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Introduction

The Scania brand identity has been designed
to unite and modernise the brand expression
and to support the desired brand image.

Unify

With a few very strong brand assets
we can ensure global consistency
and a coherent brand expression
across all channels.

Simplify

With easy-to-use brand assets and
a clear manual everyone can come
together to create a uniform brand
appearance.

Amplify

All the brand assets have been
polished and improved to reach
their full potential in order to
effectively and successfully
communicate the Scania brand.
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The aim is to bring clarity to the use
of all brand assets and to create

a solid framework for precise
communication.

Dignify

The brand identity has been
developed with precision to enable
us to communicate the pride, trust
and dedication that run through
EIRGEIRNe o}

One Scania

Treat the brand assets with respect
and follow the instructions with
great care. The result will be “One
Scania” in every interaction with
the brand.

General information

Single brand strategy

Scania pursues a single brand
strategy. The Scania brand is
always the same, regardless of
geographical market or product
segment. The visual identity reflects
the brand strategy, consistently
promoting the single brand, Scania,
and conveying the brand values
pride, trust and dedication. This

is achieved by following the rules
defined in this manual and the
direction described in the Brand
Platform. The importance of proper
and consistent use of our corporate
trademark — the wordmark,

symbol and logotype — cannot be
overstated.

Permission to use

the symbol and logotype

The Scania wordmark, symbol

and logotype may only be used

by Scania CV AB, subsidiaries of
Scania CV AB, and companies that
are authorised to market the Scania
products and services or otherwise
licensed to use the Scania symbol
and logotype. There are numerous
other parties who may want to use
the Scania trademark in various
ways: Manufacturers of parts and
accessories, bodywork suppliers,
workshops and dealers outside the
Scania network, etc. To prevent
misuse, these other parties are re-
quired to obtain special permission

for several areas of use. Questions
and applications for permission
should be submitted to Scania CV
AB, Brand Communication. Any
questions regarding licensing and
marking vehicle-related products,
parts, accessories, software and
fluids should be directed to Scania
CV AB, Parts and Service:
products.parts@scania.com.

Identity manual reference
standard

In the case of ambiguities and
uncertainties resulting from
language translations, the English
version of the Scania identity
manual should be used as the
ultimate reference and guide for all
matters regarding the Scania brand
identity.

Ordering artwork

Artwork for wordmark, symbol

and logotype is available on
Scania Media Provider:
https://media.scania.com or can be
ordered from Scania CV AB,

Brand Communication via
identity@scania.com.

Trademark protection

The Scania name, wordmark,
symbol and logotype are registered
trademarks of Scania CV AB and
are protected by international
copyright law.

Questions

Questions regarding this manual
and the Scania brand identity are
submitted to Scania CV AB, Brand
Communication, through Scania
identity helpdesk:
identity@scania.com.




Trademark history

19011911

The Scania symbol originates from
the coat of arms for the Swedish
city of Malmg, the birthplace of
Scania. The eye-catching griffin

at the centre of the symbol is a
mythological creature, half bird and
half lion dating back to 1437, when
it was adopted from King Erik of
Pommern.
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1911-1954

1954-1969

In 1658 the province of Skane
(Scania in latin) was given

the griffin as its coat of arms.
Maskinfabriksaktiebolaget Scania
registered a logotype in 1901,
consisting of the griffin at the
centre of a stylised bicycle hub.
The hub originates from the chain
hub used on bicycles manufactured
by Scania around the year 1900.

1969-1984

The hub and the griffin has been
preserved over the years, except
during the Saab-Scania era
(1969-1995) when the pedal crank
was replaced by spherical rings
surrounding the head of a griffin,
designed by Swedish artist Carl
Fredrik Reutersward in 1983.

1969-1984

1984-1995

From 1969 to 1984, after a
trademark dispute, the company
used only a wordmark with the
name Scania as its trademark.

1995-2016

In 1995, the trademark with the
pedal crank and the griffin was

resurrected in a modernised form.

2016—

In 2016 the logotype was updated
for the first time in 20 years,
contemporised with a three
dimensional finish of the symbol
and a more distinct wordmark.



Overview

Primary assets

The brand asset toolbox is divided
into primary and secondary assets.
The primary assets are Scania’s
strongest branding tools and can
be used across all channels at all
times. The secondary assets exist
to support the primary assets and
to enable a more dynamic brand
expression.

1.

Scania Identity Manual — Introduction

Unique and distinct, the Scania
wordmark expresses pride, trust
and dedication. It can be set in

a positive or negative colour
depending on the background.

. The Scania symbol conveys

quality and robustness.
A secondary monochrome
symbol version is also available.

. The lock-up logotypes consist

of the Scania wordmark

and symbol, with a pre-set
proportion. Two lock-up logotype
versions are available: vertical
(primary) and horizontal. These
are used for impactful branding
where they will clearly and
visibly stand out. They can be set
with a positive or negative colour
depending on the background.

. The Scania font family “Scania

Sans” has been developed
to create a coherent brand

expression in all communication.

The typeface is custom-made,
and the design is inspired by the
Scania wordmark.

. The four Scania brand colours

are derived directly from the
Scania symbol and wordmark,
and effectively establish,
represent and communicate
the brand. These are, in turn,
supported by grey tones as well
as black.

. The twelve-column grid system

is the organising principle for
how the Scania brand is visually
composed, and how to display
information, graphics, text and
imagery.

. The image style of Scania is

grounded in reality and never
fake or overly retouched. It aims
to capture both a holistic view
for perspective and scope,

and a detailed view for our
understanding of every detail.

Wordmark — p. 13

Symbol, 3D — p. 19

4

Typography — p. 42

SCANIA SANS HEADLINE BOLD
SCANIA SANS HEADLINE REGULAR

Scania Sans Bold
Scania Sans Regular
Scania Sans Italic

Primary colours — p. 59 6  Grid system — p. 66

oo [N

Image style — p. 90

Scania Sans Condensed Bold
Scania Sans Condensed Regular
Scania Sans Condensed Italic




Overview

Secondary assets

1. A secondary monochrome 4.

symbol version is used when
technical requirements limit
the use of the primary full-
colour version. The secondary
monochrome version may be
reproduced in blue, white,
silver and black. It can also be

debossed or embossed. 58

2. A secondary monochrome
lock-up logotype version is used
when technical requirements
limit the use of the primary
full-colour version. The lock-up
logotypes consist of the Scania
wordmark and symbol in pre-
set proportions. Two lock-up

logotype versions are available; 6.

vertical and horizontal. The
secondary monochrome version
may be reproduced in blue,
white, silver and black. It can
also be debossed or embossed.

3. Anicon system enables
clear and instantaneous
communication for information
graphics and sales support.
The line drawings are designed
with the Scania font and product
DNA.
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The Scania secondary
supporting colours are used

to vary and highlight content.
The secondary colour palette is
limited to a few useful colours
in order to unify the brand
experience.

The use of the “cropped”
Griffin is restricted to vehicles
and engine applications only.
For consistency and effective
branding, all other applications
are to be executed primarily
with the Scania symbol full-
colour versions, or secondary
monochrome versions.

The material palette is derived
from Scania’s industrial sector,
heritage and the industries
Scania serves.

Symbol, monochrome — p. 20
( 2 )
—

Vertical & horizontal lock-up logotypes, monochrome
— p.26 + 32

Icons — p. 94

=R ENO

4 Secondary colours — p. 61 5  Cropped griffin — p. 99

6  Materials — p. 97

i;
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Ten brand identity principles

This identity manual is a comprehensive
document outlining the principles necessary to

manage and cultivate the Scania brand identity.

Anyone engaged in branding or communication
for Scania must always follow the manual but
specifically pay close attention to the top ten
brand identity principles.
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1.

Branding vs.
communication

In all branding activities the
lock-up logotype is used.

In communications with
additional text, the symbol
and wordmark are separated
to frame the message.

See p. 38.

First impressions
last

When establishing Scania

as the source of a message
for the first time, both the
symbol and the wordmark
must be present. Then later in
a presentation or document,
for example, the symbol and
the wordmark can be used
individually.

Seep.12.

The full-colour
symbol is primary

The full-colour symbol is used
for all communication and
branding. The monochrome
symbol is secondary and
should only be used when
full-colour print is not
possible. See p. 18.

The horizontal
solid wordmark

The Scania workmark is
always solid with no outline.
It is always horizontal, to
ensure its readability.

See p. 12-16.

Cropped griffin

The cropped griffin is no
longer allowed in branding
and communication, and can
only be used on the product
itself e.g. vehicles and engine
applications. See p. 99.

One typeface:
Scania Sans
The Scania Sans font family

is used in all marketing
communication. See p. 42.

Monochrome text

Never use more than one
colour in text. See p. 57.

8.

10.

Text is always
left-aligned

For all Scania communi-
cations, always align text to
the left. See p. 41.

The art of
balancing colour

Primarily use the blue and the
grey tones for backgrounds
and dominant elements.

The supporting colours

and Scania Red are used
modestly to inject energy and
highlight particular elements.
See p. 62.

Respect the grid

The Scania grid is applied to
all applications and is a key
brand identity element.

See p. 66.




Tone of voice

It's not just what you do that counts. The way
that you do it leaves a lasting impression. It's
true for a lot of things in life, and communication
is no exception. Language is not just what we
say, but how we say it. Therefore, maintaining a
consistent tone of voice is very important to our

brand.

The Scania tone of voice is:

Honest

The way we express ourselves is
forthright and open, never vague or
unclear. Honesty builds trust and

a sense of safety, which paves the
way for constructive dialogue and
great relations.

Sincere

Being frank and no-nonsense
makes the Scania brand come
across as approachable and down
to earth. Sincerity is key to building
lasting partnerships, which is one
of the most important cornerstones
of our business.
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Respectful

Respect is a fundamental aspect of
our tone of voice, since it reflects
our heartfelt appreciation for all
our customers, employees and
partners. Respect for the integrity
of the natural environment is also
evidenced in our commitment to
sustainable business practices.

Confident

We are leaders in the market.
Without ever being arrogant, we
know our worth and our strenghts.
This is reflected in how we speak
and write — with self-assurance,
pride and determination.
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BRAND ASSETS

1A. SCANIA WORDMARK
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Scania wordmark

The Scania wordmark. Unique and
distinct. Drawn to express pride,
trust and dedication.

Please note!

