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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 other-
wise 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 par-
ties are required to obtain special

permission for several areas of
use. Questions and applications for
permission should be submitted

to Scania CV AB through Scania
Identity Helpdesk. 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.

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 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
brought back 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.
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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
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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

HOW TO FRAME
THE MESSAGE
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.

SCANIA SANS
HEADLINE BOLD

SCANIA SANS

HEADLINE REGULAR

Scania Sans Bold

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

One typeface:
Scania Sans
The Scania Sans font family is used

in all marketing communication.
See p. 42.
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7.

3.

First impressions last

When establishing Scania as the
sender of a message for the first
time, both the symbol and the
wordmark must be present. Then,
inside a Scania context, e.g. in a
PowerPoint or a Scania building,
the symbol and the wordmark can
be used individually. See p. 12.

TAILOR-MADE APPLICATIONS

WE UNDER¢
YOUR BUSII

Monochrome text

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

The horizontal 4.
solid wordmark
The Scania wordmark is always solid
with no outline. It is always horizontal,
to ensure its readability.
See p. 12-16.

do this is by opt g

the transport systems to of value tc

improve flow and thereby and a our customers.

reduce transport activities. ~ Society benefits through

In our daily work and better transport flows,

another beyond anything ‘and customers benefit

and. | see conflict between  through safer driving,

logistical efficiency, CO2 and information on fuel

reductions, social and ‘consumption, maintenance

ethical responsibility needs, and driving

and strong financial behaviour. Globally,

performance; to me, they mobility goods other and

are prerequisites. That's people will continue too

the recipe for sustainability best needed and expand
Text is always 9.

left-aligned

For all Scania communications,
always align text to the left. See p. 41.

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 art of
balancing colour

10

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.

Cropped griffin

The cropped griffin is intended for
decoration of products, e.g. vehicles
and engine applications, and may
not be used in any branding or
communication. See p. 99.

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.

Scania Identity Manual — Introduction

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
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.
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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.
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X =1/4 of the symbol width.
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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
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

25



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

—>
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

Scania ldentity Manual — Brand assets

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
via identity@scania.com
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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

=

4
\

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.
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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

i i
X =The width of “I” in Scania.
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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
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

«»
\

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
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Scania logotype \

Don’ts

Jondpog

Gotrenbirg

Make sure there's enough contrast between wordmark  Don’t add outlines to the wordmark or symbol. Don't tilt, skew or add effects to the wordmark Don’t overuse any part of the logotype nor use it
and background. or symbol. as decoration.

o

4

)
\ N/
A

Don't use different printing techniques for the wordmark and symbol, on any logotype. Don't re-colour any wordmark, symbol or logotype. Don’t use two colours for any monochrome logotype.

4

nonsedit, vepda siminci vit
evel is ex: vent il et mi,

nonse ime nus,
] omnjg& eos reruptatuddolore.
Don't use the full-colour Don't alter the perspective Don’t crop the symbol or Don't rotate any of the Don't use the griffin Don't alter the dimensions,  Don’t use gold colour or Don’t use the wordmark
symbol for black and or direction of the symbol the wordmark. Scania logotypes. without the hub or the spacing or placements gold foil on the symbol or in running text.
white print. or wordmark. hub without the griffin. on any element on any wordmark.

logotype.
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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 Outside/inside

Once Scania has been established as the source of the
communication, the symbol and the wordmark can be
used individually, as in this PowerPoint-template.

A branded folder/brochure.
The lock-up logotype is used as communication. The wordmark and
there is no copy-based message symbol are separated — framing the
present. message.

A folder with copy-based

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.

THE NEXT GENERATION SCANIA.

FOR THE

39



2. SCANIA SANS
TYPOGRAPHY
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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,
via identity@scania.com

Scania ldentity Manual — Brand assets

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.

Scania ldentity Manual — Brand assets

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+=%
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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%
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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
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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.

Scania Identity Manual — Brand assets

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.

Scania ldentity Manual — Brand assets

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.

Scania Identit y Manual — Brand assets

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.
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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
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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

«©»
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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§
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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, G/
AND G

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.

SRS

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, via
identity@scania.com

Scania ldentity Manual — Brand assets

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

Scania Identity Manual — Brand assets

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 and 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.

Scania ldentity Manual — Brand assets

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
‘olupt iscienir aut npin non| R "Mod molla pel jmos
mag ons¢q e eofs lea distotate sitiati | oot enimi i inci
[Qui gctaboressim) qui doluptae. Jta abarerit|resto jum volum [ S - doluam max
lquoditjaes di corymqu iat{um f; ad mpluptatur majone § ° P
el igiet illatia estfymtis d| quig it dolesci dplupta L gl
! ) olorur chn evelds{, ominfilks iminit palvendis bxbiis cons|
ftectateém sip [num|npbisgienis & Nan iaspdl etam |ath rem | [ulparurh quodi alif vplorat efnddit
olut dglofem. Nefm|tendis bsfsed | |mod mé
Iharum ficbit it
tenf srit lanifitalit
naximify rum, stofepedis ndctpe. lescipsifniid exped fui berymbt
lque sithtgt hargim I aqyodi alit Ut et qya t |aue esg¢ayo corit is ep geque
imaio. Nocue nondequam ait arum dbblt olupti fcforatet gt joreri fu| conen|
fpsuntem ullpbp. Tur ayte nihit, it ten sgrit ut aut fe, |volorur n evelp gita nobjtid que
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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
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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.

o




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

Roll-ups/posters

For formats such as roll-ups/
posters, specific layouts are
applied. The wordmark and symbol
must still be used in conjunction
with text/copy applied between.

The size of the logotype is
2/5 of the width of the format.

X = The height of “I" in Scania
wordmark.

The margin is 1.5 X.
For all posters in A-format, please

use the Scania Grid for portrait/
landscape orientation.

Scania ldentity Manual — Brand assets

THE NEXT GENERATION SCANIA

ADDI INABLE VALUE TO YOUR BU

ENVIRONMEN
EXCELLENCE

—~ Scania IMO Tier Il py u ahead
of competition in environmentally
tive area:
ns, unparalleled
operating e ny

~ Reduced nitrogen oxides by
more than

HUR VILL DU
BORJA DIN
KARRIAR?

- Scania Graduate Trainee Program  — Examensarbete
- - Industridoktorand
Sommariobb
~ Praktik
~ Sommarteknolog Oskarshamn - Lediga jobb
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Scania grid system

Digital signage
Font sizing

Execution stand out and differen-
tiation should be achieved through
intelligent, engaging copy and
quality photography, not multiple
font sizes.

Try to stick to one or two font sizes
in an execution and always look

at the optimum size as your start
point.

Using a Headline
with a Sub-headline

Headline/Sub-headline copy

The optimum size for the headline
should be 90 px high. With the sub-
headline 30 px high (1/3 size of the
headline).

Maximum
Headline 100 px
Sub-headline 33 px

Optimum
Headline 90 px
Sub-headline 30 px

Minimum
Headline 80 px
Sub-headline 27 px

Body Copy

The body copy text should be
Scania Sans Regular and should be
the same size as the sub-headline.

Call to Action Copy

The call to action copy should be
Scania Sans Bold and should be the
same size as the sub-headline and
body copy.

Using a Headline
without a Sub-headline

Headline Copy

Using the font Scania Sans
Headline Bold or Scania Sans
Headline Regular the optimum size
for the headline without a sub-
headline is 60 px high with the body
copy 28 px high.

Maximum
Headline 70 px
Body copy 29 px

Optimum
Headline 60 px
Body copy 28 px

Minimum
Headline 50 px
Body copy 27 px

Scania Identity Manual — Brand assets

50 px

930 px

50 px

50 px

1920 px x 1080 px
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MAIN HEADLINE

SUB HEADLINE

Body copy text, written in Scania Sans Regular.
Magnihit oditi ommo doloria ndendendam, aute laccum
quia que vellorit aut erro odi niminvelibus renihicae
porum fugit, nobis nem. To ipsundestium faccus.

Call to action.ir je
AREA FOR TICKER BANNER (SEE BELOW) NO COPY BELOW THIS LINE
50 px 1820 px 50 px
wdll W aGuull 1iessaye
[Nl /:\Ni[e]NW The phones are down at the Training Centre in Loughboroug
Example of a ticker banner.
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Scania grid system

Digital signage
Examples

Eight yo:
ownatruck

we are today. M

www.Scania.com/uk/en/fBws,

VOR CASE STATUS

¢

THURSDAY 18TH FEBRUARY 2017 i
VORDAYS  LOGATION  SYMPTOM
I TraffordPark  Electrical
9 Bridgewater  Fuel System &
8 South Mimms Bus Body
2 Abingdon
Purfieat
Nottingham Electrical

Please contact Technical Support on 01530 241309
option 2 to update your VOR case

In a Scania context (such asin a
Scania dealership) the usage of
wordmark and symbol is optional.
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MENS
HOODIE

Classic zip hoodie.
Contrast colour piping at
front and back, contrast
colour rib, zipper and
jersey in hood.

