design compact guidelines version 2.0 2022-08
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e

Brand icons

Exemplary for communication about performance,

functions and car.

Selection Controls
Basic icons for website. (desktop and mobile)

199 €/Month ‘ Go

199 €/Month @ Go

Interactive buttons and input fields
Interactive elements for precise information
presentation.

f P (9
oy § J

Social Media Icons
Ilcons used may differ from country to country.



Brand design elements — Ul elements

Examples of use

O

smart

Tomorrow 1s yours.

Introducing smart #1.
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The elements in this chapter are recommendations.
Deviations and adjustments due to trends and
technical feasibility are possible.

Digital




Brand design experience — Digital

Accessibility

In general

By providing an accessible website, smart ensures that all users, including
people with disabilities, have a good user experience and can easily access
information. This should always be considered in the design. The following
links and recommendations are intended to provide guidance. Web accessi-
bility includes all disabilities that affect access to the web, including:

— auditory

— cognitive

— neurological

— physical

— speech

— visual

— age-related impairments

Further information

— W3C Web Accessibility Initiative WAI
— Access for all (Independent authority
for the certification of accessible websites)
— Accessibility Developer Guide
— Accessibility checklist

smart corporate design compact guidelines version 2.0 2022-08

Testing tools

The following tools can help with the design
and programming of accessible content:

— NVDA Screen Reader Software

— NVDA Focus tool

— Structured Contents Bookmarklet
— Web Developer Toolbar

— WAVE Chrome Extension

— Color Contrast Analyser (CCA)

— headingsMap (Chrome)

— headingsMap (Firefox)

— WCAG Contrast checker (Chrome)
— WCAG Contrast checker (Firefox)
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https://www.nvaccess.org
https://addons.nvda-project.org/addons/focusHighlight.de.html
https://testen.bitv-test.de/bookmarklets.html
https://addons.mozilla.org/de/firefox/addon/web-developer/
https://wave.webaim.org/extension/
https://developer.paciellogroup.com/resources/contrastanalyser/
https://chrome.google.com/webstore/detail/headingsmap/flbjommegcjonpdmenkdiocclhjacmbi
https://addons.mozilla.org/de/firefox/addon/headingsmap/
https://chrome.google.com/webstore/detail/wcag-color-contrast-check/plnahcmalebffmaghcpcmpaciebdhgdf
https://addons.mozilla.org/de/firefox/addon/wcag-contrast-checker/
https://www.w3.org/WAI/standards-guidelines/wcag/
https://www.access-for-all.ch/en/
https://www.accessibility-developer-guide.com
https://www.accessibility-checklist.ch/#en

Brand design experience — Digital

Colors

When used in a digital context the color palette of smart is divided into primary, support, interactive and accent colors: White takes precedence over all other colors. Besides white, lime and black are the primary colors. They
characterize the entire brand identity. The supporting colors grey and silver are restrained and unobtrusive. They are mainly used to structure the design and for the background areas of the typography, graphics and images.
The interaction colors are restrained to ensure a consistent treatment of the interactive elements. They help distinguish between static and interactive content on the page without relying on hover states. These colors are ba-

sed on the primary colors and are rasterized. The accent colors are intended for information graphics and for setting small highlights.

Primary colors Interaction colors

I

Support colors (Part of the primary colors) Accent colors

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Digital

Color — Values

Primary colors

Color RGB HEX
. Black 20.20.19 #141413

Lime 215.230.0 #d7e600

White 255.255.255  #ffffff

Support colors

Color RGB HEX

Silver 150.157.163  #969da3
. Grey 89.89.89 #595959

White 255.255.255  #ffffff

smart corporate design compact guidelines

version 2.0

Interaction colors

Interaction colors are designed to maintain a consistent treatment for interactive elements.
They help to differentiate between static and interactive content in page, without relying on
hover states. This means both touch and mouse users are able to intuitively navigate content
and services. The colors are based on the primary colors. These are used as a base layer and
can be used in lighter and darker gradations.

Tool for color separation

f((:rl;);ing) RGB HEX
Lime 215.230.0 #d7e600
Silver 150.157.163 #969da3
Grey 89.89.89 #595959
Accent colors

Color RGB HEX
green 172.230.183  #ace6b?7
blue 125.207.227  #7dcfe3
red 234.156.152  #ea9c98
orange 247.191.49 #f7bf31

2022-08

Accent colors are used to help enriching content and experiences while serving a functional
purpose. They help to create visual links between different content and can act as signifiers
of themes throughout services. They're generally used within illustration and when displaying
data in graphs and charts. The colors are based on the secondary colors. These are used as a
base layer and can be used in lighter and darker gradations.

Tool for color separation

71


https://color.adobe.com/en/create/color-wheel
https://color.adobe.com/en/create/color-wheel

Brand design experience — Digital

Color — In use

Headline only in
smart black.

Subline also in black.

Ximi, nessiti isquiam isquae net la simoluptatur rem etur
res eatiass undenis aut vellautem qui bla issit acculpa-
ria dicium apiti tendebitatum aliciis voloremquid quis qui
omnis ut re velique rectate nderum faccus, comnim ad
quidigent aut vent re, conem quae. Udae pa cusciet u

259

Headline only in
smart white.

Subline also in white.

Ximi, nessiti isquiam isquae net la simoluptatur rem etur
res eatiass undenis aut vellautem qui bla issit acculpa-
ria dicium apiti tendebitatum aliciis voloremquid quis qui
omnis ut re velique rectate nderum faccus, comnim ad
quidigent aut vent re, conem quae. Udae pa cusciet u

Lorem Ipsum

Lorem Ipsum

Lorem Ipsum

Order now

Discover —>

Learn more —))

Infographic with signature color as the

e Infographic with accent colors as main elements.
highlight element. Jrap

smart corporate design compact guidelines version 2.0 2022-08



Brand design experience — Digital

Icons — Informative and social media

There are three types of areas where different icons are used: information, communication and social media. Informative icons are designed to help the user navigate more intuitively within digital applications and easily

recognize relevant information. The social media icons are used in an informative context to refer and forward to the social media platforms.

Scaling

24px x 24pX

lcons must have a minimum size of 24px. Due to fluid websites and
responsive design, further scaling is infinite and without restrictions.

Social Media

f d

56px x 56px

o

b 3

Ilcons that refer to social networks always have a minimum height of 56px.

smart corporate design compact guidelines version 2.0 2022-08

Minimum size

Discover —>

24.pX

Sizes in use

lcons have a minimum size of 24px.

Using color

The icon color should reflect the importance of the icons action in order
to help guiding the user. They can only be colored with the primary color
palette and support colors.

For accent colors, the icons are always used in white.
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Brand design experience — Digital

Icons — Communication

Ilcons used for communication on the subject of cars are intended to visually support services, benefits or product features. The signature color is used to create a visual connection to the buttons and to clearly differentiate
from the functional icons with the two colors.