First impressions last. The symbol
and the wordmark must always be
presented together, either as a lock-
up logotype or separated according
to the Scania grid system, when
first establishing Scania as the
communication source, on e.g.
brochure covers, ads, magazines,
exterior signage, etc.

Once Scania has been established
as the source, the symbol and the
wordmark can be used individually.

Scania Identity Manual — Brand assets 12



Scania wordmark \

Primary version

The wordmark — Scania — is the
most direct and effective asset in
communicating the brand. It is an
important graphic identifier of the
brand identity. It must always be
treated with care and respect to
maintain its value.

The wordmark must always be
reproduced in its entirety. Do not
use the wordmark in body text

— write Scania in the same typeface
as the body text, but not in upper
case.

Colour

The wordmark is available in

Scania Blue, Scania White or Scania
Black and should contrast with

the background. It can also be
executed in silver foil, debossed

or embossed.

See page 16 for all available
versions of the Scania wordmark.

SN/
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Scania wordmark

Clear space

To ensure its visibility and impact,
the Scania wordmark is always
surrounded by a minimum clear
space. This area should be free
of other graphic elements or text.

The minimum clear space of the
wordmark is a square with the
same size as the width of the ‘I'
in the Scania wordmark.

All artwork files include minimum
clear space.

Scania ldentity Manual — Brand assets

X =The width of “I” in Scania.



Scania wordmark

Size

The Scania wordmark is clear and
bold — a wordmark that is visible

in almost all sizes. This gives us a
range of options when it comes to
size and printing technique. Always
double-check the actual size and
techniques with the printer before
production.

Scania ldentity Manual — Brand assets




Scania wordmark

Versions

The wordmark is available in the
following versions:

All files can be downloaded via
Scania Media Provider
https://media.scania.com

or ordered from Scania CV AB,
Brand Communication via
identity@scania.com
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scania_wordmark_blue_cmyk.ai
— For full-colour print, on coated paper

scania_wordmark_blue_np.ai
— For newspaper print

scania_wordmark_blue_rgb.ai scania_wordmark_blue_rgb.png
— For all digital platforms — For all digital platforms

scania_wordmark_black.ai
— For b/w print

scania_wordmark_blue_cmyk_u.ai
— For full-colour print, on uncoated paper

scania_wordmark_blue_pms.ai + scania_wordmark_blue_pms_u.ai
— For monochrome print only, with or without monochrome symbol

scania_wordmark_white_rgb.ai scania_wordmark_white_rgb.png
— For all digital platforms — For all digital platforms

scania_wordmark_white.ai
— For all printed matters



BRAND ASSETS

1B. SCANIA SYMBOL
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Scania symbol

The Scania symbol conveys quality
and robustness, emphasising these
aspects of the products. A second-
ary monochrome symbol version

is also available.

Please note!

First impressions last. The symbol
and the wordmark must always

be presented together, either as

a lock-up logotype or separated
according to the Scania grid system
when first establishing Scania

as the source of communication,

on e.g. brochure covers, ads,
magazines, exterior signage, etc.

Once Scania has been established
as the source, the symbol and the
wordmark can be used individually.

Scania Identity Manual — Brand assets 18



Scania symbol

Primary version,
full-colour

The full-colour version of the
Scania symbol should be used
across all channels. It can be
applied on to both light and dark
backgrounds, as long as enough
contrast is preserved. The full-
colour symbol is available in CMYK
for printed materials and RGB for
digital use.

The symbol must always be
reproduced in its entirety and

may not be divided. It may not

be directly combined with other
logotypes, symbols or text. Do not
use the Scania symbol in body text.

Sizes

The symbol in full-colour is
available in three sizes; S, M and L.
See page 22 for the size guide.

See page 23 for all available
versions of the Scania symbol.

Scania ldentity Manual — Brand assets




Scania symbol

Secondary,
monochrome

The monochrome symbol should
only be used when full-colour print
is not possible, if materials don’t
allow good quality of reproduction,
or if the quality of the colours is
questionable.

One colour

The monochrome symbol is
available in Scania Blue or Scania
White and Scania Black (PMS,
CMYK and RGB). It should contrast
well with the background and it can
be executed in silver foil, debossed
or embossed. It must always be

set in the same colour as the
wordmark.

See page 23 for all available
versions of the Scania symbol.

Scania ldentity Manual — Brand assets
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Scania symbol

Clear space

To ensure its visibility and impact,
the Scania symbol is always
surrounded by a minimum clear
space. This area should be free of
other graphic elements or text.

The minimum clear space of the
symbol is a square with the same
size as 1/4 of the width of the
symbol.

All artwork files include minimum
clear space.

Scania ldentity Manual — Brand assets

X =1/4 of the symbol width.

21



Scania symbol

Sizes, full-colour

The Scania symbol is available in
three different sizes, optimized

so that it can be identically
reproduced in different sizes.
Always double-check the actual
size and techniques with the
printing house before production to
ensure the correct reproduction of
the symbol.

The large size can be applied to
signage, walls, event materials, etc.

The medium size is the most
commonly used size, for
communication materials such
as ads, brochures, merchandise,
presentations and documents.

The small size is for web
applications and very small
merchandise items like pens,
tie holders, etc.

Monochrome

The monochrome symbol comes in
one version for all sizes. It has small
detailing so make sure these are
distinguishable before printing

in any given media.

For formats larger than
1600 mm (XL), please contact:
identity@scania.com
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Large
26 mm—1600mm

The size (S, M, L) equals the width of the symbol.

Medium
12mm—-25mm

—

4
\

Small
5mm—-11mm

—
( % )

Monochrome
One size only

22



Scania symbol

Versions

The symbol is available in the
following versions:

All files can be downloaded via
Scania Media Provider
https://media.scania.com

or ordered from Scania CV AB,
Brand Communication via
identity@scania.com
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scania_symbol_cmyk.pdf (S, M, L) scania_symbol_cmyk_np.pdf (S, M) scania_symbol_rgb.png (S, M, L)
scania_symbol_cmyk_u.pdf (S, M, L) — For newspaper print — For all digital platforms
— For full-colour print

N Z N

" "

scania_symbol_mono_pms.ai scania_symbol_mono_white.ai scania_symbol_mono_black.ai
scania_symbol_mono_pms_u.ai — For monochrome print only, with or without — For b/w print
— For monochrome print only, with or without monochrome wordmark

monochrome wordmark

23



1C. VERTICAL
LOCK-UP LOGOTYPE
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Vertical lock-up logotype

The lock-up logotypes consist of
the symbol and wordmark locked
together as a fixed asset.

Two lock-up logotypes are available
for impactful branding — where they
will clearly and visibly stand out.

The vertical Scania lock-up
logotype is primary and should be
used in all instances, except when
odd formats require the horizontal
lock-up logotype version.

The Scania lock-up logotypes are
used for branded surfaces only and
should never be used together with
copy-based messages.

Please note!

First impressions last. The symbol
and the wordmark must always
be presented together, either as
a lock-up logotype or separated
according to the Scania grid
system, when first establishing
Scania as the source of the
communication, on e.g. brochure
covers, ads, magazines, exterior
signage etc.

Once Scania has been established

as the source, the symbol and the
wordmark can be used individually.

Scania Identity Manual — Brand assets
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Vertical lock-up logotype

Full-colour
and monochrome

The Scania vertical lock-up
logotype is used primarily for
branding items such as signage,
vehicle striping, merchandise, etc.
This is a fixed artwork. Never
attempt to create your own version.

Colour

The vertical lock-up logotype
should primarily be used in
full-colour, as CMYK or RGB. It

is available with the wordmark

in Scania Blue or Scania White
and should contrast with the
background. The monochrome
symbol should only be used when
full-colour print is not possible, if
materials don’t allow good quality
of reproduction, or if the quality of
the colours is questionable.

Sizes

The full-colour vertical lock-up
logotype is available in three sizes:
S, M, and L. See page 28 for the
size guide.

See page 29 for all available
versions of the vertical lock-up
logotype.

Scania ldentity Manual — Brand assets

1. Primary (full-colour) 2. Secondary (monochrome)
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Vertical lock-up logotype

Clear space

To ensure its visibility and impact,
the Scania lock-up logotype is
always surrounded by a minimum
clear space. This area should be
free of other graphic elements or
text.

The minimum clear space of the
logotype is a square with the same
size as the width of the

“I" in Scania.

All artwork files include minimum
clear space.

Scania ldentity Manual — Brand assets
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X =The width of “I” in Scania.
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Vertical lock-up logotype

Sizes, full-colour

The Scania symbol has smaller
details and is therefore available in
three different sizes and optimized
so that it can be reproduced in
different sizes. Always double-
check the actual size and
techniques with the printing

house before production. The size
measurements are equal to the
width of the logotype. The large
size can be applied to signage,
walls, event materials, etc. The
medium size is the most commonly
used size, for communications
materials such as ads, brochures,
merchandise, presentations and
documents. The small size is for
web applications and very small
merchandise items such as pens,
tie pins, etc.

Monochrome

The monochrome lock-up logotype
comes in one version for all sizes.
It has small detailing so make sure
these are distinguishable before
printing in any given media.

For formats larger than
5000 mm (XL), please contact:
identity@scania.com
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Large
79mm-5000mm

The size (S, M, L) equals the width of the logotype.

Medium
36 mm-78mm

Small
15mm-35mm

Monochrome
One size

28



Vertical lock-up logotype

Versions

All files can be downloaded via
Scania Media Provider
https://media.scania.com

or ordered from Scania CV AB,
Brand Communication via
identity@scania.com

Scania ldentity Manual — Brand assets
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scania_lock-up_v_pos_cmyk.pdf (S, M, L)
scania_lock-up_v_pos_cmyk_u.pdf (S, M, L)
— For full-colour print

«
\

)

=

scania_lock-up_v_neg_cmyk.pdf (S, M, L)
— For full-colour print

()
NG/
SCANIA

scania_lock-up_v_mono_blue_pms.ai
scania_lock-up_v_mono_blue_pms_u.ai
— For monochrome print only

scania_lock-up_v_pos_cmyk_np.pdf (S, M)
— For newspaper print

=
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\

scania_lock-up_v_neg_cmyk_np.pdf (S, M)
— For newspaper print

scania_lock-up_v_mono_white.ai
— For monochrome print only

scania_lock-up_v_pos_rgb.png (S, M, L)
— For all digital platforms

o

4
\

\

scania_lock-up_v_neg_rgb.png (S, M, L)
— For all digital platforms

(2
N/
SCANIA

scania_lock-up_v_mono_black.ai
— For b/w print
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1D. HORIZONTAL
LOCK-UP LOGOTYPE
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Horizontal lock-up logotype

The lock-up logotypes consist of
the symbol and wordmark locked
together as a fixed asset.