£55

—am
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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.

Scania ldentity Manual — Brand assets
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Scania grid system

PowerPoint template

The Scania PowerPoint template
is designed to bring the Scania
brand to life, and to help all Scania
communicators present and share
both brief and detailed information
with internal as well as external
audiences.

User instructions:

1. Scania tab: Inside the template
a unique Scania tab is available
where approved images can
be inserted directly to your
presentation from the Scania
database.

2. Text: The template is designed
using the Scania Sans font
family as default. If you are
to share the PowerPoint with
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
in text blocks.

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.
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YOUR NAME

PRESENTATION TITLE

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

~ Text Scania Sans 20 pt
~ Text Scania Sans

Pie charts Bar charts

Text Scania Sans 24 pt
* Text Scania Sans
* Text Scania Sans

~ Text Scania Sans 20 pt

Laremipsun — Text Scania Sans
e

Text + Large photo 1

Agenda

N o=

I

o

6.

Photos x 3

+ Text Scania Sans
« Text Scania Sans

« Text Scania Sans

. Luptataspis vel ipsae

. Nonseculpa nonet lam fugit,

vernati umquia dolupid

. Eum fugias restinv entur?

. Sedic tet odis volupta que

cusanis moluptiore vendem

. Quamusae

. Puda est eiuribu stiscius

« Text Scania Sans « Text Scania Sans
« Text Scania Sans » Text Scania Sans
« Text Scania Sans * Text Scania Sans
Important!

Always save your PowerPoint as
a pdf, or make sure to embed the
fonts in the file, 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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=}
A
0]

nhI

=)

A

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

it

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.

Scania Identity Manual — Brand assets

Detailed view

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

—am
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Image style

Categories

Ingenious engineering Product

Scania’s brand imagery should Guiding principles:

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.

Scania Identity Manual — Brand assets

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 Understanding your needs

People — The challenge

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.

Visionary solutions

More information is available

in the Scania Imagery appendix
and can be downloaded via Scania
Media Provider
https://media.scania.com

94
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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 ldentity Manual — Brand assets
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Icons

A few examples of available icons:

Job posting — Location

More icons can be found via

Scania Media Provider

https://media.scania.com

or via Scania CV AB:

identity@scania.com Find a dealer

Scania ldentity Manual — Brand assets

=

Truck

D

CO:

CO2 emissions

©

Repairs

E<F

Fuel economy

My Scania

—

—

Knowledge

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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BRAND 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 Scania Vehicle Accessories
assortment (http://accessories.
scania.com). 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 ldentity Manual — Brand assets
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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 through Scania Identity Helpdesk at:

identity@scania.com

Scania Identity Manual — Epilogue

Downloads

The following elements are available for download
on the Scania Media Provider or can be ordered
from Scania CV AB via identity@scania.com:

— The Scania Identity Manual and appendices

— Artwork for wordmark, symbol and logotype
(available for Marketing Communicators/Level 1
users)

— Font files and icons

— Images (Under category “Corporate identity” you
find “Photographer’s choice”, where selected
premium images strongly connected to the Scania
identity are available for download).

— Templates for external communication, internal
communication, stationery, etc.

Templates and manuals can also be found on
Reflex (https://corporate-intranet.scania.com) under
“Brand & Marketing > Brand and identity”.

For web applications, please visit the UX Library for
more information: https.//static.scania.com/ux-library

Scania Media Provider
https://media.scania.com

—am

Separate appendices

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

— Partner companies (part no. 16MC194)

— Imagery (part no. 16MC280)

— Film (part no. 16MC279)

— lllustrations and Infographics (part no. 16MC281)
— Stationery (part no. 16MC197)

— Signage (part no. 16MC195)

— Service vehicles (part no. 16MC196)

— Mobile applications (part no. 17MC159)

Assortment catalogues
Assortments and ordering information are available in
the separate assortment catalogues, available on the

global intranet Reflex:

— Signage catalogue (part no. 17MC124)
— Service vehicle decoration (part no. 17MC126)
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Introduction

This appendix is part of the
Scania ldentity Manual, part no.
16MC135. This document is only
intended for non-captive (i.e.
private/independent) Scania
distributors and dealers. Captive
(i.e. subsidiaries of Scania CV
AB) distributors and dealers
should follow the main manuals
and appendices. For detailed
instructions on the application of
all brand assets such as lock-up
logotype, colour and typography
please refer to the respective
section in the Scania Identity
(\ETVETR

It is important for both Scania

and our partners (independent
distributors, dealers and
workshops) to create the right
balance between Scania’s visual
identity and that of the partner
companies. There are several good
reasons, from both marketing and
legal perspectives, for separating
the Scania logotype from the name
of the independent legal entity,
the partner company.

Any questions should be directed
via the distributor to identity@
scania.com. Before any commercial
use of the Scania logotypes as
shown in this manual or similar, the
user must sign a written contract
linking it to the authorised Scania
organisation.

A partner company may not use
the Scania trademark as part of
its own corporate name or identity.
Neither may the name Scania be
used as part of the e-mail address,
web address to the partner
company’s own website, social
media or similar.

Product identity versus
company identity

In all communications produced
by a Scania partner company, the
Scania logotype represents only
the Scania product and services.
The legal entity in such cases is
the partner company, not Scania.
Appropriate distinctions between
the product information and the
partner company’s identity must
be maintained.

These distinctions are especially
important on stationery, particularly
with regard to letterheads and
forms involved in clearly legal
matters, e.g. invoices and order
forms.

The distinction between the
product and the partner company
is represented visually by
noticeably varying the respective
sizes of each logotypes.




Partner companies
— Stationery

Business cards
for partner companies

On business cards it may be
appropriate to emphasise the
product. The distinction between
the product and the partner
company is represented visually
by noticeably varying the
respective sizes of each logotype.

Whether it is more important
to highlight the product or the
partner company will vary for
different companies and in
different situations.
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Tian Schraven
Marketing Marktcommunicatie & Public Relations

TRUCKS—NV

Truckweb 1-3, 4567 AA Den Haag
Tel 070-(3)45 67 89 Fax 070-(3)45 67 88

Business card with dominant product identity.

HARLEY R. SMITH

Spare Parts Manager

Smiths Ltd. Phone
Toronto Drive 123 +91-1-123 456 787
P.O.Box 4567 +91-1-123 456 788

Toronto ON M5W 1R6 +91-1-123 456 789

Business card with dominant company identity.

@

Business card with dominant company identity
and several product logotypes.



Truckshop AB Telephone Telefax Internet
SE-123 45 Truckby +4612345678 +461234579 www.truckshop.se




m A/S

TRUCKWAY A/S, Truckvej 2 DK-2800 Lyngby, Danmark

Name Namesson
Streetname
123 45 Cityname
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Partner companies \
— Vehicles

F Th i hicl
Scania as PSR icle used
. by a multibrand dealer/
main |Ogotype workshop, considering
Scania to be main — Scania Assistance J
When Scania is the main logotype business. — —_—

Service Auto

\ 4 Servicestreet 110
Servicecity

Tel 042-300 300

on a vehicle, the vehicle must
always be white. Sticker and text
are Scania blue and the Scania
logotype is in full-colour. The
Scania logotype must be placed
on the vehicle where it is suitable,
depending on the design of the
specific vehicle but always in

the corresponding place on both
sides of the vehicle. The vehicle
must always be kept clean and
the decorations in good order. All Scania Assistance sticker may only be used
Scania stickers must be ordered by markets connected to Scania Assistance.
via the parts system and it is not

allowed to produce locally.

GIRIZAR

stance (

Assistance 2as & ZIRIZAR

042-300 300

Full-colour horizontal lock-up
logotype is used for the side of the
vehicle. The vertical lock-up logo-
type is used for front and back.

When Scania is the main business, o ) o e 110
the Scania logotype must be @ WIA Sorvicsclty o
dominant and all other logotypes

(e.g. sub-brands or dealer logotype)
must be smaller than the Scania
logotype.

DAE ZZU ZIRIZAR

The Scania Assistance sticker may
only be used by markets connected
to Scania Assistance. Please con-

tact Scania Assistance Head Office
(scania.assistance.headoffice@ Logotypes for sub-brands or
scania.com) for more information. independent dealer logotype

should always be smaller when
Scania is the main company.
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Partner companies
— Vehicles

Dealer name as
main logotype

All Scania stickers must be ordered
via the parts system and it is not
allowed to produce locally.

The Scania logotype must be
represented equivalent in size as
the logotypes of the other sub-
brands.

Scania Identity Manual — Partner companies

The service vehicle

used by a multibrand
dealer/workshop, not
considering Scania to
be main business.