Variants Available sizes Rules & Don’ts

The following basic rules should be considered
when handling the icons:
(>) — lcons must not be used in the accent colors

=
®

e

— When placing on images, consider sufficient
contrast and legibility
64pX X BAPX No placement on accent colors or color areas

— No use in combination with buttons
— No drop shadows

Scaling — No distorting or deforming

lcons must have a minimum size of 64px. Due to fluid websites and

responsive design, further scaling is infinite and without restrictions.

(2
(D

g O

e

0 The icons shown here serve as a basis for developing a new icon set and icon language. More information
on the topic of structure and composition can be found in the chapter brand design elements.
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Brand design experience — Digital

Typography

Our font FOR smart Next and FOR smart Sans are key brand identifiers. Our typography is the style-defining tool for all communication media. With the typeface tailored to our needs, we stand out from other car brands and
underline our claim to design and go ahead to inspire others.

Using color and typography Hierarchy and size
When using color backgrounds, only black and white must be used as font color. There are defined font sizes for the digital area. These are recommendations and may deviate in exceptional cases.
The color matrix demonstrates the accessibility of typefaces across the entire The best possible user experience, accessibility and application must always be considered. Otherwise the defined rules
color palette in all specified sizes. for brand design elements also apply to the digital area.
Color RGB HEX Description Typeface (lat.) Typeface (zho.) Alignment
Aa
. Black 20.20.19 #141413 Headline FOR smart Next Bold TsangerYunHei W04 Left-aligned, centered
Aa
White 255.255.255  #ffffff Subline FOR smart Sans Regular TsangerYunHei W04 Left-aligned, centered
“ Body text FOR smart Sans Regular TsangerYunHei W03 Left-aligned, centered
Aa !—Ilghhghtlng FOR smart Sans Bold TsangerYunHei W04 Left-aligned, centered
in body text

“ Highlights / CTA FOR smart Next Bold TsangerYunHei W04 centered
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Brand design experience — Digital

Buttons — Basics

Buttons are graphical control elements that provide users a triggered event. They must contain a clear actionable text and additionally may contain icons. Buttons are more visually dominant than text links. They either guide
user through the content as a visual highlight and/or act as a “call to action”.

Primary Buttons

Primary buttons are used when a direct purchase
impulse should be triggered with a direct reference
to the car. The version with icons is used when an
item is added to the shopping basket or a purchase
is completed.

Primary buttons always use the signature color,
either fully colored or as an outline only depending
on the background - considering the requirements
for sufficient contrast.

Order now Add to cart =

smart corporate design compact guidelines

Secondary Buttons

Secondary buttons are used when no direct
purchase impulse is desired. These buttons lead
through the digital application and mark normal
command and control elements. Icons can be used
to clarify or emphasize the function.

Secondary buttons only use black or white, either
fully colored or as an outline only depending on the

background - considering the requirements for
sufficient contrast.

Discover Discover —>
( Learn more > (Learn more —)>

version 2.0 2022-08

Buttons on image backgrounds

Add to cart =

Primary buttons
Add to cart =

Discover —>
Learn more —

Discover

Secondary buttons

< Learn more )

0 The elements and dimensions shown here are examples and not guidelines. Due to
responsive design, elements must be flexible and adaptable and variations are possible.
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Brand design experience — Digital

Buttons — Structure

Minimal width: 240px Space between buttons: 30px
| | [ ]
Opacity 40%
Primary Hover
Opacity 40%
Padding | Secondary Hover
30px 30px Opacity 40%
Position ( Secondary ) ( Hover >
Primary Primary Outline Font
Default #d7e600 Default #f6fad4 FOR smart Next Bold
Hover #dfeb4b Hover #fbfdea Size: 25 Pt
Text #141413 Text #141413
Secondary Secondary Outline
Default #141413 Default #FFFFFF
Hover #434342 Hover #cceecc
Text #FFFFFF Text #141413

smart corporate design compact guidelines version 2.0 2022-08

Minimal width: 240px Space between buttons: 30px

| | ]

Opacity 40%

Add to cart = Add to cart =

Opacity 40%

I30plx - I3Opl>< | Opacity 40%
(Learn moreé —)) (Learn miore —))
:ZO:px Cent:ered

Space between:
word and icon

0 The elements and dimensions shown here are examples and not guidelines. Due to

responsive design, elements must be flexible and adaptable and variations are possible.
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Brand design experience — Digital

Interfunctional elements

These elements serve as design tools and summarize various functions and elements. They can include buttons, input fields, links and more. The user can interact directly with these elements and make adjust settings conve-
niently. The interactive buttons and input fields are distinguished by their soft shadows and slight three-dimensionality. More information, use and design options are available in the Ul kit.

FOR smart Next Bold FOR smart Next Bold
Size: 25 Pt Size: 18 Pt

Minimal width: 620px

199 €/Month ‘ Go 199 €/Month i G . (Go !

40px 60px 40px  12px
| |

Minimal width: 320px Minimal width: 120px

FOR smart Next Reqular
Size: 16 Pt

0 The elements and dimensions shown here are examples and not guidelines. Due to
responsive design, elements must be flexible and adaptable and variations are possible.

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Digital

Examples of use

Landing page

smart

corporate design compact guidelines

version 2.0

2022-08
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Brand design experience — Digital

Examples of use

Subpage communication

Newsletter

Lorem ipsum dolor Sit amet, consectetuer adipiscing elit, sed
diam nonummy nibh ewsmod Lincdunt ut laoreet dolore
magna aliquam erat volutpat

The new smart #1 The new smart #1

LOrem ssum 00\ il amet
DIscIng

TOMOIIOW 1S yOurs. = =
Order now

All electric, now! Jready to“-Services New In-Car-App
Lorem ipsum color sit amet, Dam nonuny eirmod tempor mvidunt ut labore et dolore
consectetuer adipiscing elit diam invidurt ut labore ot dolore est s diam est & adipiscing elit

Experience the
smart way

There for you

Make your daily
life easier.

Lorem sprsum dolor sit amet, consectetuer adipisong elit, sed
Fam ndcummy nibh euitmod tincidunt ot laoreet dokre
nagna aliguam grat volutpat

smart corporate design compact guidelines version 2.0 2022-08



Brand design experience — Digital

Examples of use

Subpage car

Arrange your

Charge faster. financing individually.
Drive longer.

Um Jolor sit amel, Corsectetuer acpiscing oL, sl
monummy nibh euismod tincidunt ut laoreet dolore

shopping W9

- a =

S?gnﬁ}ess options. From sportive

R to elegant.

199 ¢/ Moach ‘ s

All electric, now! Jready to”-Services New In-Car-App
, Shopping ®
Lorem ipsum color sit amet, Dam nonumy eirmod tempor mvidunt ut labore et colore
consectetuer adipiscing elit diam invidurt ut labore &t dolore est & diam est & adipiscing elit

There for you

All electric, now!