Two lock-up logotypes are available
for impactful branding — where they
will clearly and visibly stand out.

The Scania lock-up logotypes

are used for branded surfaces

only and should never be used in
communication together with copy-
based messages.

The horizontal lock-up logotype
should only be applied to formats
where the vertical lock-up logotype
is too small, as in the case of long
or narrow formats like extended
horizontal signage, a pen or

a tie pin.

Please note!

First impressions last. The symbol
and the wordmark must always
be presented together, either as
a lock-up logotype or separated
according to the Scania grid
system, when first establishing
Scania as the source of the
communication, on e.g. brochure
covers, ads, magazines, exterior
signage etc.

Once Scania has been established

as the source, the symbol and the
wordmark can be used individually.

Scania Identity Manual — Brand assets 31



Horizontal lock-up logotype \

Full-colour
and monochrome

The horizontal lock-up logotype
should only be applied to formats
where the vertical lock-up logotype
is too small, as in the case of long
or narrow formats like extended
horizontal signage, a pen or

a tie pin.

Colour

The horizontal lock-up logotype
should primarily be used in full-
colour, as CMYK or RGB.

It is available with the wordmark
in Scania Blue or Scania White
and should contrast with the
background. The monochrome
symbol should only be used when
full-colour print is not possible, if
materials don’t allow good quality
of reproduction, or if the quality of
the colours is questionable.

Sizes

The full-colour horizontal lock-up
logotype is available in three sizes:
S, M, and L. See page 34 for the

size guide. 1. Primary (full-colour) 2. Secondary (monochrome)

See page 35 for all available
versions of the horizontal lock-up
logotype.

¢ scaNnIA
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Horizontal lock-up logotype

Clear space

To ensure its visibility and impact,
the Scania lock-up logotype is
always surrounded by a minimum
clear space. This area should be
free of other graphic elements or
text.

The minimum clear space of the
logotype is a square with the same
size as the width of the “I” in the
Scania wordmark.

All artwork files include minimum
clear space.

Scania ldentity Manual — Brand assets
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Horizontal lock-up logotype \

Sizes, full-colour

The Scania symbol has smaller
details and is therefore available in
three different sizes and optimized
so that it can be reproduced in
different sizes. Always double-
check the actual size and
techniques with the printing

house before production. The size
measurements are equal to the
width of the logotype. The large
size can be applied to signage,
walls, event materials, etc. The
medium size is the most commonly
used size, for communications
materials such as ads, brochures,
merchandise, presentations and
documents. The small size is for
web applications and very small
merchandise items like pens, tie
holders, etc.

Monochrome
Large

Tihe Memsseme Symss) comes i 102mm-6500mm The size (S, M, L) equals the width of the logotype.

one version for all sizes. It has small
detailing so make sure these are
distinguishable before printing in —

any given media. / \
_ \ SMNIA ©®scana ©scaNia

For formats larger than
6500 mm (XL), please contact:

identity@scania.com Medium Small Monochrome

49 mm-102mm 20mm-48mm One size only
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Horizontal lock-up logotype

Versions

The horizontal lock-up logotype is
available in the following versions:

All files can be downloaded via
Scania Media Provider
https://media.scania.com

or ordered from Scania CV AB,
Brand Communication via
identity@scania.com

Scania ldentity Manual — Brand assets

/2 )
v SCANIA

scania_lock-up_h_pos_cmyk.pdf (S, M, L)
scania_lock-up_h_pos_cmyk_u.pdf (S, M, L)
— For full-colour print

—

«
\

scania_lock-up_h_neg_cmyk.pdf (S, M, L, XL)
— For full-colour print

=
\{) SCANIA
scania_lock-up_h_mono_pms.ai

scania_lock-up_h_mono_pms_u.ai
— For monochrome print only

@ scaNIA

scania_lock-up_h_pos_cmyk_np.pdf (S, M)
— For newspaper print

scania_lock-up_h_neg_cmyk_np.pdf (S, M)
— For newspaper print

scania_lock-up_h_mono_white.ai
— For monochrome print only

@ scaNIA

scania_lock-up_h_pos_rgb.png (S, M, L)
— For all digital platforms

4
\

scania_lock-up_h_neg_rgb.png (S, M, L, XL)
— For all digital platforms

!

/'\
scania_lock-up_h_mono_black.ai
— For b/w print
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Lock-up logotype

Placement

Some examples of branded
surfaces.

@ scaNnia

Deliveries

Reception

Chassis

Workshop

Bus assembly

Parking

O N N N e 4

Scania ldentity Manual — Brand assets




Scania logotype

Don’ts

Don’t use the dark wordmark on dark backgrounds. Don’t use the light wordmark on light backgrounds.

Don't use different printing techniques for the wordmark and symbol, on any logotype.

Don't alter the perspective
or direction of the symbol
or wordmark.

2

Don't use the griffin
without the hub or the
hub without the griffin.

Don't use the full-colour
symbol for black and
white print.

Don’t crop the symbol or
the wordmark.

Don't rotate any of the
Scania logotypes.

Scania ldentity Manual — Brand assets

Don’t add outlines to the wordmark or symbol.

o

©
\
1A

Don't re-colour any wordmark, symbol or logotype.

W

Don't alter the dimensions,
spacing or placements

on any element on any
logotype.

Don't use gold colour or
gold foil on the symbol or
wordmark.

Don’t use two colours for any monochrome logotype.

siminci vit
vent il et mi,

Don’t use the wordmark
in running text.

Don't tilt, skew or add effects to the wordmark or symbol.
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Branding vs. communication
— Use of logotype

The use of logotype varies
depending if you engage

in branding or communication.

Scania Identity Manual — Brand assets

—am

B
Branding Communication @
— Use lock-up logotype — Use separate wordmark and symbol SCANIA
In branding activities the lock-up In any other type of communication, There are four ways to separate
logotype is always used. Examples where an additional message is the wordmark and the symbol:
include signage, merchandise and attached, Scania separates the
display materials. Here the vertical symbol and the wordmark and use 1. Vertical right n
lock-up is primary; the horizontal them to frame the message. This 2. Horizontal
lock-up is secondary (used only creates a contemporary look and 3. Front and back
on odd formats such as pens or increases the flexibility of the brand 4. Vertical centered @
signage where the primary identity.

lock-up cannot fit).

-~

4 [ |
\ @

Vertical lock-up logotype

4

W SCANIA

Horizontal lock-up logotype
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Branding vs. communication

— Examples

Folders

A branded folder/brochure.

The lock-up logotype is used as
there is no copy-based message
present.

Outside/inside
A folder with copy-based Once Scania has been established as the source of the
communication. The wordmark and communication, the symbol and the wordmark can be
symbol are separated — framing the used individually, as in this PowerPoint-template.

message.

YOUR NAME

PRESENTATION TITLE

LONGHAULAG

EXPERIENCE
TO BUILD ON

Text + Large photo 1 — LONG

o e BN T NN SN PS50 W03l

Bar charts

Text Scania Sans 24 pt
« Text Scania Sans
« Text Scania Sans

~ Text Scania Sans 20 pt
— Text Scania Sans

Scania ldentity Manual — Brand assets

Roll-ups

A branded roll-up; use the lock-up logotype.
A roll-up with copy-based communication; the wordmark
and symbol are separated — framing the message.
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2. SCANIA SANS
TYPOGRAPHY

Scania Identity Manual — Brand assets



Scania Sans typography

A custom-made and unique Scania
font family, “Scania Sans”, has
been developed for a stronger

and unified brand expression.

The typeface design is based

on the Scania wordmark and the
letters are specifically engineered
and drawn to answer all needs.

Please note that text should
always be left-aligned.

Scania Identity Manual — Brand assets

ABC123
ABC123

41



Scania Sans typography

Versions

The Scania Sans typeface family
has three fonts:

Scania Sans Headline
Scania Sans
Scania Sans Condensed

The font family comes in eight
different cuts and weights, and all
fonts are available for use across
all media.

Depending on usage, there are
three different versions of the font
files available:

Scania Sans — Desktop
(Open Type Font/OTF)
For Adobe Suites e.g. InDesign

Scania Sans — Web
(TTF, Woff, Woff2, EOT)
For web applications

Scania Office Fonts
(TrueType Fonts/TTF)
For MS Office

All files can be downloaded via
Scania Media Provider
https://media.scania.com

or ordered from Scania CV AB,
Brand Communication via
identity@scania.com
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Scania Sans Headline

SCANIA SANS HEADLINE BOLD
SCANIA SANS HEADLINE REGULAR

Scania Sans

Scania Sans Bold
Scania Sans Regular
Scania Sans Italic

Scania Sans Condensed

Scania Sans Condensed Bold
Scania Sans Condensed Regular
Scania Sans Condensed Italic
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Scania Sans typography

Scania Sans Headline

Scania Sans Headline is closely
linked and associated with the
Scania wordmark. It comes in two
weights: Bold and Regular. Both
weights are developed in upper
case for use when the headlines
are written in all caps. The two
weights should be used to convey
different tonalities depending on
the text. They also create contrast
between headlines and sub-
headlines and should support each
other when both fonts are needed.

Scania Sans Headline Bold
When using the Scania Sans
Headline Bold in large sizes,

the headline must be short and
should not surpass three rows/
lines. If necessary, use a sub-
headline to complete and clarify
the message.

Scania Sans Headline Regular
This alternative gives the headlines
a softer tonality, and may also

be used for longer headlines and
sub-headlines. If necessary, use

a sub-headline to complete and
clarify the message.

For examples, see page 46—-57.
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Scania Sans Headline Bold

ABCDEFGHIJKLMNOPQRST
UVWXYZAAO—1234567890

Scania Sans Headline

ABCDEFGHIJKLMNOPQRST
UVWXYZAAO—1234567890
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Scania Sans typography

Scania Sans

Scania Sans is primarily for body
copy, intro texts, quotations and
graphs but may also be used for
econdary headlines. It comes in
three weights: Bold, Regular and
Italic. All of these weights have
been developed in both upper and
lower case . When using Scania
Sans the text should always be
written in upper and lower case
The italic weight is only for use in
highlighting specific words.