—am
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Partner companies
— Ads

Co-branded ads with
one dominant identity

Two examples of co-branded ads:
Scania versus partner company as
dominant identity.

The Scania assets such as
templates, typography and colours
may only be used when Scania is
dominant. The partner’s trademark
should always be secondary and

in one colour, Scania Blue or Scania
White. See Scania Identity Manual
for more information.

For situations where the partner
company identity is dominant, the
Scania assets and design should
not be used.

The distinction between the
product and the partner company is
represented visually by noticeably
varying the respective sizes of each
trademark.

Ad when the
identity for Scania
is the dominant.
Logotypes for sub-
brands should
always be smaller
when Scania is the
main sender.
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HEADLINE 40 PT"
ON TWO ROWS

Veliquid ulloruptatem commoluptiasit est,istiorum que prehent ureperferum
et que dolor aut quunda dolorro tempos  conem fugia. Imagnim nossim qui quam
aut eveliqu assedipiens voluptat ea eribus, cumet aliqui bearum que in
dolorisquam et eum fuga. Ed mos atiis  repudi cumquamus mod magnat pore

pedionse jptum aut qui sentur? Lent
Solupta is el iminvel laboribus, ut quodi cus asperio totaquae verum in eos
aliquist, consedic tem faccus asperit e, Qui quia ipsa dit escipiet re volupti
alitio berumauiae consequi voluptiorum  oriaes quam qui beritatiorem quis am.

See more on scania.com

SUB HEADLINE 10 PT TN

Ad when the
identity for the
partner is the

“~_por apic torecus aut iidicianti omniaectur remolectento
‘con porfiostiae numqui aut alignis inifi#consed aspeliq.

dominant. . Uamenda debitinvendi ut pa nonsemimetut mossit qui

< repellit é3ruptassi qui dollandae dolupis cighy odiart”

The Scania
logotype must
be represented

equivalent in size @

as the logotypes SCANIA

SO Gl £0.80x 1234, Port Morashy 121 NCD,New Gulnas, 1234 878, 23456785
brands.

—am



Partner companies
— Signhage

Wall signs

For Scania dealers also .

representing other brands, Scania !@\L CANIZ = / R ,)H,J ¢
signs may be combined with signs N wDsF-al RS Hf LNDL|

for other brands as long as they are

cleary separated from each other. If

possible, it is preferable if the signs

are placed in opposite corners or n H m
on different walls of the premises.

Multibranding signs

In the Scania global signage
assortment there are also o I

multibranding signs available. SMITIS
The signs are designed in a HHH% HHH%
D CJ CJ

modular system with the Scania
logotype in the top part and
replaceable panels beneath. See
“Scania Identity Manual — Signage”,
part no. 1596067, for more details.

Place the signs on opposite corners or on different walls of the premises.

= ZETTERBERGS
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Introduction

Our brand comes to life in the
practical application of our
expertise and our innovations in
the form of products and services.
We always seek to deliver tangible
benefits and real-world results.

Therefore, our brand imagery
should always be grounded in
reality: our own, and that of our
customers. The images we use can
be impressive and unexpected, but

never look fake or overly retouched.

We use natural light with depth

of field, showing real people in
real situations. This way Scania

is always present and shows that
we understand our customers and
every bit of their business.

As a Scania communicator or
external photographer you hold
the image of the Scania brand in
your hands. We need you to do
great work. This guideline shows
you how.

This appendix is part of the Scania
Identity Manual, part no. 16 MC135,
in which image style is one of

the brand assets. For detailed
instructions on the application of
the other brand, such as wordmark,
symbol, lock-up logotype, colour
and typography, please refer to the
respective section in the Scania
Identity Manual.

Perspectives
and categories

Generally speaking there are two
complementary perspectives that
characterise the Scania brand
imagery: the holistic view — offering
perspective and scope, and the
detailed view with close-up shots
of significant objects, actions and
people. The two perspectives
illustrate our awareness of the
big picture, as well as our deep
understanding of the smallest
detail.

In addition, this appendix presents
six image categories that represent
key dimension of the Scania brand.
These categories are not exclusive
for all Scania photo, but should

be thought of as inspiration when
shooting and selecting images for
SIERIEN



Imagery
— Perspectives

Holistic view

The holistic view that offers perspective and scope.
lllustrates our awareness of the big picture.

Scania Identity Manual — Imagery

Detailed view

The detailed view with close-up shots of significant
objects, actions and people. lllustrates our deep
understanding of the smallest detail.

—am




Imagery
— Perspectives

Holistic view

lllustrates our awareness of the
big picture; we understand your
business, your challenge and your
industry.

A holistic view applies to all image
categories; — from R&D to our vison
of becoming the leader in solutions
for sustainable transport. See
image categories on page 6.

Portrait all holistic view images
with the Scania brand platform

in mind.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery
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Imagery
— Perspectives

Detailed view

Illustrates our deep understanding
of the smallest detail. Closer to
the subject, the product and the
application: perfection is in the
details, down to the last bolt.

A detailed view applies to all image
categories; — from R&D to our vison
of becoming the leader in solutions
for sustainable transport. See
image categories on page 6.

Portrait all holistic view images
with the Scania brand platform
in mind.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery




Imagery

Categories

Ingenious engineering

Communicates Scania as

a technical, innovative and
progressive brand. Ingeniously
engineered products, tailor-made
for the industries Scania serve.

Images showing R&D, engineering,
design, model making, prototyping,
testing, test driving, production and
services.

Scania Identity Manual — Imagery

Product

Images of our products.

Exterior, interior and functionality
of the products.

Product images can be made in a
studio or in an outdoor context.

Understanding your business

To support sales, become a
“partnership driven leader”

and generate a feeling of “Let’s
ask Scania”, we need to enable
industry/segment specific
communication that answers the
question “what’s in it for me?”.

Personal and relevant to your
business — as partners, we're in this
together.

Understanding your needs
— people

On a personal level — whomever
you may be, and which ever
industry you operate in, Scania has
a tailor-made solution for each and
every need.

Understanding your needs
— the challenge

On a transport solutions provider
level — whatever your challenge,
and which ever industry you
operate in, Scania works for you.

Visionary solutions

Images that show or are connected
to the Scania vision and desired
brand image.;

"Recognised as a true partnership
driven leader in the shift towards a
sustainable transport system”.

—am



Imagery
— Categories

Ingenious engineering

Communicates Scania as

a technical, innovative and
progressive brand. Ingeniously
engineered products, tailor-made
for the industries Scania serve.

Images showing R&D, engineering,
design, model making, prototyping,
testing, test driving, production and
services.

For info regarding equipment and
quality: See page 20.

Scania Identity Manual — Imagery
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Imagery
— Categories

Product
Images of our products.

Exterior, interior and functionality
of the products.

Product images can be made in a
studio or in an outdoor context.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery







Imagery
— Categories

Understanding
your business

To support sales, become a
‘partnership driven leader’ and
generate ‘let’s ask Scania’, we need
to enable industry/segment specific
communication that answers the
question ‘what’s in it for me?".

Personal and relevant to your
business — as partners, we're in this

together.

For info regarding equipment and
quality: See page 20.

Scania Identity Manual — Imagery
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Imagery
— Categories

Understanding

your needs — people
On a personal level, whomever you
may be, and which ever industry

you operate in, Scania works for
you.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery







Imagery
— Categories

Understanding

your needs

— the challenge

On a transport solutions provider
level, whatever your challenge, and

which ever industry you operate in,
Scania works for you.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery
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Imagery
— Categories

Visionary solutions

Images showing the Scania vision

— recognised as a true partnership
driven leader in the shift towards a
sustainable transport system.

For info regarding equipment and
quality: See page 20.

Scania ldentity Manual — Imagery







Practical advice

Driver and
photographer safety

— Never compromise safety.

— Make sure both the driver and
passengers are wearing seat
belts, and that all clothing and
personal safety equipment (such
as a helmet) is appropriate to the
job at hand.

— When shooting in a workshop,
ensure that all people involved
use the correct equipment and
work ergonomically.

— When shooting in a place
where there are people or
objects moving, like a road or a
construction site, clearly mark
the spot to notice others.

— Make sure to follow both Scania

guidelines and any local safety
regulations.

Scania Identity Manual — Imagery

Be specific

As a project owner you need to

tell the photographer how the
images will be used. The better the
specification, the better the result:

— Does a picture need space for a
headline?

— What format is needed?

— What media will it be
published in?

— How do Scania’s customers
use and understand specific
applications?

— What does a specific technical
solution actually do for the user?

— What is the deadline?

Get it right from
the start

— Always try to shoot a photo
that's ready to use.
Retouching is an expensive,
time-consuming process.

Vehicle

— Choose the a product that fit
your market conditions.