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna Aiquam et volutpat

=

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Digital

Banner

The online banners follow the same design principles as the entire smart brand design system. Where applicable the banners can be interactive and animated. These following standard formats show the variety of designs for
online banners.

Grid Design

The banners are based on a square grid. Grid units Text is always placed on the stage area with no

with a side length of 10 px form the basis for the picture; alternatively on the image if sufficient _

calculation. These are divided by the height and contrast is considered. The font size is at least XN scm!t | TOMOITOW 1S YOULS  (iscoreceon
width of the final format. The distance to the format 10 px to ensure legibility. Only the primary buttons :

edge is at least 2 raster units. should be used for the banners.

Elements

Each standard banner contains: Logo, headline,
subline, and call-to-action button as well as an
image. Images can be format-filling or in the ratio Tomorrow
1/2, 1/3 or 1/4 to the format. is yours

Introducing smart #1.

Discover now

One great thing about tomorrow: it's
up to you. That's why the all-new

Each format has a 1 px outline in black to make e o iy
the banner stand out against light backgrounds.

design language.

Discover now

smart corporate design compact guidelines version 2.0 2022-08



Brand design experience — Digital

Banner

@

smart

Logo
Scale only within the grid.
Note typeset space.

Image
Note the detail of the picture.
Car must be clearly recognizable.

Stage
Standard: White. Other primary colors
also possible. Note contrast with font.

Headline
FOR smart Next Bold. Line spacing
110%. Minimum text size 20px.

Subline
FOR smart Sans Regular. Line spacing
120%. Minimum text size 10px.

Button
FOR smart Next Bold. Line spacing
120%. Minimum text size 10px.

corporate design compact guidelines

version 2.0

Tomorrow
(4)is yours

Introducing smart #1.

One great thing about tomorrow: it's

up to you. That's why the all-new

smart #1 genuinely supports whatever
you're up to with innovative technology,
intuitive connectivity and an avant-
garde design language.

@ Discover now

O

smart

Tomorrow 1s yours

Introducing smart #1.

Discover now

b\

N

A

Leaderboard

Discover now

-
(]

=]

]

O

smart

Tomorrow 1s yours.

Introducing smart #1.

Discover now

=
il

=

o

Skyscraper

2022-08

Medium rectangle




Brand design experience — Digital

Banner with QR code

Ol

Scale only within the grid. C’ TOMOIIOW iS VOULS

NOte typeset Space ({r smart Introducing smart #1. Y

S
V,X/ b '/// =

Image ><,(x /;(,2 Leaderboard

Note the detail of the picture. =

Car must be clearly recognizable. 1]

) S
[1L t "= Introducing smart #1.

@ Stage

Standard: White. Other primary colors =

also possible. Note contrast with font.
<:> Headline

FOR smart Next Bold. Line spacing ﬂ:

110%. Minimum text size 20px. Tomorrow Tomorrow N

(4)is yours you -
Introducing smart #1. ntroducing smart #1.
. One great thing,abouttomorrow:it’s One great thing about tomofrow: it's

(5) Subline St e

FOR smart Sans Regular. Line spacing sudeion o <5> e e apopel

120%. Minimum text size 10px. e . -

e AL Tomorrow 1s yours. TOMOIIOW 1S YOUrs. i

@ QR code

Minimum size 40px x 40px. Skyscraper Medium rectangle

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Digital

Soclal media

Content played out in the social networks should be oriented towards the positioning of smart and be suitable for the target group. smart shares content that inspires and interests users.
We are avant-garde trendsetters — fashionable, influential role models with a passion for art & design.

General aesthetics

@ Inspiring people
We prefer images that show authentic, inspiring people
in motion and that fit our image world. The people can

interact with our products. <

O smart_worlidwide

09:47

<
O smart_worldwide

@ Focus on car

The second priority is pure shots of cars, staged
according to our positioning. Here, the product
speaks for itself as the sender. No additional logo
IS needed.

@ Futuremark

Where product is shown partially or no brand/logo is
clearly recognizable, we can use the cropped Futuremark
together with the image to resonate the dynamism of the
smart brand.

@ Message

If required, a headline can be added to the picture.

Wa

Tomorrow is yours.

Introducing smart #1

QY

GCetalll kadhochow sonen

smart_worlidwide 'Whather | 9 COMmMINg o Q1
when you're the BsmartvisionEQfartwo it's not

A Q & 66 a

smart corporate design compact guidelines version 2.0 2022-08 87




Brand design experience — Digital

Soclal media

@

smart

Futuremark
The Futuremark can be scaled freely
and must be cropped at least 1 edge.

Safety margin
No elements may be placed
in this area.

Picture
The core message of the image must
be clear.

Headline
FOR smart Next Bold. Line spacing
110%. Font size depending on format.

Subline
FOR smart Sans Regular. Line spacing
120%. Font size depending on format.

corporate design compact guidelines

<

€) smart_worldwide

L

TOMOIIOW 1S you

IS.

Placement of Futuremark

The guidelines for the Futuremark application on Social
Media are deliberately defined as a loose framework rather
than strict requlations to allow for the flexibility necessary
to create dynamic visuals and engaging content.

Since smart uses the official brand logo as its profile picture
on all social media channels, we avoid using the logo in our
posts in order to avoid visual duplication.

The placement of the Futuremark on a visual asset can be
chosen freely, as long as it is in line with the rules. Detailed
information and rules can be found at:

Supergraphic — Size

Supergraphic — Cropping
Supergraphic — Placement on backgrounds

Supergraphic — Do not

Landu:_Lng_imaL[jﬂ_@

© QY

Gefallt kaihochow und weiteren Personen

about the destination, it's the journey that...

A QA B ©

version 2.0 2022-08

W

smart_worldwide Whether you're coming or going,
when you're in the #smartvisionEQfortwo it's not

O

These rules apply to all standard posts in social media feeds
and stories (e.g IG stories, weibo).

Grid

Due to the diverse formats and platforms, there are no
rigid grids but only one type area. Elements may not be
placed beyond this. Images are always placed to fill the
format. Make sure that no important elements are covered
and that the motif is clearly recognizable. The type area
must always be 60px from the edge of the format.

smart Futuremark
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Brand design experience — Digital

QR code on long poster

@ QR code

Minimum size 100px x 100px.
Place all QR codes at the end of long poster.

@ Frame (Optionary)
Standard: White. Other primary colors

also possible. Note contrast with QR code.

@ Call to Action

Latin: FOR smart Sans Regular
Chinese: TsangerYunHei W03
Font size depending on format.