Scania Sans Bold
U th s weight for b nd
d ry headlin
It ativ vvh b tt I gblty
d do s backgrounds
( f rqu tt ntro texts, etc.).

Scania Sans Regular

Use Scania Sans Regular for
body copy, intro text, graphs
and quotations.

Scania Sans Italic

This weight can be used to highlight
specific words in the body copy
when necessary.

For examples, see page 46—-57.
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Scania Sans Bold

AaBbCcDdEeFfGgHhIliJjKKLIMmNNOo
PpQgRrSsTtUuVvWwXxYyZzA3aA32006
1234567890€$¢E£YI?2&@O°C™+—x+=%

Scania Sans Regular

AaBbCCDdEeFngHhlleKkLII\/ImNnOo
PpQgRrSsTtUuVVWwXxYyZzA3A306
1234567890€$¢L¥I?2&@O°™+—x+=%

Scania Sans Italic

AaBbCcDdEeFfGgHhIiJJKKLIMmNNnOo
PpQqRrSsTtUuVvIWwXxYyZzA3AE06
1234567890€$¢E£¥I128@OC™M+—x+=%

44



Scania Sans typography

Scania Sans
Condensed

Scania Sans Condensed is an
efficient font and is excellent to
use to maximize space and in small
sizes (e.g., in manuals, reports and
graphs).

Scania Sans Condensed Bold

The Bold weight is for headlines
and sub-headlines but can be used
to improve legibility on certain
backgrounds.

Scania Sans Condensed Regular
The Regular weight is used for body
copy and may be used in graphs.

Scania Sans Condensed ltalic
The Italic weight is used mainly
for highlighting specific words

in body copy.

For examples, see page 47.
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Scania Sans Condensed Bold

AaBchDdEeFngHhI|J|KkLIMmNnOo
PpQgRrSsTtUuVvWwXxYyZzA3A3006
1234567890€$¢L¥128@OC™+—x+=%

Scania Sans Condensed Regular

AaBbCcDdEeFfGgHhliJjKkLIMmNNOo
PpQqgRrSsTtUuVvWwXxYyZzA8A406
1234567890€$¢ £ ¥128@OC™+—x+=%

Scania Sans Condensed Italic

AaBchDdEeFngth/J iKkLIMmNnOo
PpQqRrSsTtUu VVWWXXYyZZZiaAaoO
1234567890€$¢ £¥128@O C™+—x+=5%

45



Scania Sans typography

Settings 1

The typography was developed
with legibility in mind. In other
words, all the weights have
tailor-made kerning tables.

For a consistent typographical
expression, fixed values are set.

Font sizes

Scania Sans Headline

The size of the headline should
not be smaller than the logotype.
The sub-headline must be smaller
than the headline, approximately
1/3-1/5 size of the headline.

Scania Sans and

Scania Sans Condensed

Adjust body copy, intro texts,
quotations and graphs to fit the
headline and the format. Remember
to ensure legibility. Generic text
should not be smaller than 6 pt.

For optimum legibility the number
of characters in one line should be
approximate 50-70.

Scania ldentity Manual — Brand assets

Typographic settings

Sub-headline: Scania Sans
Headline Regular

Text: upper case

Kerning: O / metric

Word spacing: 100%
Leading: 95%

. Main headline: Scania Sans

Headline Bold

Text: upper case
Kerning: O / metric
Word spacing: 100%
Leading: 95%

. Scania Sans Regular

Text: upper and lower case
Kerning: O / metric

Word spacing: 100%
Leading: 125%

. Scania Sans Regular and Bold

can be used for secondary
headlines, intro text, body
copy, quotations, and graphs.

ILOR-MADE APPLICATIONS

X =95% Leading

3X

icid ut fugiaest aci

eatusae nis experspit quatibus et est, int evelicia sunt eaquiasseri rem eos alitatus dolessim
de dolore odit inum sin et et, qui omnimusanti occum ea volentur? Qui dolum que eos corese
et quis es magnis consequis reicae nullit molorione labo. Am, quis et ipsanti occuptatur?

X =125% Leading

I ax
Wh ded, i SR
written in Scania Sans Regular. Scania Sans

Bold may be an alternative when better
Isgibilltyjs,needed,on,v,ar, us backgrounds. .

Xercimusam, solectet aut occaes aut eum hitatur, seque ere
debis dolum quam utet occati volum voluptague consequae
con rehento doluptas pores numquaspe nonest, es sa erum
quatur audaetac cum est et laut quis et eos et quam, cum di
omnimi, sita voluptam lautatibus.
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Scania Sans typography

Settings 2

Scania Sans Condensed is

a supporting font designed for
maximum effectiveness when
space is limited. Use the example
on the right as a guide for
secondary headlines and intro texts
(i.e., in a manual or report).

Font sizes

Scania Sans Condensed

Adjust body copy, intro texts,
quotations and graphs to the
format and columns. Remember to
ensure legibility. The text should
not be smaller than 4.5 pt and
Condensed should not be used in
large sizes. It is only designed to be
used in smaller sizes, approximately
4.5-14 pt.

For optimum legibility, the number

of characters in one line should be
approximately 50—70.
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Typographic settings

1. Scania Sans Condensed
Text: upper and lower case
Kerning: O / metric
Word spacing: 100%
Leading: 125%
Figures: tabular lining is available

2. Example of table

equity items and information about the company’s shares.
equity of the Scania Group has changed as follows:

Full year 2015 Q4
Trucks and buses, units 2015 2014 | Change % 2015 2014 | Change %
Order bookings 77091 82984 -7 19199 20683 -7
Deliveries 76 561 79782 -4 21626 23589 -8
Net sales and earnings EURm.*
Net sales, Scania Group, SEK m. 10388 94897 92051 3 25211 26413 -5
Operating income, Vehichles and Services SEK m. 942 8601 7705 12 2349 2134 10
Operating income, Financial Services, SEK m. 114 1040 1016 2 246 231 6
Operating income, SEK m. 1056 9641 8721 1 2595 2365 10
Income before taxes, SEK m. 998 9109 8322 9 2420 2306 5
Net income for the period, SEK m. 740 6753 6009 12 1813 1642 10
Operating margin % 10.2 95 10.3 9.0
Return on capital employed, Vehicles and Services 19.3 19.9
Cash flow, Vehicles and Services, SEK m 479 4376 4690 -7 3156 2477 27

*Translated to EUR soley for the convenience of the reader at a closing day rate SEK 9.1350 = EUR 1.00. Unless otherwise stated, all comparisons

refer to the corresponding period of the preceding year.

—am

X =125% Leading

3X

2X

47

D



Scania Sans typography

Settings 3 (A4)*

General settings
Kerning: 0/metric
Word spacing: 100%

1. Page header
Scania Sans Bold
Sizes: 9-12 pt
Leading: 125%

2. Headline1
Scania Sans Headline Bold
Sizes: 36 pt and up
Leading: 95%

3. Intro text
Scania Sans Regular
Sizes: 14-16 pt
Leading: 125%

4. Body copy
Scania Sans Regular
Sizes: 8-12 pt
Leading: 125%

* These settings are optimized for A4
format. For bigger or smaller formats,
adjusted settings are advised.
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Subheadline

Scania Sans Bold

Sizes: Same size as body copy
Leading: 125%

Highlight copy

Scania Sans Italic

Sizes: Same size as body copy
Leading: 125%

Page footer

Scania Sans Regular/Bold
Sizes: 6-7 pt

Leading: 125%

Quotes

Scania Sans Bold
Sizes: 12—14 pt
Leading: 125%

Page header - Optional

MUS EAQUIA
VOLORE SOLU

To in pa asin pe similit il incipsanda
dolest unt modicip idundandusto
blaborerspe natur susciis sit quibus
dis experit officae. Nam alitatur.

Emauiandit quae. It lique lacestiistis
‘eumquas volorers, et apit am iminus ut
am ut lab imet explaborem voluptatinto
quaecto min reremporios et molest
liquas es volor aborerundam faccaeriae
earumque volorem poriatet eate
poriber itatqui blaut et ommodia ideri
dendam entum ne quibusa ndaepudam
eosa et quods sitio. Tem secaborepe
sum voluptatur magnate as am as
quatemp oreptae e pore, omnim alias
volore coratus aut utem atet omnim
‘quam quae nonest aliquatur, officid
quibus molores tentis ab ilis magnatet
erro et diati cumauid uciditibus
doluptatur, qui dipsam, ommolorume
rempore perio.

Htas os nis nihilli
Tionsec torpos aut

quid ut molo expelenis perum lit et, cus
apernatqui voluptat.

Pudae odi dolor aut ipsa quae reicid
quiipsande rionem assi con nis incias
comniate et re mod qui doloremos es.
dessin re ma erferru ptaquaspis eaquis
endis inisquo vel endiam, nulparum
faccupt aquatur sed quis es sa qui
utabor arum cus aut ius et quo quat
re cusapedi nobit asperer estiunde
demporro tempero te dolor sunto qui

impos molest, optat.

taquis eum ellant dolupta essinim
fuga. Igeni accae conetur? Quis eos
et que veratur maiorerion nitatisit,
nis doluptae vendisimet et utet odit,
cora et ipsum haruptatur audios eum
sit laccum, con nos mosaerro doloreh
endit, nos eos et ad qui dolupta tempor

umentta doloriorecae aut dolorum
qui am in remquat enditatia duntiis
sendips untiunto iusant ra quis

doluptis endandia voluptat as simusani
denisciatia suntentiis aspe di dendi
omnihiciet qui occuptatur, expelia
nimolo expedio quatet et aut restrum, si

im quae
pre lam sum simi, sum fugia idigentis
alictotaque cus restia voluptatet autem
que comnimagniam explabo. Tis conse
05 si S0 5am, 0dic tot eture ommolor
atquo blab int, sitae res sequas
autesseque nem eium quae. Lecto omni
it lluptas et, estium nonsequae et alit

fuga.
essima et repedio nseque ommoditiati
dollatetus, con natis debis enihil im
ipsandis mi, sus niasint.