— Make sure that the vehicle is
not “overdesigned” or
“overcustomised” in a way that
detracts from or even ruins its
Scania identity. Scania aims
to be the leading provider of
sustainable transport and
significant changes to the
aerodynamics will have a
negative affect to the
fuel economy.

— Allow the vehicle to stand out
from the background.

— Keep the picture clear of any
objects that interfere with the
objective of the image.

Light is everything

— Morning and evening light are
often suitable.

— To avoid excessive contrast and
harsh shadows we recommend
not photographing in strong
sunlight.

— Always try to enhance the
lighting effect.

— Backlight is generally more
dramatic than light facing the
subject.

— When using artificial lighting,
bear in mind that big trucks
require powerful flashes.

— Shooting at night requires more
work, but the images are often
interesting and stands out.

Surroundings

— Choose surroundings that suit

the vehicle and the transport job.

— Choose surroundings that
enhance the objective of the
image, not too cluttered.

— Place the vehicle in a natural
setting, in an environment that
suits the vehicle and its area of
application (for example, when
loading or unloading).

— People, forklifts, loading
machines, etc. that are on
the move give intensity to the
picture.

— Avoid boring brick walls and
“backyard” settings, and people
that does not belong in the
background.

—am

Other useful
recommendations

Different situations require different
executions. Keep an open mind and
look for things that can give the
viewer a stronger impression.

— If you want the vehicle to appear
fully loaded, lower the axles.

— When driving on public roads,
use only legal light combinations.

— Make sure the windshield and
the dashboard behind is clean
and tidy.

— Aclean vehicle is almost
always preferred. But a dirty/
muddy vehicle can sometimes
be effective, just make sure
everything is intact.



Practical advice

People

— Driver’s appearance is very
important.

— Choose models/people who

are appropriate to the situation.

The models have to fit naturally
into the context and enhance
the credibility of the picture as
a whole.

— Vary the models facial
expressions; happy/serious,
concern/at ease. Look in the
camera, and beyond.

— Always make sure you have a

signed authorization from the
models/people.

Scania Identity Manual — Imagery

Vary perspectives,
vary lenses

— Far in the distance or close-up.
Head-on or angled. Portrait
or landscape orientation. By
varying the lens and camera
position, you can achieve exactly
the effect you are looking for in
a given situation.

— Atelephoto lens with shallow
depth of field helps the vehicle
stand out from the background.
Wide-angle close-up emphasises
the vehicle's size.

To avoid distortion, don't place
the object to close to the edges
of the frame.

— The possibilities are limitless,
just decide on the effect you
want and choose the right lens!

— The image can be taken from
another vehicle on the move or
by following the vehicle with a
camera.

— Adjust the shutter speed so
there is motion blur in parts
of the photo, such as wheels/
tyres, the road surface/kerb,
background, etc.

— Details like swirling dust, water
spray on a wet road surface and
other traffic reinforce the feeling
of movement and action.

Photo quality

— The photographer should shoot
in RAW format and deliver TIFF
files in RGB colour (Adobe RGB
1998).

Don’t forget —
Authorisation

— Photographers must sign
a release authorising free use
of their photos for commercial
purposes in the whole Scania
organisation.

— Note that people appearing in
a photo must also sign a written
release permitting further
publication.

— Scania Image Desk provides
templates for agreements for
photographers and people/
models.

— Make sure you have the right
permits for shooting on the site.

Additional information

Scania Image Desk

Scania constantly produces
communication material, and

we always need fresh images
from our various markets. Scania
Image Desk maintains the Scania
Media Provider, making images
and film available for the global
organisation. If you have material
that might be of interest to other
parts of Scania’s organisation,

or if you have questions or need
further advice/tips, please contact
Scania Image Desk:
imagedesk@scania.com

Scania Media Provider

All images shown in this document
can be downloaded via Scania
Media Provider https:/media.
scania.com or ordered from
Scania image desk at
imagedesk@scania.com

In the category Corporate identity/
Photographers choice our own
photographers publish their
selection of images specifically
representative for the Scania
imagery and Scania identity.

—am

Scania Identity
Helpdesk

Questions regarding this manual
and the Scania brand identity may
be submitted to Scania CV AB,
Brand Communication, through
Scania |dentity Helpdesk at:
identity@scania.com
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Introduction

To ensure a strong unified global
brand identity, principles for
applying the brand assets on

film have been developed. This
appendix outlines a set of do’s and
don’ts for the use of logotype and
text in film. The aim is to harmonise
the representation of the Scania
brand across all film and video
content.

This appendix is part of the Scania
Identity Manual, part no. 16 MC135.
For detailed instructions on the
application of all brand assets
such as wordmark, symbol, lock-up
logotype, colour and typography,
please refer to the respective
section in the Scania Identity
(\ETVETR

Imagery

Scania’s brand imagery should
always be grounded in reality: our
own, and that of our customers.
Neither images nor films should
look fake or overly retouched.

We use natural light with depth

of field, showing real people in
real situations. This way Scania

is always present and shows that
we understand our customers and
every bit of their business.

For more information about
imagery please see Scania ldentity
Manual appendix for “Imagery*,
part no. 16MC280.

All artwork files mentioned in this
document can be downloaded via
the Scania Media Provider:
http://scania.media.com or be
ordered from Scania CV AB at
identity@scania.com.

Any brand and identity related
questions can also be directed
to identity@scania.com.




Film

Opening sequence

To ensure a strong unified global visual
identity all films produced by and for
Scania must end with a Scania logotype.
Depending on which type of film you are
producing a logotype can also be added
in the opening sequence.

If using a logotype at the beginning of
the film, always use the vertical lock-up
logotype as shown to the right. The

size of the logotype is set to 50% of the
width of the screen and the artwork is
vertically and horizontally centered. For
standard widescreen formats (16:9) use
the endlogotype artworks provided in the
Scania Media Provider (see file names
under each illustration to the right).

For opening sequences, there are two
ways to apply the Scania logotype:

1. Fade-in: The logotype fades in on top
of a coloured background as outlined
to the right. The fade in time should be
set to 0.5 seconds.

2. Still: The logotype simply appears as
part of the intro of the film, on top of a
coloured background as shown to the
right.

If you want to add text, please review

the instructions about typography in this
document.

Scania ldentity Manual — Film

The size of the vertical lock-up logotype is 50% of the width of the screen, always centered.

Primary version — Negative on Scania Dark Grey (1920x1080px)
17084-001

Secondary version — Negative on Scania Black (1920x1080px)
17084-002

Secondary version — Positive on Scania White (1920x1080px)
17084-003

The positive artwork is only used if the first image of the film is
too bright for the negative logotype to be clearly visible,



Film

Primary endlogo
— Animated

The primary endlogo is animated and
fades from black to Scania Dark Grey
while the symbol is revealed through
light play, followed by the fade-in

of the wordmark:

When using the endlogo, let the film
first fade to black, then add the artwork.

A secondary version is available,
against a Scania Black background.

If you wish to add additional messages
or other information such as an URL,
do so on a separate black, grey or white
frame before the endlogo.

Please note that the content and
tonality of each film should dictate the
use of the endlogo. If you find it suitable
to end your film with the logoype
against an image or a white or black
background, a still endlogo is available.
See the following pages for more
details of how to use the still endlogo.

Scania ldentity Manual — Film

Primary version — Vertical lock-up logotype against Scania Dark Grey background.

2017031-001MOV

Secondary version — Vertical lock-up logotype against Scania Black background.

2017031-002MOV




Film

Secondary endlogo
— Still, negative

As an alternative to the animated
endlogo, a still endlogo is available.
This is particularly useful for shorter
clips for social media or other occations
when the animated endlogo is deemed
too expressive. Both a positive and
negative version is available, and
specific artworks with set proportions
are available.

To apply the negative still endlogo:
1. Use the specific artwork available.

2. Choose between the three possible
backgrounds as illustrated to the
right. Scania Dark Grey is primary.

3. Add a 1.5 second fade-in effect (do
not add additional effects to the
endlogo).

4. Fade out to Scania Black or Dark
Grey or leave the endlogo as the final
frame.

If you wish to add additional messages
or other information such as an URL,
do so on a separate black or grey frame
before the endlogo.

In addition, a still endlogo is available
for letterbox/panoramic films. Here,

the still logo can fade-in (1.5 sec) on top
of an image or onto a black screen.

Scania ldentity Manual — Film

Widescreen 16:9

Primary version — Scania Dark Grey (1920x1080px) Secondary version — Scania Black (1920x1080px) Tertiary version — Transparent (1920x1080px)
17084-001 17084-002 17084-004

Letterbox/Panoramic

The logotype is available in an adapted version for
films using letterboxing. Due to the top and bottom
bars being black, the version with Scania Dark Grey
is not available in the letterbox/panoramic version.