@ Spacing

Minimum spacing between QR codes
60pX

@ Safety margin
No elements may be placed

in this area.

smart corporate design compact guidelines

version 2.0

2022-08

smartE£&E

FEAE, REEX

Tomorrow is yours.
|

KigKE
smart&E5EE

center-aligned

Place QR code at the
end of long poster

smartE£ &5 >

HEARE, REEX

Tomorrow is yours.

[

Minimum spacing:
60pX

100px

60pX

89
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Brand design experience — Digital

Video ending frame (Latin)

Horizontal format
Static 1080 px (H) x 1920 px (W)

Description Typeface Font size Tracking

Headline FOR smart Next Bold 150 pt -30

Subline FOR smart Sans Regular 65 pt 0

Disclaimer FOR smart Sans Regular 16 pt 0

smart corporate design compact guidelines version 2.0 2022-08

418 px

60 px

368 px

75 pX

Tomorrow 1S yours.

Introducing smart #1

The vehicle is in the EU jhomologation preocedure and the homologation is expected to be completed in July 2022 . smart will publish the official values as soon as the homologation process is finalized. smart will publish the values through its usual
channels. Shown vehicle may contain optional equipment and features which might eventually not be applicable to all markets. Further information on the official fuel consumption and the official specific CO@ emissions of new passenger cars can
be found in the 'Guide to fuel consumption, C02 Emissions and Electricity Consumption of New Passenger Cars', which is available free of charge at all sales outlets, frin Deutsche Automobil Treuhand GmbH (DAT) Hellmuth-Hirth-Str.1,73760 Ostfildern
Scharnhausen, and at httos:/www.dat.de/co2/.

1080 px

N

1920 px

\ %4
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Brand design experience — Digital

Video ending frame (Latin)

Vertical format
Static 1920 px (H) x 1080 px (W)

Description Typeface Font size Tracking

Headline FOR smart Next Bold 120 pt -30

Subline (smart #1) FOR smart Sans Regular 65 pt 0

Disclaimer FOR smart Sans Regular 16 pt 0

smart corporate design compact guidelines version 2.0 2022-08

533 px

915 px

N

Tomorrow
1S yours.

Introducing smart #1

The vehicle is in the EU jhomologation preocedure and the homologation is expected to be completed in July 2022 . smart will publish the official
values as soon as the homolo n process is finalized. smart will publish the values through it nnels. Sh contain op-
tional equipment and feature: ch might eventually not be applicable to all markets. Further in ation on the offici ption and the
official specific CO@ em new passenger cars can be found in the 'Guide to fuel consumption, CO2 Emissions and Electricity Consumption of
New Passenger Cars; which is available free of charge at all sales outlets, frin Deutsche Automobil Treuhand GmbH (DAT) Hellmuth-Hirth-Str.1,73760
Ostfildern Scharnhausen, and at https:/www.dat.de/co2/.

1080 px

1920 px

92



Brand design experience — Digital

Video ending frame (Chinese)

Horizontal format
Static 1080 px (H) x 1920 px (W)

Description Typeface Font size Tracking
Headline TsangerYunHei (W04) 99 pt 80
Subline (zho.) TsangerYunHei (W04) 55 pt 0
Subline (smart #1) FOR smart Sans Regular 60 pt 0
Subline (Tomorrow is yours.) FOR smart Sans Bold 60 pt 0
Disclaimer TsangerYunHei (W04) 16 pt 0

smart corporate design compact guidelines version 2.0 2022-08

440 px

50 px

365 px

75 pX

REBRE , REEX

2% smart #1 Tomorrow is yours.

REMAT, BEFRIBEN
BREREENRHSE, KRR EGRNUPE EH~RR1E

1080 px

N

\ %4

1920 px
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Brand design experience — Digital

Video ending frame (Chinese)

Vertical format
Static 1920 px (H) x 1080 px (W)

Description Typeface Font size Tracking
Headline TsangerYunHei (W04) 120 pt 60
Subline (zho.) TsangerYunHei (W04) 50 pt 0
Subline (smart #1) FOR smart Sans Regular 55 pt 0
Subline (Tomorrow is yours.) FOR smart Sans Bold 55 pt 0
Disclaimer TsangerYunHei (W04) 16 pt 0
smart corporate design compact guidelines version 2.0 2022-08

633 px

40 px

45 px

30 px

780 px

75 px

ARABE X

4 smart #1

Tomorrow is yours.

SRR EGERUPE LT =R E

N

1080 px

1920 px
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Brand design experience II

96 OoH & Print

109 Model name

115 Model license plate
118 Dealer communications
121 Roadside flag

122 Welcome door

123 Backdrop

124 Interior sighage

125 Stationery

129 PowerPoint
132 Infographics
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Brand design experience — OoH & Print

Overview OoH

O

smart

Tomorrow 1s yours.

Introducing smart #1.

o o

smart smart

Tomorrow is yours.

Introducing smart #1.

Tomorrow is yours.

Introducing smart #1.

smart

corporate design compact guidelines version 2.0
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smart

\
A \
AW
N

S

Tomorrow 1s yours.

Introducing smart #1.

One great thing about tomorrow: it's up to you. That's why the all-new smart #1 genuinely supports
whatever you're up to with innovative technology, intuitive connectivity and an avantgarde design language.
In short: Tomorrow is here — ready for your next move. Find out more at www.smart.com

o O

smart smart

Tomorrow is yours. ‘g

Introducing smart #1.

2T smart #1 Tomorrow is yours.

O

smart

. .
Tomorrow 1S yours. e

Introducing smart #1.

43 smart #1 Tomorrow is yours.
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Brand design experience — OoH & Print

Overview ads

smort

Discover the new new smart

Tomorrow is yours. TomOIIOW 1S yours.

Introducing smart #1.

One great thing about tomorrow: it's up to you. That's why the all-new smart #1 genuinely supports
whatever you're up to with innovative technology, intuitive connectivity and an avantgarde design language
. rt.com

¢ ‘
smart
smart
ocire Tomorrow 1s yours. SASE
introducing smart 81 LR Tomorrow 1is yours.
Tomorrow is yours. | Tomorrow 1s yours.
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Brand design experience — OoH & Print

Overview print

For examples:

leaflet, sales prochure, editorial C) Explore
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Brand design experience — OoH & Print

Key elements

Logo
@ Centered on background width

Car / Keyvisual
@ As much focus as possible

Headline
@ Left-aligned (Ooh / Ad)
Left-aligned / center (Print)

Subline
@ Left-aligned (Ooh / Ad)
Left-aligned / center (Print)

Body text

@ Left-aligned

Background area
@ Primary colour only

QR code (Optional)
@ Right-aligned, minimum size 20 x 20 mm

corporate design compact guidelines

smart

version 2.0

smart

3

O, Tomorrow 1s yours.

Introducing smart #1.

2022-08

Y

.ﬁ'.‘lﬁﬂ

o
S

smart

Todor 5, NN Sem DUt ener SUASS P, QU #h1
voluotatsire € Dol Ron Dad Mg e Clotabem. M

Tomorrow 1s yours.