Conecae. Equi consequam
faccumquam nonse con nem. O qui
‘quam, custrum, eate qui berum eum

02 Pag faotar - Optional

accusapic te int eicium
iligendam aborepero blam vel in erem
ea qui dolor aut evelest, volessitam
doluptas qui ipiet es de autet lab inveriti
dolum est, imin porat. Occaecus vide
ventem rerum, occullor audis id quo
dollit magnatus et i ipsant eliqui,

"Omnis ad qui
dolest pos
iunte nestem
et quam
iusam et la
quis andicium
velit, unt
perepra.”
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Scania Sans typography @

Headlines 1. Scania Sans Headline Bold
There are three different ways to
use Scania Sans for headlines: SHOR I AND

—— > Branded communication

2. Scania Sans Headline Regular

LONGER AND ELABORATE
HEADLINES IN SCANIA
BRANDED MATERIALS

3. Scania Sans Bold

For more detailed headlines that require

more information to be included to get NETHEEEEE | CEmIii e,
(—— > information, documentation
the message across and editoral.

Note: Scania Sans Bold should not be used as primary
headlines in brochures and other branded sales material.
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Scania Sans typography

Scania Sans
Headline Bold
— Best-in-practice

Scania Sans Headline Bold is
Scania’s main font for headlines.

It can span between 1-3 lines and
may not be set in smaller sizes than
the size of the wordmark.
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1. Scania Sans Headline Bold

FOR A HEADLINE
TO CREATE INTEREST

When surpassing 3 rows, switch to Scania Sans Headline Regular, and decrease size

FOR AHEAD
TO CREATE INTEREST
IT SHOULD BE SHORT
ISTINCT
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Scania Sans typography

Scania Sans
Headline Regular
— Best-in-practice

Scania Sans Headline Regular is
an alternative to give headlines a
softer tonality, and may also

be used for longer headlines and
sub-headlines.
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2. Scania Sans Headline Regular

FOR A HEADLINE TO CREATE
INTEREST IT SHOULD BE
SHORT AND DISTINCT

No headline should surpass 4 rows

FOR AHEADLINE T REATE

SHORT AND TINCT
AND MAY |
RTED BY

—am

4
\
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Scania Sans typography

Scania Sans Bold
— Best-in-practice

Use Scania Sans Bold for more
detailed headlines that require
more information to be included to
get the message across.

Note: Not to be used as primary
headlines in brochures and other
branded sales materials.

Scania Identity Manual — Brand assets

3. Scania Sans Bold

PowerPoint slides

Text + Large photo 1 — LONG

To omnimpel idita volenti cus experum
quatissi conem faccume vitis audam
fuga. Dem et, quatur, S0lo to eos volo
auis dit eos inis dolorro volut inumet
exceped iscipidus ut dolupta tibearum,
nit plibus aut que venit, autet aut et alis
esti officit, quianitatus.

Nam, et quaepedit, omnimpos voloria
dolore nam aut que et eture ommo
ipsa dest eos dolest aut exces in pe
nemporia nim fuga. Accae cus acipsan
iscils dolupisciis exces ulparit dolorum
et a dolor audam liqui andi denim
nime maiorum voluptaerae id magnis
ut volorep ediciis ciaepero berum re
earum fugiasi miliquasitis pelluptatqui
autet vel et esto commolestium apiet

Pie charts

Categories

B Loromipoum
Lorem psum
Lorem psum

W Lorempsum
Lorem psum

B Loremipsum
Lorempsum

Letter template

2016.06.26
Stockhoim

Our reference
Maria Larsson

Vour reference
Rasmus Kellerman

ot sles, prociucts and
oe, SEK 92,051 m.

Rasmus Kellerman
Botidsgatan 3
126 49 Hagersten

Itatium volo bearuntotate voles
maxima nistion sequident

que

oro most,
susam eost aut Epeduth als ut rem

piendi
eritatemaue nobitio nseque sitae nobite moles de pedi dis aut pra
eserchiotur, niam doluptate cansed ut autae cum sapit que rest aut qui sunt
officas sum eum et volent.

Subheader 1, 10 pt, bold, prefarably not longer than one line

aue vl
samus dia
estio costiunt, ot lam quiaerumenet odit o, imolup taspera comis acerum
quis inctus, volo blaccus solorate, cum assent ea cor, sum
soluptia s

blacepra eum ut pis etur, volupta tatur, od eos eturio dolorum eatl dicas nus.

xplam, ut fuga. Olestom quisit facieni minctust quae sandandi ro volorep
erspernam, serrum que ea nimus. T utaspero ot ex sate disciot a vendand
& i ducium
restis ut ratinve liquate plcab inum dolecabore pe nem, Sed quam et lam
is dis siciu, occatur mo doloreped que asperorerume omnis pa duciendus
nist porectir,

Subheader 2,10 pt, bold, prefarably not longer than one line

fugia idelest rupt inverum
Ihic tecopuda quid quas lla sum quo dolut fuga. Nemped moloratet
ut spiciuscia sedia namust, aut exerum ilbuscia que volume
ciuntium voles sint atibusdam fugiaerum soloreperum sinctatet lautemaui
ipsunt,
prehentio vent.

—am
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Scania Sans typography

Short Headlines
Scania Sans
Headline Bold

Large size
1-3 rows

Rifs otur

Intros
Scania Sans
Regular

Larger size than
body bopy

MOSSUSCI

RERCILIBUS

Natum esequam fugitate nempos s| dolor magnimi,
core pla doluptaqui blabore exerurg aborpor atquia
cullecatam quae volum ut atur sandis ut dunderibus
esed ut et fugitaeprate volo blatem que iur acid ut.

Guiduian
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Subheaders
Scania Sans
Bold

Never smaller
than Intros

Subheaders
Scania Sans
Bold

Never smaller
than Intros

Que nus porior

Cullnis doluptatur arum fug. ta s

Harumquo
ium inciatiu

Quotes
Scania Sans
Bold

Smaller than Intros

Que nus porior

"Everup disquid quidus. Ut lam sit quae. Itaerum re vel
iligenjs aliquos ere eos mollaces illes aciunto tatetur
sunt es ad molor sin post apellup tiusam aceate
quaspello omnisi nobitatecae non nulliti.”

e

53

D



Scania Sans typography

Long Headlines
Scania Sans
Headline Regular

Large size
1-4 rows

Rifs otur

OCCULPA NAT
HENIS ALIT QUIATUR
FACIAES ESTEMOD

Natum esequam fugitate nempos si dolor magnimi,
core pla doluptaqui blabore exerum aborpor atquia
cullecatam quae volum ut atur sandis ut dunderibus
esed ut et fugitaeprate volo blatem que iur acid ut.
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Dolore

Subheaders
Scania Sans
Bold

Example of when and how

to use Scania Sans Bold
as a sub headline

Erum quis it

Officabore ni ut volupid
eos aut aut mod quis

DUCIDIAS
VELENISSITAT

Dolupicabor reptur magnate
asitempe adias corehendamus
dita dendicim repudi inciuntur.

e

«©»

54



Scania Sans typography

Glyph overview

Upper case

Lower case

Proportional, mono figures

Scania Sans accented
— Standard Western
— Latin

Punctuation

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

1234567890

F A~ = u

.....

WWYYYYZZzDPaaasaasdaaeciced
deééééeeegdgghiiiitijkilltnnAnnod

wyyyyzzzdap fi fl B

Gm—— 12169 o an/ N [1{}e- #
&@OC™*q§

Scania ldentity Manual — Brand assets

Case-sensitive forms

Currency, mathematical operators

Superscripts, fractions, ordinals

OH{-——0ow¢|

EPCEY Va Vo 34 % %o pTT
+—Exrt=%=<>

Va V2 ¥ °
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Scania Sans typography

Replacement fonts

When technical restrictions or
special glyphs for languages

limits the use of the Scania Sans
typeface, the following replacement
fonts are recommended:

Latin languages:
Helvetica Neue — Mac computers
Arial — PC computers

For other languages, please

use a font as similar as possible
to Helvetica Neue or Arial, as a
suggestion any of the fonts below:

Arabic, Cyrillic, Greek, Hebrew
and Vietnamese scripts:
Helvetica World/Linotype — Mac
Arial — PC

Chinese
MS JhengHei or MS Sim Hei

Japanese
MS Gothic

Thai
MS Sans Serif
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Helvetica Neue (Mac)

AaBbCcDdEeFfGgHhliJjKkLIMMNNOo
PpQgRrSsTtUuVvWwXxYyZzAaAa006
1234567890€$¢L¥!?&@O®™+—x+=%

Arial (PC)

AaBbCcDdEeFfGgHhIiJiKkLIMMNNOo
PpQqgRrSsTtUuVVWwXxYyZzAaAa06
1234567890€5¢L£¥!?&@OB®™+—x+=%
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Scania Sans typography

Don’ts

HEADLI
HEADLI TOO WIDE

Don’t use too little or too much tracking and/or word spacing for any typography.

CORRECT HEADLINE

SUBHEADLINE TOO FAR AWAY

Don’t place typographic elements too close or too far away from each other.

HEADLINES MAY NEVER
SURPAS HREE ROWS.
CHOOSE SCANIA SANS
HEADLINE REGULAR
INSTEAD.

Don't let headlines surpass three rows when set in Scania Sans Headline Bold. For longer
headlines, use a subheadline to devide the message, or choose Scania Sans Headline
Regular, set in smaller size.
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DIFFER

VERY.C(
AND Gi.

WEIGHTS
ALTERNANNG COLOURS

Don’t mix weights or colours for any typography.
Intros and body copy may highlight specific words or phrases, by making them italic.

Don’t add any kind of effects or gradients to any typographic element.

Ad qui cum fuga. Ita consequi re
vendel id que as sequat officiis
es a doluptiam, culleni hiliquis
doloreh endante dunt aditati
rerum que decunt ducjrha corat
milia aut quia molliqui

dusae velesenis

porissequunt occust, ut' vendi
alignat expligent, nimint la consecti
ipsa non recae rae. Etusam aut.

Don't use too little or too much
leading for any typography.

Ad qui cum fuga. Ita consequi re
vendel id que as sequat officiis
es a dolyptiam, culleni hiliquis
doloreh e unt  aditati

rerum que d ducima corat
milia aut ommolliqui
dusae velesepis debis diatem et

aut omni precto eone rectet
porissequunt occust, ut vendi
alignat expligent, nimint la consecti
ipsa non recae rae.

SHECTS

Ad qui cum fuga. Ita consequi re
vendel id que as sequat officiis
es a dolyptiam, culleni hiliquis

porissequunt occust, ut vendi
alignat expligent, nimint la consecti
ipsa non recae rae.

Don't justify, center or right align any copy. Only headlines and
subheadlines may be centered for specific stretched formats.
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BRAND ASSETS

3. SCANIA COLOURS
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Scania colours

Introduction

The Scania brand colours are
derived from the Scania symbol and
wordmark and effectively establish,
represent and communicate the
brand.