Primary version — Scania Black (1920x1080px) Secondary version — Transparent (1920x1080px)
17084-005 17084-006



Film

Secondary endlogo
— Still, positive

As an alternative to the animated
endlogo, a still endlogo is available.
This is particularly useful for shorter
clips for social media. Both a positive
and negative version is allowed, and
specific artworks with set proportions
is available.

The positive artwork is only used if the
film naturally fades to white or if the
last image of the film is too bright for
the negative logo to be clearly visible.

To apply the positive still endlogo:
1. Use the specific artwork available.

2. Choose between the image or white
background.

3. Add a 1.5 second fade-in effect.
Do not add additional effects to the
endlogo.

4. Fade out to black or leave the
endlogo as the final frame.

If you wish to add additional messages
or other information such as an URL,
do so on a separate white frame before
the endlogo.

In addition, a still endlogo is available
for letterbox/panoramic films. Here, the
still logo can fade-in (1.5 sec) on top of
an image.

Scania ldentity Manual — Film

Widescreen 16:9

Primary version — Scania White (1920x1080px)
17084-003

Letterbox/Panoramic

Primary version — Transparent (1920x1080px)
17084-008

Secondary version — Transparent (1920x1080px)
17084-007



Film

Typography

To harmonize the use of typography
in film let the following principles
guide your work.

For all graphics, always use a font
from the Scania Sans typeface
family.

Always apply the typographic
settings that are outlined in the
Scania Identity Manual under the
chapter on Typography.

While Scania in general always align
text to the left, in film an exception
is made. For key messages or added
information such as a URL, always
center text both horizontally and
vertically.

For names and titles always left align
text as shown in the examples to
the right.

As a rule, always use white text when
possible. Subtle shadowing can be
applied to text when the film is very
bright to ensure high readability.

For the use of graphic elements in
film, please refer to the separate
lllustrations and Infographics
appendix.

Scania Identity Manual — Film
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Ceruptatandanis et Vel
mostis affy sin/cus vendiedi

llabo. Ebistiu scigntioi
utplignate Uptas etc

Steve Pope
Field-test Driver

Short copy — For copy on 1-5 rows, use Scania Sans Headline Long copy — For longer copy, use Scania Sans Bold/Regular Name/titles — Use Scania Sans Bold/Regular with 125% leading,
Bold/Regular with 95% leading. with 125% leading. always left-aligned, primarily in the bottom left corner.

GET THE FULL STORY AT
SCANIA.COM

Copy + endlogo
If you wish to add additional messages or information such as an URL,
do so on a separate black, grey or white frame before the endlogo.



Film

Voice, music and sound

The sounds added to a film can
profoundly shape the experience of
the Scania brand. Therefore, when
recording a voice over, selecting
music or adding sound effects

to your film, always be mindful of
Scania’s tone of voice.

Just like Scania’s image style is
grounded in reality and never look
fake or overly retouched, the sound
added to a film should follow the
same principles. Avoid adding
unncesseary or overly expressive
sound effects and ensure your voice-
over sounds natural, sincere, honest
and confident.

For music, make sure to match
the content and tempo of the film
with the style of music used. It is
recommended to consider what
music to use before editing starts.

Finally, always ensure that you own

the usage rights to the music that
you use.
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Scania’s tone of voice

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.

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 strenght.
This is reflected in how we speak
and write — with self-assurance,
pride and determination.

Imagery

Scania’s brand imagery should
always be grounded in reality: our
own, and that of our customers.
Neither images nor films should
look fake or overly retouched.

We use natural light with depth

of field, showing real people in
real situations. This way Scania

is always present and shows that
we understand our customers and
every bit of their business.
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Don't place the negative logotype against a too light Don't place the positive logotype against a too dark Don'’t use any other background colours than dark Don’t change the size or proportions of the logotype.
background. background. grey, black or white.

Don't use the symbol or wordmark separately Don't tilt, shear or rotate the logotype and don’t add Don't use the horizontal lock-up logotype. Don’t combine copy based messages and the logotype.
in film. effects to the logotype or the background.

Scania Identity Manual — Film 9



Additional information

Equipment and quality

— Always shoot in at least full HD i.e.
1080p (progressive).

— Preferably shoot in PAL 25 fps or
50 fps if possible. Varied framing
makes it easier to do good editing.

— Make sure to take some
establishing shots, but don’t forget
the details.

— Use a tripod or other equipment for
stabilisation.

— Make sure to use windshield on
all microphones when filming
outdoors.

— When shooting aerial footage, for
example with a remote controlled
drone or from a helicopter, make
sure all permits are in order.

— Always use as low compression
rate as possible when delivering
the material.

— Always use professionals for more
advanced productions, consider
hiring a production agency.

— Always ensure that you own the
world wide usage rights to any
material that you share.
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Scania identity helpdesk

Questions regarding this manual and the
Scania brand identity may be submitted

to Scania CV AB, through Scania identity
helpdesk at: identity@scania.com

All artwork files mentioned in this
document can be downloaded via

the Scania Media Provider:
http://scania.media.com

or be ordered from Scania Image Desk at
imagedesk@scania.com

—emm



SCANIA IDENTITY MANUAL — APPENDIX

ILLUSTRATIONS AND
INFOGRAPHICS



Table of contents

Introduction
Product illustration ...
Environmental illustration
Infographics
Don’ts

Scania Identity Manual — lllustrations and infographics

Introduction

To ensure a strong unified global
brand identity, visual principles
for illustrations and infographics
have been developed. The aim is
to harmonise the representation
of the Scania brand across all
illustrations.

lllustrations and infographics are
used to support communication

in addition to copy and images,
and can be used to illustrate
enviroments, products, information
flows and much more.

This appendix is part of the Scania
Identity Manual, part no. 16 MC135.

For detailed instructions on the
application of all brand assets
such as wordmark, symbol, lock-up
logotype, colour and typography,
please refer to the respective
section in the Scania Identity
Manual.

Any brand and identity related
questions can be directed to
identity@scania.com.



Product illustration
Levels of detail

Illustrations can be used to show
product details or specific parts,
and when the appropriate photo is
not available. For all our products
including trucks, buses and engines
four levels of detail for illustrations
have been developed to guide the
use of illustrations. No other kind of
illustrations should be produced.

Select the level of detail
appropriate for you application of
illustration. Ensure coherent use
and do not mix different levels of
details in the same image or in
context of communication.

Scania Identity Manual — lllustrations and infographics
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Level 1 Level 2 Level 3

Outlines + gradients/3D rendering via CAD software. Outlines + colour fillings from the Scania colour palette. Outlines only.

The most expressive way to illustrate products. It Between level 1 and 3, used when the application Similar to a technical drawing. Used to highlight
simulates the actual appearance of the product and is does not require photo-like illustrations or a technical product specifications and certain parts and features
used in applications where a photo is not suitable. drawing. of the product.

Level 4

When illustrations need to be
reproduced in a small scale,
simplify by removing as many
details as possible. Make sure the
most characteristic features still
remain.




Product illustration
Levels of detail

Select the level of detail
appropriate for you application of
illustration. Ensure coherent use
and do not mix different levels

of details in the same image or
communication.
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Outlines + gradients/3D rendering via CAD software. Outlines + colour fillings from the Scania colour palette.

Between level 1 and 3, used when the application
does not require photo-like illustrations or a technical

The most expressive way to illustrate products. It
simulates the actual appearance of the product and is
used in applications where a photo is not suitable.

Level 3

Outlines only.

Similar to a technical drawing. Used to highlight
product specifications and certain parts and features

of the product.

Level 4

When illustrations need to be
reproduced in a small scale,
simplify by removing as many
details as possible. Make sure the
most characteristic features still
remain.



Environmental illustration style

Holistic view
Environments

The monochrome use of colour
results in a more professional
stylistically pure expression.
The image to the right is a good
represenation of the style to use
for illustrations.

If you must use colours to highlight
details or parts of your illustration
always use Scania’s primary
supporting and secondary

colours only. All colour code and
instructions can be found in the
Scania Identity Manual.

When Scania products are used in
environmental drawings, the

simplified illustration examples to
the right should act as a guidance.

Scania Identity Manual — lllustrations and infographics
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Environmental illustration style

On light backgrounds, either colour
from the Scania colour palette can
be used.

On dark backgrounds, either use
negative or positive colour relation,
for maximum contrast.

Scania ldentity Manual — lllustrations and infographics
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Either make the illustration one-coloured and
outlined or utilise the Scania colour palette to
enhance details and sense of depth.




Infographics

In this section we showcase

the use of illustrations and
infographics. Please use the
examples as references and
guiding principles for creating
communications using illustrations
for Scania.

To the right, icons, illustrations, text
and photography is combined into
an infographic image. Such images
are powerful tools to single out

and present information in dense
formats.

Please note that illustrations
are not supposed to be used to
decorate communication materials.

Feel free to combine infographics,
illustrations and photos but

avoid placing infrographics and
illustrations on top of photos

and text.