Introducing smart #1.

GOLATIIS COMML SCONING M 00 O Gut CO0 ot Vet L uptir oy vl Sl 100N CIOLALE™. N wvelivd ST, igeed

volivw Lol MAe WAEEY LN whantur satem Pavam

IDATE OCCTUA Duil Que pore, excen et velwgts massent volore copew et Lo ol ¢ o wed 4030 £ Sl £ s of MNgEATRA,
s, wid molplatin? Fickd Munimoleptas rm Que sitind Lt et e iAds Guam, QU veivptauiae Ol
3 (R Gum e, SeDon Bunt woluda Aesanl valore L)

Gl pivatem Cullaccae vad eadam i iel o4 sun ot Magromen, D wob Lot Y FIOT manional Jlore SHIGHE maion SOV VRN BT DCa Y el SOOPOUI CuBeCtM Wad andam
Wt Sem gt coerotvada Duam, qaiben, voluslavsowe di Wrdmes AT S4tan SLas rem Gue SAM AFCIErTS LONEA ¥ el o e ol stgrimun, ot Sum Quevel eaatusdl
08 7008 pad i Wese clotatem. Nam Woplen! By Mert accun i a0h 5 el Ooe 0L WL LEptur Sud wilire SINERE iR
Cum Sut Porg. Ficd madesh .0t 1em Gun ML Sotaer s (Omies SR LA AR W N Sokirirn e
333 005 © QU1 00N # AL LUEDS! Bl wThAIU COlOrTRIBre Iacioe 30d evcam § Wul o5 fun of Blgnimun, et Sem

FRactan 00 endem 109l o Pyt ot Mgy L TSmOt Ve (e v GCaUNId IPRAN, Geitun, viiutassine & = rom
PRERLAGE Deam, QWS volust 254ine O Des ron PO maorny (o) mocrcn (1AR'®* Nam mpe e Alen

- -

100



Brand design experience — OoH & Print

Basic information

The rules in this section are only basics and ensure the correct handling of the brand elements. Further rules and structure for individual campaigns are subject to the creative agency and service providers and are based on
specific requirements. The examples shown in the overview are for illustrative purposes and do not constitute a campaign.

Grid

All formats have a simple basic grid, which can be
extended and changed as required. For formats
outside the DIN standard, we recommend using the
grid of the closest DIN format.

Format Grid

A5-A3 13 Columns
OoH (Citylight) 9 Columns
OoH (18/1) 16 Columns

smart corporate design compact guidelines

Logo

The size of the logo is calculated using a formula.
This calculation serves as a guide. The size of the
logo can still be adjusted optically depending on
the close-up and long-distance effect. In this con-

text, the protection zone must always be considered.

Logo size formula:

Formats width (FW)

Column count
= X
X x 1 =Logo width (LW) Ooh
X x1,5=Logo width (LW) Ad & print

version 2.0 2022-08

Typography

The rules and recommendations of the style guide
apply to the font. The font sizes can be determined
individually depending on the purpose, campaign
idea and long-distance effect. Legal texts should not
fall below a font size of 6 pt.

Further information and rules can be found in the
chapter Brand Design Elements — Typography

101



Brand design experience — OoH & Print

Grid construction for OoH — citylights (CLP)

Logo size formula:

Formats width (FW)
9

=X
X = Logo width (LW)

Agenda:

(FW) = format width
(LW) = logo width
(LH) = logo height

Logo distance from page top:
1/2 (LW)

Distance from left border:
1/2 (LW)

Distance from page bottom:
1/2 (LW)

smart

spacing % .

1X-2X

FW

______

______

______

1/2 X l

1/2 X

regt thing about t
I you're up to with i

pducing

- In short, Tomg

roowishere —

it's up fo you. That's wh
ive tefhnology, intuiti

pady for your ne

_______

Kt move,_Find oy

y the all-new srpar!
e connec tivity pn

He design

It more at www.gmarkbcom. _ _ |- — _

AN
7

&
N

The size of the headline can vary in proportion to the image, depending on the weight and size.

corporate design compact guidelines
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Brand design experience — OoH & Print

Grid construction for OoH (18/1)

FwW

N
Vv

Logo size formula:
X «———
Formats width (FW)
16 :
=X E
X = Logo width (LW) 1 il
spacing  «—
3X—-5X :
Agenda: ;
(FW) = format width
(LW) = logo width |
(LH) = logo height
Logo distance from border: :
1 (LW) 1/2 X l
Distance from left border: Tom
1/2 (LW) |
Distance from page bottom: Intrpducing smart #.
1/2 (LW) Gihatoor you up th with innovalie technelogy, intuttive copnectiity and an svantgarde deagn ang
_ _ _ Anshorf: Tomorrow i3 here — ready for your_next move. Find olit more at www.smart.com | _ _ _ _ _ _
1/2 X :

N
A\ 4

The size of the headline can vary in proportion to the image, depending on the weight and size.
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Brand design experience — OoH & Print

Grid construction for OoH (9:16)

FwW

N
A\

Logo size formula:

Formats width (FW)
16

=X
X = Logo width (LW)

Agenda:

(FW) = format width
(LW) = logo width
(LH) = logo height

Logo distance from border:
1 (LW)
Distance from left border:
1/2 (LW) |
Distance from page bottom: Introflucing smart #1. OQ)
1/2 (LW) one gred: thing about torforrow: it's up to You. That's why tHe all-new smart #1 genuinely suports whatever yoli're up to with inhovative technoldgy, O, |5
| I Iﬂnl’.ultiye. connectivity andlan_avantgarde d¢sign language. I short Tomarrow|is here — ready_fpr yaurnext mavg. Eind outmore gt www.smact.coml _ _ _ - - - -1l o o o o o - oo oo oo do oo oo o] ity
1/2 X :

The size of the headline can vary in proportion to the image, depending on the weight and size.
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Brand design experience — OoH & Print

Grid construction for ads

FwW Fw

N
Vv
N
Vv

Grid construction:
Page format width (FW)
divided into 13 columns,

=X X 1|2

Logo size formula:

Formats width (FW)
13

v

e
=

| ,’WWWW"
= X | i N e
spacing < . =
X x 1,5 = Logo width (LW) 1X - 3X il *!w

Agenda:
(FW) = format width
(LW) = logo width

. L2k IS Nys >
T i -
) ST T SR, ¥ NP

IMOIrQw| 1S YOours. Tomorrag Ours.