Scania Blue and Scania White
should mainly be used for text and
backgrounds.

Scania Red is represented by the
griffin in the Scania symbol. It must
be used with great care and only as
a highlight or accent colour, never
to steal attention from the griffin.
Red can also be associated with
warning signs and negative results
(e.g. red numbers in a table).

Silver is used as metallic PMS or
silver foil. Never simulate silver in
digital applications or in print.

Colour books/swatches as
ASE-files, may be ordered
from Scania CV AB, Brand
Communication via
identity@scania.com
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Scania Blue

Blue is the colour of stability.
It stands for authority, truth,
tradition and trust.

White

White is the colour of light.

It is associated with perfection,
goodness, honesty,

and things that are new.

Scania Silver

Silver is the colour of purity.

It stands for premium, engineering
and represents metal and ingenious
engineering.

Scania Red

Red is the colour of commitment.
It stands for power, heat, love,
energy, fighting spirit — and pride.
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Scania colours

Brand colours
and primary
supporting colours

The Scania brand colours are
supported by primary supporting
colours and a secondary colour
palette. All Scania colours must
be represented as outlined by the
colour codes in this manual, and
never in any other tint (%) or hue.

The primary supporting colours in
grey offset the brand colours and
form the primary background of the
colour scheme.

When using coloured text, always
use the same colour throughout.
Please find all neccessary colour
values to the right. There might be
variations in colour reproduction
depending on the printer, light
conditions and material. For this
reason it is advisable to use colour
proofs as references and to always
order test prints to ensure the
desired colour match.

C = Coated paper
U = Uncoated paper
NP = Newspaper print
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Scania Blue

PMS 282 C
PMS 282 U

CMYK C 100_90_13_62
CMYK U 100_90_5_55
CMYK NP 100_90_0_50
RGB 4_30_66

HEX #041E42

NCS S 7020-R70B

RAL 5013

Scania Light Grey

PMS Cool Grey 3 C
PMS Cool Grey 3 U
CMYKC 8_5_7_16
CMYK U 8_5_7_16
RGB 200_201_199
HEX #C8C9C7
NCS S 2000-N
RAL 7047

Scania White

PMS White C

PMS White U
CMYK C0_0_0_0
CMYK U 0_0_0_0
RGB 250_250_250
HEX #FAFAFA

NCS S 0500-N
RAL 9003

Scania Medium Grey

PMS Cool Grey 7 C
PMS Cool Grey 7 U
CMYK C 20_14_12_40
CMYK U 20_14_12_40
RGB 151_153_155
HEX #97999B

NCS S 4500-N

RAL 7004

Scania Red

PMS 2035 C

PMS 2035 U

CMYK C 0_100_90_3
CMYK U 0_100_80_0
RGB 214_0_28

HEX #D6001C

NCS S 1085-Y90R
RAL 3028

Scania Dark Grey

PMS Cool Grey 11 C
PMS Cool Grey 11 U
CMYK C 56_47_41_46
CMYK U 56_47_41_46
RGB 83_86_90

HEX #53565A

NCS S 7500-N

RAL 7015

Scania Silver

PMS Silver C
FOIL Kurz Alufin Satingloss
RAL 9006

Scania Black

PMS Black C

PMS Black U
CMYK C 0_0_0_100
CMYK U 0_0_0_100
RGB 0_0_0

HEX #2D2926

NCS S 9000-N
RAL 9005
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Scania colours

Secondary colours

Scania’s secondary colour palette
is designed to be used to vary or
highlight content.

Orange communicates news,
innovation and power. The greens

and beige are natural colours Scania Orange Scania Beige Scania Pale Green Scania Green

that reinforce Scania’s image as

a grounded, reliable organization, PMS 166 C PMS 7502 C PMS 5635 C PMS 350 C

and a leader in the shift towards a PMS 166 U PMS 7501 U PMS 5645 U PMS 350 U

sustainable transport system. CMYK C 0_75_100_0 CMYK C 15_24_49_3 CMYK C 40_15_35_10 CMYK C 80_21_79_64
CMYK U 0_60_95_0 CMYK U15_24_49_3 CMYK U 40_15_35_10 CMYK U 80_15_80_55

Please find all neccessary colour RGB 227_82_5 RGB 206_184_136 RGB 148_165_150 RGB 44_82_52

values to the right. There might be HEX #E35205 HEX #CEB888 HEX #94A596 HEX #2C5234

variations in colour reproduction NCS S 1080-Y60R NCS S 2020-Y10R NCS S 4010-G10Y NCS S 7020-G10Y

depending on the printer, light RAL 2004 (exhibition engines)

conditions and material. For this RAL 2002 (standard engines)

reason it is advisable to use colour
proofs as references and to always
order test prints to ensure the
desired colour match.

C = Coated paper
U = Uncoated paper
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Scania colours

Contrast

Scania Blue
background

Scania
Dark Grey
background

Scania
Medium Grey
background

Scania
Light Grey
background

Scania White
background

Scania Black

Scania White

Aniandiot et
Officitel quis
del idustiora
poremporuc

Scania Blue

Scania Dark Grey

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc
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Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc

Scania Silver
background

Scania Orange
background

Scania Beige
background

Scania
Pale Green
background

Scania Green
background

Scania Black

Aniandiot et
Officitel quis
el idustiora

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis

del idustiora
poremporuc

Scania White Scania Blue Scania Dark Grey

Aniandiot et Aniandiot et

Officitel quis Officitel quis

del idustiora del idustio
poremporuc

Aniandiot et

Officitel quis

del idustiora

poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc

Aniandiot et
Officitel quis
del idustiora
poremporuc




Scania colours

Do’s Do’s

THIS IS HEADLINE 2

STAGE IV—TIER 4F

simusam eosincium
doluam maximin
aspi

Use support and secondary colours as background plates or to create Scania Red is only used for
graphic elements, such as charts, tables and illustrations. highlighting important or specific
details and information.

It should be used scarcely to
@ ensure it does not steal attention
from the Scania symbol.
40
30
30%
20

2010 201 2012 2014 2016
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Don’ts

2 | FA\DLINE

HEADLINE

Don't use unapproved colour combinations, to avoid insufficent contrast.
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BRAND ASSETS

4. SCANIA GRID SYSTEM
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Both the Scania wordmar
and symbol musf be used to
|dentlfy Scania as the source of
commumcanons In the Scania
grld system, the wordmark and the
symbol work in c‘onjunctlon

rk must always
be presented together when first
establishing Scania as the source

There are two options: vertical
‘placement (top and bottom) and
horizontal placement (left and
rlght)

wordmark can be used individually. |
Thls usage should always be ]
supported (9% text/copy and it
is used for all communication
materials (ads, brochures, product
information, documents, etc.).
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Scania grid system

Landscape grid
— Step 2

Adding a message on the twelve-
column text grid.

For grid settings, see illustrations.

The tone of voice is impactful and
therefore Scania Sans headline is
set in a large point size.

Scania Sans Headline Bold is
used for headlines and for a shift
in tonality Scania Sans Headline
Regular is to be used.

The subheadline can be placed
above or underneath the headline,
depending on the message, with

a proportional size of 1/3-1/6

to Headline Bold, depending on the
format and length of message.

Scania ldentity Manual — Brand assets

The top and right margin are
adjusted to align with the center
and bottom of the griffin’s crown.

m

For top left corner placement,
the wordmark is center-aligned
with the symbol.

e

In A3 format (420 x 297 mm) the landscape grid consists of 12 columns with 5mm gutter.
In A4 format (210 x 297 mm) the landscape grid consists of 12 columns with 3.75mm gutter.

m
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Scania grid system 4

Landscape grid
— Step 3

Add an image or background colour,
along with desired copy. \

Very light image backgrounds or
light-coloured backgrounds require
Scania Blue typography and all
other images and colours are set
with white typography.

See next page.

=

= [TAILOR- DE APPY

Please note: vv
Multicoloured typography

is not allowed.

ICATIONS

DE

YOUR BUSINE

Fst.

ro molesto.

laui
e pererna tibus. pudandit, nusdam
 tet est incia leonsecturi

ut facessum|

tet acest,
Ut | untTur? Qui quisd infota cus verita

aritat usdae,

pa remauis|
us dolupt invel
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Scania grid system

TAILOR-MADE APPLICATIONS

WE UNDERST.

Est, te reseriauam
moloremped mod!
olumauat o o ut hil endas ver
pratassit omnia
tbus, Pudandit, nusdam
niatur? RumIpio
n renditatio

Sweden, Photo by Nama Nar
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TAILOR-MADE APPLICATIONS

WE UNDERSTAND
YOUR BUSINESS

Est, te reserumquam verume sunt eosae. Neque i, a plignis moloresciis “
moloremped madioriosa cum que.

asperum arcim quatur, sapientur qui simini doluptatur rem rerum enim
sequi omnisauis et dolorpo ritatum  re pererna tibus. Pudandit, nusdam

~ ecturi beritat omniatur? Rum ipic
quam que doloribus ut ad u o doluptaturia volorion renditai
ne conet Atet acest, conse ommod samus

untTur? Qui quise intota ous verita
haritat usdae.

nem allbus earum fugitisipsunt et pa  facestetur? Qui doloria quiani remauis
sus doluptatur sinctibus momauas et qui as dunt placoumauia invel

©2015 Scania CV AB, SE-15187 Sodertalie, Sweden. Photo by N
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Scania grid system
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MAXIMISE
FUEL EFFICIENCY
AND MINIMISE

EMISSIONS NOW

‘que doluptam cus quianducientlaut  nanescipsam eos ie parum

rererum re, sintem ad eosanimperum  rehenia acearcimus reniniliquos

‘quundam et qui to dolores tisimo verum volorepe occum sum harum
denduciet

\dam seque
ocoum qui ommodis velit
lam fugit ipsam eum audia porunt
Cum eare 2 aut omnis

nestionseque si
oreribus quam nihlig
Etium int fugiatiaerciet
nt quam qui aditior ruptint
dant molorep ratur?

—am
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Scania grid system

Portrait grid
— Step 2

Next, add a message to the twelve-
column text grid.

For grid settings, see illustrations.

Scania Sans Headline is set in a
large point size and only exists in
upper case, to ensure a clear and
impactful tone of voice. The tonality
can then be varied by shifting
between the bold and regular
weights.