Scania Identity Manual — lllustrations and infographics

SCANIA AT A
GLANCE 2016

Key
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A global presence Net sales by product segment 2016, %
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 Trucks 60%

Other 2%
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Excerpts from Scania Annual and Sustainability Report 2016

Scania’s solutions

Buses and coaches
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mirastrucuure, suchn as signs ana urainc
lights, communicate with each other
and with people.

The real transformative potential lies in
enabling communication within the
whole transport system. Connectivity
has the potential to optimise flows
within the whole system, not just the
logistical flow of different industries.
This will be particularly significant
when it comes to sustainable public
transport solutions for cities. The need
for low-carbon mobility that minimises
the effect on climate, air quality, and on
the safety and liveability of urban areas
can be addressed through buses and
rapid transport systems that use
digitalisation technology.
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Infographics
— Examples

Technical information

SPECIFICATION
OPTIONS

CABS

Scania s-series

S-cabs a unique and exclusive experience.

Engines.
41010730 hp

R8s n olable, robust and resdy. Add agie and dynamic, and you have
the dealpartner fo svery kind of sppiication.

Engines.
41010730 hp

CHASSIS
Axle configuration = freboed
‘The new Scania tractors and rigids are available in a variety of Jownormal low/normel

axle configurations. Contact your Scania dealer o find the best

Soutonoryour noods.
o2
Fifth-wheel coupling tﬁ% Crass o t%

You can got your Scania tractor with  range of ready-mounted

approxmately 90 kg The Scania direct-mounted fifth wheel
i avaiable for boththe two- and four-spring ar suspension.

2 The next generation Scania.

Scania Identity Manual — lllustrations and infographics

Our business.

TAILOR-MADE
FOR EVERY NEED

Scania’s unique modular system is one of our most important
success factors. Developed over several decades, it is integral
to our flexible approach and lies at the heart of our business
model. Combined with our ability to tailor services, this
ingenious toolbox enables Scania to package solutions
optimised for a vast number of different transport needs.

‘The modular system enables Scania to
provide individual specifications with a
limited number of parts and components,
and thus offer our customers an
extremely wide product range. This is
achieved through the design of the
interfaces between different components.
Eachinterface is precisely defined to
allow the greatest possible flexibility when
components are combined into the
correct performance steps in the vehicle.

With relatively few components and parts,
the modular system enables Scania to
achieve economies of scale and maximise
resource efficiency in research and
development and production. In service
operations, the modular systems ensures
high availability of spare parts and
continuity for the service technicians.
Customers benefit through a tailor-made
vehicle with high uptime, reduced fuel
consumption and optimised load capacity.
Itis this strategic approach that gives
Scania the flexibilty to tailor solutions to
different transport needs and to
accommodate various regional market
demands, The toolbox allows each vehicle
10be tailored toits specific purpose; new,
high quality technologies are brought to
market quickly and efficiently.

Scania's modular product system is
applied to our entire product portfolio
trucks, buses, coaches, and engines. A
great deal of the chassis components ina
bus are shared with those in a truck.
Scania's industrial and marine engines are
developed from the base engines for
vehicles, making full use of the modular
concept.

nd Sustainabilty Report

Scania’s modular system is based
on three prlnclnles-

Standar terfaces

T
modularisation. They are designed in such
away that they do not change over time. In
line with Scania's continuous
introductions approach, this makes it
possible toinstall new components that
improve product performance without the.
need to change the surrounding
components and structure. As an example
Scania could introduce the Euro 6 engines
without having to change the cab.

Same need, s
Severslcomponentaare anan the same
despite different applications. The
shortest truck cab variant may be needed
in order to maximise cargo capacity both
inlight distribution service and in a heavy
tipper truck operating in a mine. The same
needs should always resultin identical
solutions.

Well-balanced performance steps

The selected performance steps are well
balanced to match the specific customer
needs; this results in differences in cab.
sizes, engine output, frame strengths and
number of axles. Scania Research and
Development continuously evaluates how
tofurther refine the modular system in
orderfor Scania to have the smallest
possible number of parts and the largest
possible selection of variants in its
product portfolio to give each customer
an optimised product.

Cabs
Scania's cabs are strongly

heights and lengths to suit
pplications and to give the

Axies
stoered ar

part of Scar snndu\ansedmngv

and, used in variou combinatons

. 4-and

- =
>

B =

e

combination with range and spliter
units, Scania can build 28 types to

16 tonnes o 200 tonne:

Engines

emission standards. In addition
trmengoas otnbe bult o unon

ity

ot
sed natural gas.

Tailor-made for application
Scania offer tailor-made solutions
for awide range of different
applications, allowing us to meet
specific demands of various
Indsties! frammngforestrys
bus systems, to retail

and waste handiing. Bv 9
real-time data from our connected
vehicles, the possibilities to tailor
optimised solutions for all types of
driving assignments have never
been bigger.

In close cooperation with different
industries and selected customers,
Scania has analysed the relevant
data for each application and
driving activity, and has also
monitored typical routes and
transport patterns in order to
develop truly application-focused
products and solutions that offer
improved efficiency, high
performance and lower
environmental impact.

These carefully-tailored
specification recommendations are
made possible by the operational
and performance data gathered by
Scania’s extensive network of
connected vehicles. From this data
we extract the necessary
intelligence to optimise the
customer's vehicle and its
maintenance. The data is also used
to optimise the sales process when
customers seek to replace or
up-grade their fleet.

With the insights from having an
application approach, Scania can
continuously improve the modular
system to develop the right
components best suited for each
application.

Scania Annual and Sustainabilty Report 2016
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Don’ts

Scania always aims to mimic reality
in all representations when it
comes to product and environment
illustrations.

Stick to the styles outlined in this
guideline and avoid distorting your
illustrations with additional effects
such as shadows or flares.

If you seek help from a third party

in producing illustrations for Scania
make sure to share this guideline as
part of the brief.

Scania Identity Manual — lllustrations and infographics

-

Don't use gradients with unnatural color combinations.  Don’t make the lines too thick. Don't add effects to the illustrations.

Don’t combine illustrations with photographs, Don't alter the illustrations in a nonproportional way. Don’t add effects to the illustrations.
where they appear as part of the setting.
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Table of contents Introduction

This appendix is part of the Scania
Identity Manual, part no. 16MC135.

Introduction ...
Business card .

Letter,Ad ........... For detailed instructions on the
Message card, A6 . application of all brand assets
Envelope, C5 ... such as wordmark, symbol, lock-up

NO obhwN

logotype, colour and typography
please refer to the respective
section in the Scania Identity
Manual.

E-mail signature

Instructions for use of other
logotypes, i.e. for independent
companies, are available in the
Scania identity manual appendix
for “Partner companies”,

part no. 16MC194.

Any questions should be

directed to Scania CV AB,
Brand Communication at
identity@scania.com
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Stationery

Business card

The name is set in Bold, all other
text is set in Regular.

Each paragraph is separated by
1.7 mm spacing. The maximum
number of text lines is ten,
including two paragraph spacings.

Colours

The symbol is printed in full colour,
the wordmark in Scania Blue (PMS
or CMYK) and all copy is set in
black.

Paper

Matte white, colourfast and
environmentally approved
paperboard with a weight of
200-300 grams (e.g. Scandia 2000
by Antalis, Natural, 300 grams).

Back of card

Should be blank or used to repeat
the information from the front of
the card in a second language or
as QR-code.

Scania ldentity Manual — Stationery

Margins 5mm

Typography

Scania Sans Regular/Bold 8/6.5 pt
Leading: 125%

Kerning: O/metric

Word spacing: 100%

Paragraph spacing: 1.7 mm Telefon +46 8 553 811 30

Mobil +46 70 758 11 30

Fax + 46 8 553 811 31
ann.sofie.hellstrom@scania.com

Ann-Sofie Hellstrém
VD-sekreterare

Wordmark 41mm x 6.78 mm

Full-colour symbol 9.832 mm x 9.346 mm

(1.5 x height of wordmark) Scania-Bilar Sverige AB, 151 87 Sodertélje, Sverige
www.scania.se

SCANIA €

Maria Hansson

Graphical Identity Manager

Sales and Marketing

Marketing Communications Production

Phone +46 8 553 897 31
Mobile +46 70 086 35 42
maria.hansson@scania.com

Scania CV AB, SE-151 87 Sodertalje, Sweden
www.scania.com
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Page 1)

Date
City/Town

Our reference
Name Surname

Your reference
Name Surname

Handled by
Name Surname

Scaniacy xg

Name Surnamne
ddress.