Distance from border: ntroducing|smart #1. oRA0 Introducing|smart #1. E ¥4
v

L)
1 X ne great thing about torporrow: it's up to you. That's why the §ll-new smarf #1 genuinely supports Dne great thjng about toforrow: it's Yp to you. Thit's why the pll-new smait #1 genuindgly supports
hatever yoJ're up to with innovative|technology, |ntuitive conpectivity anq an avantgafde design lahguage. — . hatever yo{'re up to wih innovative|technology, fintuitive conpectivity and an avantgafde design Ignguage.
_____ nshort. Tomorrow is her¢ — ready forlyour next mpve. Eind oul more at wwhvsmartcomp _— - - o - = = L - - E m, 14 ____ n short: Tonjorrow is herp — ready fof your next nfove. Find ouf more at wwjw.smart.com|

Distance from page bottom: Protection zone.
1X Try not to use this space.

The size of the headline can vary in proportion to the image, depending on the weight and size.
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Brand design experience — OoH & Print

Grid construction for ads

Feel free to set up the Layout on your own. Please use at least eight columns to set the brand slogan.

Protection zone.

FW FW Try not to use this space.

|

N
\ 4
N
A\

smait £ .
/ : pps
\ ‘. | lr
. . Al ” 1
H1; |
:
ya
N
spating
5X+8X
- OINOIIOV ---E------------------- E
IomOUIOW S yourS. TomOUIQW S yours.
H 4 _'.l 'y ' : 4 _." )y 3 H
Introflucirlg smart #]. ol ; Introflucirlg smart #1. ot | [Elgiai[e]
SN v -, SN v ", h
= = R X -
One greaf thing aljout tomdrrow: it's|up to yoy. That's Why the a|l-new snfart #1 gehuinely spipports ) o < X One greaf thing aljout tomdrrow: it'slup to yoy. That's Why the a|l-new snjart #1 ggnuinely spipports -'-‘;' q’ S & >
whatever you're up to with jnnovative technolpgy, intuftive conrfectivity gnd an avgntgarde |design lahguage. '6:{,' ' \:\@ whatever you're up to with fnnovative technolpgy, intuftive conrfectivity dnd an avgntgarde |design lahguage. ~6;:',' ' \:\@ E WO
= = — - |Inshort: fomarrois here x ready foryourngxt move JFind. autdmore at Ywwsmagt.com— o = = = 4 = = = 4 el In short: [Tomorroy is here 1 ready fpr your n¢xt move.|Find out |more at yww.smarft.com apat 454

N
Vv

The size of the headline can vary in proportion to the image, depending on the weight and size.
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Brand design experience — OoH & Print

Grid construction for print

Fw Fw

A4
N
\’4

Feel free to set up the Layout on your own. Please refer to the €
rules of logo placement, layout principles and typography.

Grid construction:

Page format width (FW)
divided into 13 columns,
=X

SMQ

Logo size formula:

Formats width (Fw)
13

= X spacing «——
1X—3X

Egﬁ.' ’%‘qlm

X x 1,5 =Logo width (LW)

Agenda:
(FW) = format width
(LW) = logo width ToOmorrow 1s yours. Tomorrow 1s yours.
Introducing smart #1. Introducing smart #1.
DiSI‘.a nce from bordel': Cteating a futurd that is frore 4 (>) <.> B Creatin_g a futurd that is nore ' (>) <> m
1X shagt oo kel Ly e ) sy s b obingn et iy o ) Protection zone.
Distance from page bottom' _____ smarter EIQG_O.UL‘fu.OLO_ﬂL TR o) Lcsm; _____ ____:x:____--;:.____:).—rw. _____ smarter, [Fing out‘.’nore N Www :,mart.ccm' .'::tch-_; —N: .l_hr’ Tl’y nOt tO use
1X X this space.

& N
N d

The size and placement of the headline can vary in proportion to the image,

depending on the weight and size.
smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — OoH & Print

Grid construction for print

Feel free to set up the Layout on your own. Please refer to the rules of logo placement, layout principles and typography.

Protection zone.

FW FW Try not to use this space.

N
A\

N
\ 4

Explore

Ga. Dpluptat afit int ipshm

fem Mus, nongeratureninos
nam, ponsequi quevel
exerdlusda magamolupliss et
cptagris conseq adis egs
ressipt explang serspid cb

Explore

Ga. Odluptat alft int ipsfm
fem mus, Nonsperaturen nos
nam, ponsequilquevel

smarl

exerafusda majamoluplps et
cptacris consefy adis eop
ressint explang serspidied

A New ways A New ways
Ga. [Doluptatjalit int igsum
@ em myus, nogseraturan nos
l—’ nan, nonsequ QLC\‘E’
~ exelatusda rhaximoluptas et
optheris conleq adis ¢os
resgint explang aerspjd eb

Ga. Poluptat plit int ipflum
@ remimys, nonseraturan nos
nam, nonsequ Q'».cﬂ:'
'P exefatusda maximolugtas et
optiernis condeq adis gos
ressint explahd aerspid eb

200k

Orjsequi cup. Ecuplips as
$ enplae nobilibus end melorep
erynceatesh reres cgmnitian

r
-! voluptati tqr ad enec}
nuim e0ssinfus as regeeh

200k

Onfsequi Cup. Ecuplips as
‘ enplac nobilibus end melorep)
eryndeAtes reres cdmnitian

voluptati tqr 3d encs
nujm eossinjus as regeeh

|
L —

N
Vv

The size of the fonts can vary in proportion to the image, depending on the weight and size.
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Brand design experience — Model name

Model name

Model name icon 3D icon as emblem on car

The #1 model name icon is available for usage in all major media (Print and online). The electrifying lime The 3D version of model name icon is only used on the car.
color is only for digital application

Model name positive Model name positive Model name in electrifying lime
(For digital only)
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Brand design experience — Model name

Minimum distances

The #1 model name icon is located in a protection zone, in which no other element may be placed. The protection zone is defined by the outer edges of the icon, where X is the height of the #1 model name icon, the minimum distances
between the brand and all the format edges is 1/2 X.

#1 Model name icon

1X 1X

1/2 X ' 1/2 X 1/2 X ' 1/2 X 1/2 X ' 1/2 X

:|=F1, { X = height of model name icon Protection zone of the logo
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Brand design experience — Model name

Model name 1n typography

The model name icon #1 can be inserted in headline and call-to-action only. Alternately, use smart model name as text in an article, always follow the typesetting style of the content. In principle, the typography rules must be

applied to all marketing materials. For examples, "Introducing the new smart #1 ", "smart #1 User Manual®, etc.

Rules ##1 model name icon in text #1 model name as text

Always leave a typing spacing between "smart" and "#1°,
and all letters should be used in small case: Explore the
limited smart #1 Select your smart #1
launch edition

smart #1

Headline Subline
Typography
The rules and recommendations of the style guide With only one thousand made across
. . Europe, the smart #1 Launch Edition
fa\pplly. to the font. The font sizes can be determmegl Order smart #1 oo e s o
individually depending on the purpose, campaign idea more special driving experience.
and long-distance effect.