The subheadline can be placed
above or underneath the headline,
depending on the message, with
a proportional size of 1/3-1/6

to Headline Bold, depending on
the format and length of message.

Placement of text is flexible on the

vertical axis for best contrast over
the image.
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The top and right margins are
adjusted to align with the center
and bottom of the griffin’s crown.

m

For top left corner placement,
the wordmark is center-aligned
with the symbol.

m: 3x

In A4 format (210 x 297 mm) the portrait grid consists of 12 columns with 3.75mm gutter.
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Scania grid system

Portrait grid
— Step 3

Add an image or background colour,
along with desired copy.

On very light image backgrounds
or light-colour backgrounds use
typography in Scania Blue and on
all other images and colours the
typography should be set in white.

Please note: Multicolour typography

is not allowed. [TALOR-MADE|APPLICH
YOUR S ﬁ g-
onem 1 e
ft due dbidr fempos | feribus, durfet aliqui barum aje |n
magrlat pore
tlga. Ed rhof atils Lint
wodi cys dsperio thida in eos|
taporibus,ut fe.ne d is df. fantia

ollpta fs gl iminve|
t

utfutjnet

volurftiorum | |auos au

st/istictufn que
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Scania grid system

Portrait grid
— Examples
Placement of text is flexible on the

vertical axis for best contrast and
placement over an image.

TAILOR-MADE APPLICATIONS

%,

more oir&cania com/xxxx
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TAILOR-MADE APPLICATIONS

WE UNDERSTAND
YOUR BUSINESS

Veliquid ulloruptatem commoluptiasit  conem fugia. Imagnim nossim qui quam
et que dolor aut quunda dolorro tempos  eribus, cumet aliqui bearum que in

aut eveliqu assedipiens voluptat ea repudi cumauamus mod magnat pore
dolorisquam et eum fuga. Ed mos atils  endit voluptum aut qui sentur? Lent
volenescium reiundelique pedionse quodi cus asperio totaquae verum in eos

Solupta is el iminvel laboribus, ut
aliquist, consedic tem faccus asperit

alitio berumauiae consequi voluptiorum
est, istiorum que prehent ureperferum  mincius andion corrovid quossit

See more on scania comxix SCANIA
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Scania grid system

1'|l|
| I

ll
i

|
|

WE UNDERSTAND J WE UNDERSTAND
YOUR BUSINESS

Veliquid ulloruptatem commolupti ‘conem fugia. Imagnim nossim qui quam
etque do ibus, cumet aliqui bearum que in
dit v

\

aut quunda dolorro tempos s,
aut eveliqu assedipienis voluptat ea
cusciligenis nonse nonet aut at. dolorisquam et eum fuga. Ed m
e, ne des aut ad que num is dit, santia ¢
ibera con etur aspe nimi, ut utin et
quos aut essinciendi oditissime vendus
‘mincius andion corrovid quossit.

\

Etaut odi rerferatio o
autem et quam, voles eaau ne di
us aspid modit autatau u

iquist, consedic te

ntium ommoluptat et at
2 imus conse volupti volessunt odi g ey
alitio bérumquiae consequi voluptiorum

dellaborenis dolupta
iorum que prehent ureperferum

rument
‘quam hilla dolupta tureped molor atiberum
ernate peratet fugiae vells

uam nonseq
of o restiorporem
d molupta e v olup tisquia
it dolupti busdaes audae ma voluptas a
imi, quodit perchicabo. s a
nis quate voluptatius dolorernar
a s sed quam hillupturio que nusti
a sitast ui corem Iab ipis doluptur si cor ‘
squamus, temquae adiciamus d n - A
o er inc p i —
t facepudae "

um lam audite pligend ign:
ibus dolore, cupidel iquid quat

tur
nctaspis ariberatur, od molum rem rer
aspe llique ipsam
invel estrum et,
11l ea dolupta dendest officimet laut
r ma sit ad et re experum, utenis

a 5a pereiunt vollesc m eni
exexplaut aut omnitat ut etur, solorit pos
derum la nonseque nient, verehen dantium
autemporum fugia fugit, Simposs equam, serchitat volupta con

tas veravitatur.

o
quoditat aditio que act rem aut eumet pliquat ia

re on scania.com/x See more on scania.com/xx

See more on scania.com/XXx
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Scania grid system

Portrait grid
— Left & right page ads

Due to the center fold of magazines,
the grid for full-page ads with bleed
is adjusted to counteract the fold.

1. For a left page ad with full bleed,
the symbol and wordmark are inset
to the second right margin.

N

. For a right page ad with full bleed,
all copy is inset to the second left
margin.
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LrAn_OP MADE APPLICATIONS

WE UNDERSTAND
YOUR BUSINESS

Veliquid ulloruptatem commolupti asit
e e R B

conem fugia. Imagnim nossim qui quam
erbus, cumet aliqu bearum que in

aut eveliau
Bolorisc.am et euhs foga. Ed mos atis
Volenescium relundelique pedionse
JoUE - dlimis aEt
Gliquist, consedic tem faccus asperit
berumquiae consequi voluptiorum
, istiorum que prehent ureperferum

See.mare.an scania com/XXX. .- __

pore
[
quodi cus asperio totaquae verum in eos
re, ne des aut ad que num s dit, santia
quibera con etur aspe nimi, ut utin et
quos aut essinciendi oditissime vendusci
mineius andion corrovid quossit.

AILOR-MADE APPLICATIONS

WE UNDERSTAND

5
8

asit  conemfl ;.

Bt aue dolor aut auunda dolorro tempos  eribus, cumet aliaui bearum que in

But eveliau assedipi prat ea d pore
fuga. Ed mos atiis Lent

Wolenescium reiundelique pedionse
bolupta s ol iminvel laboribus, ut
Bliquist, consedic tem faccus asperit
alitio berumdise consequivolugtionum

st,istiorum que prehent ureperfert

Ses.more an scania.cOM/N00C - -

quodi cus asperio totaquae verum in

vendusei mincius andion quossit

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, SCAN IA

e
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Scania grid system

Brochure grid

For brochure covers, a three-row
system is applied. The image should
span 2/3 of the cover and the top
1/3 row is left as a placeholder

for text.

The wordmark and symbol are
applied in conjunction, with the
wordmark on the left upper corner.
For top left corner placement,

the wordmark is center-aligned
with the griffin. The symbol is
always placed in the right upper
corner. The text/copy must be
left-aligned.

The subheadline can be placed
above or underneath the headline
depending on the message with

a proportional size of 1/3-1/6 to
Headline Bold, depending on the
format and length of the message.
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THE SCANIA V8 TRUCK RANGE

R 730

Power in style
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Scania grid system

Brochure grid spreads

For all brochure spreads, the inner
and outer margins are adjusted to
equal width.

DLINE 2

- ‘I ~ THIS IS H
=
=
-

fque sithtqt b in efu et, sufn :
pharum pliaeg epste I lequi blgcepe
Iibus,
uis enfieaui ulloto. Tur alt ipisajos mo at 4ped
- hiit, asidofuret | |quae. refn bus
uas gpate madif, quat fihil [adis aplen)is ipis renfore scipis| ipsa
Jaceriteluk minu |delit aanh que orinfo iunt, fofnnis
X ecesefii fent, ardh{i quasrlops
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fpsuntem ullpbp. Tur ayte nihit, it ten sgrit ut aut fe, |volorur n evelp gita nobjtid que
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fmodit, quat venihil ipis alifa fobitia qug dit ofis necfur| aljayi dolupfatfs nem.
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enis b sbaue offiche stordpdais dolprdriaui | [Um replidjatet, a int malo plaborel
onem lioforum conleveles( i | [storesdarf quodiq st fuam re
I et efn Jam rer cblut dolprdm nonecdl fed ut vpravit ot afiak esto dt Hpndisi o q
Nam, tenqs o5 sq necto b aut o Ibboritar lgniife [Thig is hepdling B
untur loccum us assinys
naximify fum, nedtle. Ut et auae nimijsdm leosantfe olupta plbus 1 1 o]
pol | SR N B A
[0y s wh | and: | ousl| | wess
au] dbluptae th avorefi [esto Fpets
Ut ese tt re,/aifi quodig cfgentur| ium vol ditfags di corumau iatim " 2 342 =
it eleliaui 4aik nectul lfacienel o4 moluftdur maipn vel i flatia R e ) -
ffic te doflaut ve|bps rest § nones nympui [estrumingn null tis di qpiam, sandit fiolesci
orehefdbs niiti| shuunti Umfuissur] shm que | doluptd tectatem|sih num : ipis R -
illesto frdrit lab ih grum fad mil nds gvelessit que dpli
et farjt, sequiatgm lla L popnis B o2 718 78
somethfng italic Ylagepe ribusi comnihilif est [veliquatium pirpinit ea. 1 a7 2284 1329 320
Jaudigelt Holut isquoq o et Faceperum quipslet endi dullame hdpnini oo anl| T o TN
pred afa i lliquia gorpm vol hafum deblt cfusae nabitem -
pienis|ipf rentofe fcius, iffs3|delit afarh que | flacest gt dolupa dolupth tostor eftibus por| i tom feft
mmo ilint. comnis siminit da Yendi: i rum non inet lauditl qu tae. ihit alit dscl ity 1 0o 20p [ _ E “o0m) ) L]

Scania ldentity Manual — Brand assets




Scania grid system @

IMPRESSIVE T ORI NNKABLE
PERFORMANCE ~ :

FUEL TRANSPORT

MAXIMISE

TO BUILD ON A 8 YOUR
CAPACITY
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Scania grid system

THE SCANIAVE TRUCK RANGE

R730

Power instyle

Scania Identity Manual — Brand assets

Technical specification

KEEP MOVING

FORWARD

Ma sed ute esequiberis
maiora i ut aut ipiende
nobita conectiorum
faccatiunt opti blaciti
nosaperioria deribus et
ullaut fugit alibuscim hil
mod ma earibus autatque v
es vid quae nobit es doles &,
nonsedi citions endusa.

e
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Scania grid system

Odd formats

For odd formats (e.g. digital
banners), specific layouts are
applied. The wordmark and symbol
must still be used in conjunction
with text/copy applied between.
The symbol may never be placed
under the Scania wordmark.

Horizontal placement

The symbol is right-aligned and the
wordmark is left-aligned.

The text/copy is left-aligned.

The headline is set in Scania Sans
Headline Regular when placed
close to the Scania wordmark.