123 45 City/ Town

Country
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Maria Hansson

Graphical Identity Manager

Sales and Marketing

Marketing Communications Production

Phone +46 8 553 897 31
Mobile +46 70 086 35 42
maria.hansson@scania.com

Scania CV AB, SE-151 87 Sodertalje, Sweden
www.scania.com
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Maria Hansson

Graphical Identity Manager | Marketing Communications Productions, KAMP | Scania CV AB

Tel: +46 8 553 897 31 Mob: +46 70 086 35 42
SE-151 87 Sddertalje, Sweden
maria.hansson@scania.com

Maria Hansson

Graphical Identity Manager | Marketing Communications Productions, KAMP | Scania CV AB
Tel: +46 8 553 897 31 Mob: +46 70 086 35 42

SE-151 87 Sodertalje, Sweden

maria.hansson@scania.com

www.scania.com | www.facebook.com/scaniagroup
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Table of contents Introduction

This appendix is part of the Scania
Identity Manual, part no. 16MC135.
For detailed instructions on the
application of all brand assets
such as wordmark, symbol, lock-up
logotype, colour and typography,
please refer to the respective
section in the Scania Identity
Manual.

Introduction .
Principles

w N

Signage, flags and ordering
information are available in the
separate catalogue for signage
“Signage catalogue”,

part no. 177MC124.

Instructions for use of other
logotypes, i.e. for independent
companies, are available in the
Scania Identity Manual appendix
for “Partner companies*, part no.
16MC194.

Any questions should be

directed to Scania CV AB at
identity@scania.com.
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Signage

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 “Scania
identity 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 — can not be
overstated.

Scania ldentity Manual — Signage

One global signage
assortment

All Scania dealers and workshops
must clearly communicate the
Scania identity with signs in such
a way that customers immediately
recognise that they are at an
authorised Scania dealer.

To ensure a strong unified global
visual identity, all signage must be
ordered from the global signage

assortment, via Scania parts centre.

“Scania ldentity Manual — Signage”
(part no. 1596067) includes signs,
pylons and flags for visibility and
recognition at close, medium and
long range. Local production is not
allowed.

Production units utilize the

same global signage assortment
as dealers, but for wall signs

only wordmark signs are used
(without symbol), according to
“Scania identity manual — Signage
for production units” (part no.
1599023).

To protect the Scania brand and
ensure visibility, signs and flags
must be kept well maintained,
clean and undamaged.

This is an illustrative exampel of
placements and proportions only.
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Table of contents

Introduction ..o
Principles for decoration
Service vehicles
Courtesy car and Parts Delivery
Mobile workshop and Recovery truck ..

oOgNWN

Scania ldentity Manual — Service vehicles

Introduction

This appendix is part of the Scania
Identity Manual, part no. 16MC135.
For detailed instructions on the
application of all brand assets
such as wordmark, symbol, lock-up
logotype, colour and typography
please refer to the respective
section in the Scania Identity
Manual.

Brand in focus

All Scania dealers and workshops
should have vehicles for road-side
assistance services, recovery
vehicles or vehicles for parts sales
and distribution of parts. A uniform
and clear graphic identity for
these vehicles conveys a sense of
Scania brand values — pride, trust
and dedication. Adherence to the
graphic identity is essential and a
basic requirement for use of the
Scania trademark by the authorised
network.

This appendix shows how to
implement self adhesive decor
stickers ordered from stock
through the parts ordering system.

Stickers and ordering information
are available in the separate
catalogue for service vehicle
stickers “Service vehicle
decoration”, part no. 177MC126.

Instructions for use of other
logotypes, i.e. for independent
companies, are available in the
Scania identity manual appendix
for “Partner companies”, part no.
16MC194.

Any questions should be

directed to Scania CV AB,
Brand Communication at
identity@scania.com




Service vehicles

Principles for
decoration

By applying the Scania logotype
to a vehicle we show that itis a
vehicle from an authorised Scania
dealer or workshop. Hence, the
logotype must only be applied to
vehicles performing service for
Scania. The logotype must not be
applied to other vehicles mainly
intended for private use.

Please note! Anyone driving a
Scania-branded vehicle represents
Scania and must act accordingly.

When the Scania logotype is
applied to a vehicle, the vehicle
must be white. The full-colour
Scania logotype must be placed
on the vehicle where it is suitable,
depending on the design of the
specific vehicle, but always in the
corresponding place on both sides
of the vehicle. Any text should be
Scania blue and written in Scania
Sans. The vehicle must be kept
clean and the stickers in good
condition.

Besides the Scania logotype, the
logotype for Scania Assistance
and dealer information may be
applied to the vehicle. For usage
of the Scania Assistance logotype
there are special requirements.
Please contact Scania Assistance
Head Office (scania.assistance.
headoffice@scania.com) for more
information. For vehicles without
Scania Assistance decor, this
location can be used for other
relevant information, e.g. “Courtesy
car” or “Scania Parts”. It may also
be used for the optional sticker
“24h emergency breakdown
service”, intended for dealers

and workshops who can provide
customers with assistance 24
hours/day, but who do not have an
agreement with Scania Assistance.
No other decoration, such as the
cropped griffin, must be used.

Scania Identity Manual — Service vehicles
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Service vehicles

Service vehicles

Scania logotype

Full-colour horizontal lock-up
logotype is used for sides. The
vertical lock-up is used for front
and back.

Scania Assistance J

Service Auto \ \

Servicestreet 110 |
Servicecity \
Tel 042-300 300

Company name, address

& phone number

Scania Sans Regular, upper- and
lower case, letter height maximum
80% of lower case height in the
Scania Assistance logotype. Colour
should be RAL 5013 or PMS 282.

Scania f7

Assistance
042-300300

Scania Assistance logotype

May only be used by markets
connected to Scania Assistance.
Other markets may use the sticker
for “24h emergency breakdown
service” instead.

Scania Assistance phone number / [

Scama Sans Regular, letter helght / [ Sericenuto g
equivalent to the lower case height / / Servicecity A\ mm
. . . | Tel 042-300 300

in the Scania Assistance logotype. |

gglzour should be RAL 5013 or PMS — 7;777777*@ —

Y samed

— Assistance
042-300 300
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Service vehicles

Courtesy car and
Parts delivery

Besides service vehicles, a dealer
might have other company cars,
such as courtesy cars and vehicles
for parts delivery. If possible, these
cars should be marked with their
intended purpose, e.g. “Courtesy
car” and “Scania Parts” as well as
dealer information (e.g. company
name, address and phone number).

Scania logotype

Full-colour horizontal lock-up
logotype is used for sides.
The vertical lock-up is used
for front and back.

Scania Courtesy/Parts car

— Side and back

Scania Sans Bold, upper- and lower
case, letter height approximately
100% of upper case height in
Scania logotype. Colour should be
RAL 5013 or PMS 282.

Company name, address & phone
number — Side and back

Scania Sans Regular, upper- and
lower case, letter height maximum
50% of upper case height in Scania
logotype. Colour should be RAL
5013 or PMS 282.

Scania Identity Manual — Service vehicles

Scania parts
Auto Center
Servicestreet 110

Tel 042-300 300
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Service vehicles

Mobile workshop and
Recovery truck

Scania logotype

Full-colour vertical lock-up is used
for front and back. The horizontal
lock-up logotype is used for sides.

Scania Assistance logotype
Scania Blue, RAL 5013 or PMS 282.

Company name, address

& phone number

Scania Sans Regular, upper- and
lower case, letter height maximum
80% of lower case height in the
Scania Assistance logotype. Colour
should be RAL 5013 or PMS 282.

Scania Assistance logotype

May only be used by markets
connected to Scania Assistance.
Other markets may use the sticker
for “24h emergency breakdown
service” instead.

Scania ldentity Manual — Service vehicles

Scania J’ /)|

Assistance

Scania I

Assistance

Service Auto
Servicestreet 110
Servicecity

Tel 042-300 300

@
SCANIA

Auto Centre
Servicestreet 110
Servicecity
Tel 042-300 300
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Scania Identity Manual — Mobile applications style guide

Introduction

To ensure a strong unified global
brand identity, principles for
applying the brand assets in mobile
applications have been developed.

This appendix is part of the Scania
Identity Manual, part no. 16MC135.
For detailed instructions on the
application of all brand assets
such as wordmark, symbol, lock-up
logotype, colour and typography
please refer to the respective
section in the Scania Identity
(ELIVE]R

All artwork files mentioned in this
document can be downloaded via
Scania UX library: https://static.
scania.com/ux-library

Any brand and identity related
questions can be directed to
identity@scania.com
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Typography

Placement

In mobile applications the Scania i,
Sans web font is used. The font is

available as TTF, Woff, Woff2 and

EOT.

Scania Sans Headline is used
for headlines and is available as

Regular or Bold.

Scania Sans is mainly used for body

copy and is available as Regular, 2.

Bold or Italic. The bold weight may
be used for sub-headlines and italic
to highlight specific words in body
copy.

Scania Sans Condensed is only
used in specific cases where the
space is limited. It is available as

Regular, Bold or Italic. 3.