Further information and rules can be found in the

chapter Brand Design Elements — Typography

Highlights / CTA Body text

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Model name

Examples of use

smart &£ & 5

RS e Ca
2= EETIME «;;% AN |

: The new smart #1.

*F=F smart#189/)\|q]

Smatt& R#S}Boo\(\et

warranty

smart #1

User Manual
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Brand design experience — Model name

Don’ts

R

No new colour No colour combination No shadow No new proportions or new No transparency and no multiply  No distortion
arrangements effect

am W

smart #1

Do not create new combination No colored logo on colored No turbulent backgrounds
with the smart logo surface
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Brand design experience — Model license plate

Model license plate

1 Logo size formula:

Formats height (FH)
2

=X
X = Logo height (LH)

2 Material
Black acrylic

3 Car plate size (Both front and back)
140 mm (H) x 480 mm (W)

4 Safety margin
1/2 X

5 Model name Icon colour
White on black car plate

6 Position
Centered (vertical centre axis)

Agenda:

(FH) = format height
(FW) = format width
(LH) = logo height
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Brand design experience — Model license plate

Model license plate

CN car plate EU car plate

This model license plate ratio is only used on CN model. This model license plate ratio is only used on EU model.

smart corporate design compact guidelines version 2.0 2022-08 117



Dealer
communications




Brand design experience — Dealer communications

Exterior signage

At the dealership, our logo is primarily displayed in white and is always
illuminated (exception: only if technically not possible). For both — pylons
and flags - black is the preferred background color. If the smart black
cannot be used for any reason, smart grey is the secondary background
color. The signature color “smart electrifying lime” is only to be used in |
an accentuated manner, e.g. on edges.

©

smart

Exterior signage

For outdoor labelling, the illuminated logo is primarily used in

a centered position. The appropriate background contrast always
has to be considered.

Pylon

There are two predefined options for the pylon:

Primary (preferred): Pylon in smart black with centered logo
(illuminated) for the pylon in the upper third of the marking surface.
Alternative: Pylon in smart grey with centered logo (illuminated) as
an alternative.

Flag

Same as the pylon, the flags primarily use black as the preferred
background color. On the lower horizontal edge, the flags use the
“smart electrifying lime”.

corporate design compact guidelines version 2.0 2022-08

RN

For glass facades, it must be checked individually whether the logo should be used in white or black.

Depending on contrast and long-distance visibility.
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Brand design experience — Dealer communications

Examples of use

iy 1

Delivery Center (DC) Point of Sales (POS)
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Brand design experience — Dealer communications

Roadside flag

The materials and elements shown are exemplary visualizations. These can be realized in this or a similar
way by smart or external service providers if required. In principle, the rules laid down in the guideline
must be applied to all retail and BTL materials.

Rules
Detailed information and rules can be found at:
Brand design elements - Logo

Brand design elements — Color
Brand design elements — Typography
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Brand design experience — Dealer communications

Welcome door

The materials and elements shown are exemplary visualizations. These can be realized in this or a similar
way by smart or external service providers if required. In principle, the rules laid down in the guideline
must be applied to all retail and BTL materials.

Rules
Detailed information and rules can be found at:
Brand design elements - Logo

Brand design elements — Color
Brand design elements — Typography
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Brand design experience — Dealer communications

Backdrop

The materials and elements shown are exemplary visualizations. These can be realized in this or a similar
way by smart or external service providers if required. In principle, the rules laid down in the guideline
must be applied to all retail and BTL materials.

Rules

Detailed information and rules can be found at: }
Brand design elements - Logo smart
Brand design elements — Color

Brand design elements — Typography
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Brand design experience — Dealer communications

Interior signage

In the inside, the overall brand perception is rather light and is determined
by soft and futuristic-looking surfaces. Depending on the background
color, the logo should always be illuminated to create sufficient contrast.
If the background is too bright to ensure the contrast to the logo and
illumination is not applicable to create sufficient contrast, then the logo
should be applied in smart black.

@ Communication wall, Logo placement
As an exception to the basic principles and rules of logo placement
the logo is placed at the top left of the modular wall and is aligned
with the central communication monitor.

@ Pylon

The pylon is used in smart grey with centered logo
(illuminated) in the upper third of the marking surface.

@ Color

smart electrifying lime is only used to accentuate (e.g. as a subtle
light element on the floor or to highlight an individual element).
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Brand design experience — Stationery

Overview

The visualizations shown below are illustrative examples and may differ in implementation due to country-
specific features and requirements. The business stationery is uncomplicated and informative. The focus
is on the simple exchange of information. smart as a brand is always clearly recognizable as the sender.

Rules

Stationery items can be adapted considering the rules for
brand elements. The measurements on the following pages
are only recommendations. The signature color can be used
as a creative twist and emphasize the value of the materials
where required.

Detailed information and rules can be found at:
Brand design elements - Logo

Brand design elements — Color
Brand design elements — Typography

smart

smart Curopes CmbH
esshnger Strasse 7 | 70771
weinfelden-Lehterdingen

GO rmany

O

smart

Receiver's company:
Receivers name.
Receivers address:

Subject:

Date
Title

Lorem ipsum dodor sit amet, consectetuer adipiscing elit. Maecenas porttitor congue massa Fusce
posuere, magna sed pulvinar vitricies, purus lectus malesuada liebero, sit amet commoedo magna eros
quis urna. Nunc viverra imperdiet enim. Fusce est. Vivamus a tellus. Pellientesque habitant morbi
tristique sencctus et netus et malesuada fames ac turpis egestas. Proin pharetra nonummy pede
Mauris et orci. Aenean nec lorem

In porttitor. Donec Boreet nonummy Jugue. Suspendisse dui purus, scale-risque at, vulputate vitae,
pretium mattis, nunc. Mauris eget neque at sem venenalis efeifend. UL nonummy. Fasce aliquet pede
ef AT : pelientesque magna. Integer nulla. Donec blandit feugiat ligula
lismoed, purus ipsum pretiuem metus, in lacinca nulla nisi eget

" dui. Alquam erat volutpat. Sed at lorem In nune porta
JUam tempor magna. Pellentesque habitant morbi tristicue
(¢ turpis egestas Nunc ac magna. Maecenas odio dolor,

Is. Pellentesgue cursus sagittis felis. Pellentesgue cursus
INId egestas auctor, diam eros tempus arcy, nec wulputate
vel ante adipiscing rhoncus. Vivamus a mi. Morbi neque

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Stationery

Letterhead

The letterhead is exemplary. Further variants are possible
depending on country-specific conditions or legal form.
An editable template and further information are available
for download on the brand portal.

corporate design compact guidelines version 2.0

smart

2022-08

» ®

O

smart

Recelver's company:
Receiver's name;
Receiver's address

Subject: @

Date:

Title

posuere, magna séd pulvinar ultncies, purus | suada liebero, sit amel commodo magna eros
qQuis urna, Nunc viverra imperdiet enim, Fusce ivamus a tellus, Pellentesque habitant morbi
tristique senectus et netus et malesuada fames ac turpis egestas. Proin pharetra nonummy pede.
Mauris et orci. Aenean nec lorem.