Vertical placement

The wordmark and symbol are
centered, top and bottom.

The text/copy is also centered.

Square placement

For odd formats, there is also a
square grid, which is a common
banner format. The wordmark

and symbol are centered, top

and bottom. The text/copy is
centered. Odd formats may require
customised grids and sizing.

The clear space of the wordmark
should be maintained.
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1. Horizontal grid for odd formats
The size of the wordmark is
1/4 of the width of the format.

2. Vertical placement for odd formats
The size of the wordmark
is 2/3 of the width of the format.

3. Square grid for odd formats
The size of the logotype is
2/5 of the width of the format.

X =The height of “I” in Scania wordmark.
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Scania grid system

Odd formats

Scania ldentity Manual — Brand assets

Full banner 468 x 60 px The headline is set in
Scania Sans Headline
Regular when placed close
to the Scania wordmark.

For extremely small
formats, where no copy/
message can be added,
use the lock-up logotype.

f " HEADLINE BOL
~ FORVERY

SHORT COPY,

N

Square button 125 x 125 px Mid page unit 300 x 250 px

HEADLINE
BOLD
FOR VERY
SHORT

COPY

Skyscraper 160 x 600 px

Extreme formats may
require headlines on more
than three rows.
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Scania grid system

How to scale

The Scania grid is available as
vertical and horizontal templates in
A4 (210x 297 mm / 297 x 210 mm).

A4-AO
Formats larger than A4, uses the
scaling principle described here.

A4—-A5

Formats between A4 and A5, uses
the same dimensions and sizes for
the wordmark, symbol and margins,
as the A4 Grid.

A6

For A6, and formats alike,

the wordmark is 1/5 of the width
of the spread.
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m

Vertical A4 (210 x 297 mm)
This is the root/default format.

New format (240 x 300 mm)

Step 1
Scale the grid proportionally,
to fit the width of the new format.

m

sngﬂm:

Step 2
Adjust the height of the grid, to fit the
new format.
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Scania grid system

A5 — Example

Use the same dimensions and
sizes for the wordmark, symbol
and margins, as the A4 Grid.

This example applies 6 columns
with 3.75 mm gutter, instead of 12.
This setting is optional.

A6 — Example scal

For A6, and formats alike, the
wordmark is 1/5 of the width of
the spread.

This example applies 6 columns

with 3.75 mm gutter, instead of 12.
This setting is optional.
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Scania grid system

Powerpoint template

@
Agenda
The Scania powerpoint template
is designed to bring the Scania S [uPtEtesE Rl Clinsee)
brand to life, and to help all Scania 2. Nonseculpa nonet lam fugit,
SIS SESET e ShETE PRESENTATION TITLE , omedumaiadowd
both brief and detailed information 4. Sedic tet odis volupta que
with internal as well as external cusanis moluptiore vendem
audiences. 5. Puda est eiuribu stiscius
6. Quamusae
User instructions:
1. Scania tab: Inside the template
a unique Scania tab is available © )
where approved images can Text + Large photo 1 Photos x 3

be inserted directly to your
presentation from the Scania
database.

2. Text: The template is designed
using the Scania Sans font

« Text Scania Sans
* Text Scania Sans
* Text Scania Sans

~ Text Scania Sans 20 pt
~ Text Scania Sans

family as default. If you are « Text Scania Sans « Text Scania Sans « Text Scania Sans
to share the powerpoint with « Text Scania Sans « Text Scania Sans « Text Scania Sans
* Text Scania Sans « Text Scania Sans * Text Scania Sans

someone not having the Scania
Sans font installed on the
computer, use the replacement
font mode (to switch to Arial).
Avoid changing fonts or text size @ @
I i Bloeies: Pie charts Bar charts

3. Headline: Always try to use
short headlines for clear and
concrete communication

4. Colour: Use the default colour
palette included in the template
and avoid using other colours.
Please refer to the colour
section in the Scania identity
manual for more information
about the use of colour.

Text Scania Sans 24 pt mseK
« Text Scania Sans ¢
* Text Scania Sans G

~ Text Scania Sans 20 pt

o N
Laremipsun — Text Scania Sans

o Important! Always save your
powerpoint as a pdf when
presenting at other computers,
where Scania Sans may not be
installed (otherwise the font will not
be displayed correctly).
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Scania grid system

Internal
communication

To make sure that information and
documents intended for internal
use are not spread outside the
Scania organisation, internal

and external communication

are separated through different
templates. The internal templates
are intended for information

— professionally printed or as
computer printouts — where the
recipient is internal within the
Scania organisation, such as

the head office, distributors and
dealers.

All internal templates are printed on
white background only. Headlines
are set in Scania Sans Bold and in
upper and lower case. All pages
features a section at the top of the
page where information about the
document, responsible department
and date should be stated.

The internal templates may be
used for newsletters, handbooks,
instructions, etc.
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The following
templates are
available in A4 and
A5 portrait formats:

InDesign

— Sheet/Newsletter

— Cover

— Folder, spread and
— Folder, single-page

Word
— Sheet/Newsletter
— Folder, single-page

5

ue date
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o

o

us o

lo dolupfat}

5|
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BRAND ASSETS

S.IMAGE STYLE
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Image style

Scania's image style is set to bring
us closer to the customers, the
vision and the people.

The images are dramatised, using
natural light with depth of field and
high-level realism. This way Scania
is "present” and shows that the
customers and every bit of their
business are understood.

Two perspecitves may be used
to illustrate our awareness of the
big picture, as well as our exact
attention to detail:

— A holistic view
— A detailed view




Image style

Holistic view

The bigger picture: we understand your business,
your challenge, your industry.
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Detailed view

Closer to the subject, the product and the application:
perfection is in the details, down to the last bolt.
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Image style

Categories

Ingenious engineering

Scania’s brand imagery should
always be grounded in reality: our
own, and that of our customers. -
The images can be impressive,
unexpected, but never look fake or
overly retouched. These categories
show the range of Scania’s image -
style and should be used as

inspiration when you photograph

for Scania.
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Product

Guiding principles:

If possible, use realistic situations and
environments. Do not make the photos
look too obvious or staged (exception:
studio photos).

Do not photoshop elements into
pictures, appearing unnatural or
retouched.

Understanding your business

Clear focus on the subject with a

soft focus background/foreground.
Use depth of field to create dynamic
images.

Employ distinctive cropping that draws
you into the photo.

Try to make the light look natural and if
possible, avoide using flash or artificial
lighting.

Understanding your needs

People

Do not add 3D effects, drop shadows
or other effects.

Always sign an agreement with the
photographer as well as any models
used in the images.

Bear in mind the tone of voice of
Scania as well as that all images

are appropriate and follow Scania’s
core values, ethical guidelines and
principles.

Understanding your needs Visionary solutions

— The challenge

More information is available

in the Scania photo guide and via
Scania Image Desk:
imagedesk@scania.com

Cl
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BRAND ASSETS

6. ICONS
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Icons

The design of the modern and
custom-made icon system for
communication is based on the
symbol, the Scania Sans font
family and the product DNA.

It has been customised with
the goal of unifying the Scania
brand experience throughout all
applications.

It enables clear and instantaneous
communication for information
graphics and sales support.

In most cases the icons need to be
supported by text (and must/cannot
speak for themselves).

Use the icons for information,
never for decoration or as
logotypes.

Use only the Scania icon
system in communication and
applications. Avoid using icons
of another design to ensure

a coherent brand expression.

Scania Brand Identity Manual — Secondary assets
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Icons

A few examples of available icons:

More icons can be found via
Scania Media Provider
https://media.scania.com
or via Scania CV AB,

Brand Communication:
identity@scania.com
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Job posting — Location

Find a dealer

=

Truck

D

CO:

CO2 emissions

©

Repairs My Scania

—

E<F

—

Fuel economy Knowledge

R

Gear shift

Dealer key actions
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BRAND ASSETS

7. MATERIALS
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Materials

The brand identity has been built
with great care, and is closely
linked to the products, the heritage,
the customers and the industries
Scania serves. Approach the
material palette with the same
logic, and use natural materials

of the highest quality.
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Materials

Varnished metal Uncoated/Coated paper Brushed steel Leather Rubber Concrete

Vehicles and engines Uncoated — natural (sustainable) Industry brushed — satin varnished Natural (sustainable) Industry construction material Industry construction material
Coated when functionality (Glossy/chrome where required)
requires it

Metal Blonde wood Glass Iron Acrylic Textile
Industry Natural (Swedish/Scandinavian) Technology and engineering Industry and prehistoric force Technology and engineering Natural
(Swedish/Scandinavian)
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SECONDARY ASSETS

8. CROPPED GRIFFIN
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Cropped griffin

The Scania cropped griffin is
restricted and may be used only
on products. It's a popular graphic
asset, recognisable on the road.
For the customer it is often

a symbol of the pride of driving

a Scania.
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Cropped griffin

Application

The Scania griffin has its own
specific artwork and is always
applied as a sticker, available from
the parts assortment. The sticker
is applied to the vehicle as per the
illustration on the right.

On all other branded surfaces,
use the full-colour Scania symbol
instead, or use the monochrome
versions when printing options
are limited.

Scania Brand Identity Manual — Secondary assetsr
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Cropped griffin \

Replacements

The cropped griffin is restricted to
use on products only.

There are functional applications
with the cropped griffin that must
be replaced.

Use the full-colour Scania symbol
instead, or the monochrome
version when printing options are
limited.

This results in stronger, prouder
branding and unifies the brand.

Don't Do
Old folder New folder

Don't Do
Old roll-up New roll-up
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9. EPILOGUE
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Additional information

Scania identity helpdesk

Questions regarding this manual and

the Scania brand identity may be submitted
to Scania CV AB, Brand Communication,
through Scania identity helpdesk at:
identity@scania.com

Scania Identity Manual 1.0 — Epilogue

Separate appendices

Information about the following areas, are available
as separate appendices and can be downloaded
via Scania Media Provider
https://media.scania.com

— Stationery (part no. 16MC197)

— Partner companies (part no. 16MC194)
— Service vehicles (part no. 16MC196)

— Signage (part no. 16MC195)

Assortment catalogues

Assortments and ordering information are available in
the separate assortment catalogues, available on the
global intranet Reflex:

— Scania Identity Manual — Signage (part no. 1596067)
— Scania Identity Manual — Signage for production units (part no. 1599023)
— Scania Identity Manual — Service vehicles (part no. 1597321)

—am
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