Lorem ipsum dolor sit amet, consectetuer ac‘:@(;h: Maccenas porttitor congue massa, Fusce

In porttitor, Donec lacreet nonummy augue. Suspendisse dui purus, scale-risque at, vulputate vitae,
pretium mattis, nunc. Mauris eget neque at sem venenalis eleifend, Ut nonummy. Fasce aliquet pede
non pede. Suspendisse dapibus loerum pelientesque magna. Integer nulla. Donec biandit feugiat ligula
Donec hendrerit, felis et imperdiet evismod, purus ipsum pretivm metus, in lacinia nulla nisi eget
sapien.

Done u test in lectus consequat. Etiam eget dui, Alquam erat volutpat. Sed at lorem in nunc porta
tristique, Proin nec augue. Quisque aliquam tempor magna. Pellentesque habitant morbi tristique
senectus et netus et malesuada fames ac turpis egestas. Nunc ac magna. Maecenas odio dolor,
vulputate vel, auctor ac, accumsan id, felis, Pellentesque cursus sagittis felis. Pellentesque cursus
sagittis fedis. Pellentesque porttitor, velit lacinia egestas auctor, diam eros tempus arcu, nec vulputate
augue magna vel risus. Cras non magna vel ante adipiscing rhoncus. Vivamus a mi. Morbi neque
Aliquam erat volutpat.

Kind Regards

First Name & Last Name

Contact
Depart=ent
Telephone

mant

OO ORENORNORR OGO

Logo
Minimum size of 12.5 mm width

Sender details

Department: For smart Sans Reqular 10 Pt.
Page number: For smart Sans Regular 8 Pt.

Receiver details / Address
For smart Sans Regular 10 Pt.
Line spacing 120%

Subject
FOR smart Next Bold 10 Pt.

Note / Continuous text
For smart Sans Regular 10 Pt.
Line spacing 120%

Contact details
Highlights: FOR smart Next Bold 8 Pt.
Text: For smart Sans Regular 8 Pt.

Company law information
For smart Sans Regular 6,5 Pt.
Line spacing 110%

Colour bar
Primary colours only
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Brand design experience — Stationery

Envelopes

<:> Logo

Minimum size of 15 mm width

<:> Sender
Highlights: FOR smart Next Bold 8 Pt.
Text: For smart Sans Regular 8 Pt.

smart

smart Europe Gth>

Esslinger Strasse 7| 70771
Leinfelden-Echterdingen
Germany
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Brand design experience — PowerPoint

PowerPoint

PowerPoint is used to present information in a visually easy-to-understand, exciting and targeted way.
To ensure a uniform brand presence and recognition, the PowerPoint template is always used. This already
contains prefabricated slides and rules. These are based on the corporate design. All elements that can be
edited in the template are marked and clearly labelled.

Basic rules Structure

At a glance, the most important rules for working
with the PowerPoint template:

The template contains various design variants
and slides on the following topics.

— The template must not be deleted or changed — Cover page
— The template is the basis - Old templates are no — Agenda

longer valid and must be replaced — Break page / Next chapter
— The same basic rules apply in the use and — Content page

handling of the brand elements as laid down in — Infographics

the corporate design — End chart

— Do not open the template in other applications
than PowerPoint

— No removal or addition of components should be
made in the template

smart corporate design compact guidelines version 2.0 2022-08
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Brand design experience — Infographics

Infographics

Infographics explain topics with a low level of complexity. They can use icons, lines, typography, and CGI to support the desired communication objective. The style of smart infographics is linear, clear, bold and informal.
Our infographics match the smart iconography. Colors, shapes, and the number of elements are limited to provide a clean and modern look. They can use icons, lines, typography, and CGI to get the information across.

Colors

The infographics mainly use primary colors. In ex-
ceptional cases, such as PowerPoint and in extremely
complex graphics, the secondary colors can also

be used. The use of colors can be related to the
adaptation of Ul elements and should therefore be
understood as a recommendation. Deviations are
possible.

smart corporate design compact guidelines

version 2.0

32 km/ (35
day Jrenge

FOR smart next FOR smart sans
Text inforgraphics Legends for inforgraphics

Typography

Clear typography is necessary to convey information
easily. FOR smart next is used in all infographics that
require text. Legends, labels and other information
that are not visual design elements are used in the
FOR smart sans.

2022-08

Imagery

CGI motifs of smart cars and elements of our
iconography can be used for infographics.
CGl cars and icons can be combined, if necessary.
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Brand design experience — Infographics

Grid and structure

Our infographics use bold strokes for framing or conveying information. The line weight is defined by using a linear grid. The grid is divided into 56 units vertically. The vertical position of objects shown in the infographics is
flexible.

Three different line weights based on a graphic width of 60 mm:

Standard line strengths: Additional line strengths:
Standard elements: medium lines. Amending elements: thin lines. Highlighting elements: bold lines.
2 units = 2.14 mm (6.075 pt = 6 pt) 1 unit =1.071 mm (3.036 pt = 3 pt) 3 units = 3.214 mm (9.111 pt = 9 pt)
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Overview

Lorem lpsum
D

Lorem Ipsum
D

Lorem Ipsum

0 Deviating graphics and image styles are possible in PowerPoint
or presentation programmes with fixed templates.

smart corporate design compact guidelines version 2.0 2022-08 135



Merchandise

137 Overview
138 Merchandise examples

Merchandise




Merchandise

Overview

The materials and elements shown are exemplary visualizations. These can be realized in this or a similar way by smart or external service providers if required. In principle, the rules laid down in the guideline must be applied
to all below-the-line materials.

Rules

— The smart logo is applied for all official merchandises.

— The smart logo is preferably placed at central.

— Small elements such as zip closures etc. can be
accentuated with signature color as long as they
have a function.

— The signature color is never used in a decorative
context - it always has to have a function
(e.g. the grip of the umbrella).

Detailed information and rules can be found at:
Brand design elements - Logo

Brand design elements — Color
Brand design elements — Typography
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Merchandise

Examples of official merchandise
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Merchandise

Examples of official merchandise
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Corporate design — Legal notice

Legal notice

Publisher Concept and realization

smart Automobile Co. Ltd Sponsored by Jung von Matt BRAND IDENTITY
www.jvm-bi.de

Image rights
for usage of images, Jung von Matt BRAND IDENTITY GmbH is exempted from all smart’s owned claims as well as

third-party claims, including the costs of legal defense, which applies directly to Jung von Matt BRAND IDENTITY
GmbH with regards to the legal admissibility of advertising measures planned and executed by smart.
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