Font files can be downloaded via Scania
UX library https://static.scania.com/
ux-library or ordered from Scania CV AB,
Brand Communication via
identity@scania.com

Scania ldentity Manual — Mobile applications style guide

Typographic settings

Headline: Scania Sans Headline Bold
Font size mobile: 24px and up

Line height mobile: 120%

Font size tablet: 32px and up

Line height tablet: 90%

Text: upper case

Letterspacing: O

Colour: #FAFAFA

Colour: #041e42

Subheadline: Scania Sans bold
Font size mobile: 9-16px

Font size tablet: 10-18px

Line height: 120%

Text: upper and lower case
Letterspacing: O

Colour: #FAFAFA

Colour: #041e42

Bodycopy: Scania Sans Regular
Font size mobile: 9-16px

Font size tablet: 10-18px

Line height: 160%

Text: upper and lower case
Letterspacing: O

Colour: #53565a

Labels: Scania Sans Bold
Font size mobile: 9-16px
Font size tablete: 12-18px
Text: upper case

Line height tablet: 120%
Letterspacing: O

Colour: #FAFAFA

Colour: #041e42

Bold

Regular

Italic

Scania Sans Headline

SCANIA SANS HEADLINE BOLD
SCANIA SANS HEADLINE REGULAR

ABCDEFGHIJKLMNOPQRSTUVXYZAAO

1234567890’ #€%8&/()=?

ABCDEFGHIJUKLMNOPQRSTUVXYZAAO

1234567890!"#E€%&/()=?

Scania Sans

Scania Sans Bold
Scania Sans Regular
Scania Sans Italic

abcdefghijklmnopqrstuvxyzaié Bold
1234567890!"#€%&/()=?
abcdefghijklmnopgrstuvxyzaad Regular
1234567890!"#E€%&/()="
abcdefghijkimnopqrstuvxyz4aé Italic

1234567890!"#€%&/()=?

Scania Sans Condensed

Scania Sans Bold
Scania Sans Regular
Scania Sans Italic

abcdefghijklmnopqrstuvxyzaaé
1234567890 #€%8&/()=?

abcdefghijklmnopgrstuvxyzaao
1234567890!"#E€%&/()=?

abcdefghijklmnopgqrstuvxyzaao
1234567890!"#€ %&/()=?



Logotype

The Scania symbol is used in

the header as the main identifier
for Scania. In applications with

a lot of text and when scrollable
views are required, the identity is
complemented with the Scania
wordmark in the footer.

Scania symbol

If separate logotype and
wordmark is not possible due to
circumstances outside of Scania
control, e.g. externally developed
applications, the combined
logotype lock-up is to be used and
prioritized with the vertical lock-
up as the primary choice, and the
horizontal lock-up as secondary.

Please note:
For the Scania symbol use the Scania wordmark
SVG-file.

Logotype files can be downloaded via
Scania UX library https://static.scania.
com/ux-library or ordered from Scania CV
AB, Brand Communication via identity@
scania.com

Vertical lock-up logotype Horizontal lock-up logotype
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Logotype

Placement

The symbol should ideally be
centered within the header/navbar
area to maximize available space
for functionality.

A footer is only needed if the
application includes much text so
that the page is scrolled. The footer
is black with white text and Scania
wordmark.
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Example: Header + navbar android app
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Example: Footer mobile

SCANIA
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Colours

Brand colours and
primary supporting
colours

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. In digital
environments the base is a white
background with headlines in blue
and Scania Blue and body text in
Scania Dark Grey.

Scania Red must be used with
great care and only as a highlight
or accent colour, never to steal
attention from the griffin in the
Scania symbol. Be aware that

red can also be associated with
warning signs and negative results
(e.g. red numbers in a table).
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Brand colours

Scania Blue

RGB 4_30_66
HEX #041E42

Primary supporting colours

Scania Light Grey

RGB 200_201_199
HEX #C8C9C7

Scania White

RGB 250_250_250
HEX #FAFAFA

Scania Medium Grey

RGB 151_153_155
HEX #979998

Scania Red

RGB 214_0_28
HEX #D6001C

Scania Dark Grey

RGB 83_86_90
HEX #53565A

Scania Black

RGB 45_41_38*
HEX #2D2926

*To provide a less harsh impression,
the original Scania Black (RGB
0_0_0) is slightly adjusted to a
calmer RGB colour.




Colours

Secondary colours

Of the secondary colours, orange
is the foremost colour, mainly used
to highlight warnings or mandatory
fields and interactions. The
remaining secondary colours are
not used to the same extent.

Any of the secondary colours

may however also be used for
differentiation of mobile application
icons, together with the App icon
colours.
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Secondary colours

Scania Orange

RGB 227_82_5
HEX #E35205

Scania Beige

RGB 206_184_136
HEX #CEB888

Scania Pale Green Scania Green
RGB 148_165_150 RGB 44_82_52
HEX #94A596 HEX #2C5234




Colours

App colours App colours

The App icon colours have
been developed to differentiate
applications and services, in
application icons and splash

screens.
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App colour 1 App colour 2 App colour 3 App colour 4
RGB 68_134_145 RGB 94_56_133 RGB 0_93_109 RGB 225_169_62
HEX #448691 HEX #5e3885 HEX #005d6d HEX #e1a93e
App colour 5 App colour 6 App colour 7

RGB 137_106_115
HEX #896a73

RGB_93_167_169
HEX #5da7a9

RGB 96_178_108
HEX #60b269



Icons

Icons 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. All icons should be in
SVG format.

Icons as well as instructions for creating
new icons are available in the Scania UX

library https://static.scania.com/ux-library/

icons.
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App icons

To maintain a consistent and (D )
uniform look for applications, - RN -
templates for the creation of icons

for new applications are available

for Android, iOS and watchOS. [
The templates are built on a

grid system including the Scania
wordmark. The primary colours
are used as base, with white and ~
blue as the default colours. The
secondary and app colours can
be used in certain contexts where
more variation is needed.

(See next page). Margins — Andriod app icon

These icons are tightly associated
with specific products and services,
and should never be reused

for other purposes or generic
iconography.

New app icons need to be
approved by Scania App Factory
(appfactory@scania.com).

Templates can be downloaded via Scania

UX library https://static.scania.com/

ux-library or ordered from Scania CV AB,

Brand Communication via mm

identity@scania.com

Android app icon

Scania Identity Manual — Mobile applications style guide

SCANIA

Margins — iOS app icon

iOS app icon

Margins — watchOS app icon

watchOS app icon
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App icons

Colouring

The secondary and app colours are
used to differentiate between apps
as well as services, e.g. applied to
the creation of application icons.

Colouring examples

Scania Identity Manual — Mobile applications style guide
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App name

When naming a new app, please
make sure that the following
principles are applied.

The name should:

be the same worldwide

avoid elaborate or fabricated
words and symbols

focus on the functionality of
the app

work without Scania as a prefix
be kept short and to the core

— preferably between 10 and 13
characters

Please note that all new names
must be approved by Scania
Designation Committee.

Scania Identity Manual — Mobile applications style guide
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Splash screens

Colouring

The secondary and app colours are
used to distinguish Scania’s various
apps and services. These colours
are also to be applied to the splash
screens.

Colouring examples

Scania Identity Manual — Mobile applications style guide
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Examples

When creating a new digital unit for
Scania, we start with a light visual
base that leaves room for large
imagery and bold headlines leading
on to further content. Buttons and
menus should be distinct and in a
size which prioritizes interaction
accessibility both for web and
applications.
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Scania

Assistance

Assistance (iOS tablet app)

sams st o samsssiimr o cis

Scania

©

Assistance

Assistance (Android mobile app)

Web site (mobile)



Examples

HELP US IMPROVE LONGER TEST SURVEY LONGER TEST SURVEY
Sorevec Oueson3ors Questonsors

How ice was Gtaborg? Outofthese thre colos, which woukd you ket paint your hause in?

Feedback (Android tablet app)

Guide me (Android tablet app)
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EDIT FUNCTION CHECK

Vehicle Handover (Android tablet app)



Don’ts

Scania colours

Don't use unapproved colours

Scania logotype

I
©@

Don't left/right align the Scania symbol.

= 1A ©

Don't use the Scania word mark in the header.
In applications with a lot of text and when
scrollable views are required, the identity is
complemented with the Scania wordmark in
the footer.
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Scania Icons

Don’t use the icons for decoration or as logotypes.

Only use the icons for information

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

Scania app icons

On the go

Don't reuse app icons. Each icon is unique
for each app.

Don't reinvent the app icon templates or
change the margins. Use the templates from
Scania UX library.

Scania splash screens

L

Don't reinvent the splash
screen templates. Use the
templates from Scania UX
library.



Additional information

Downloads

All artwork files mentioned in this document
can be downloaded via the Scania UX
library: https://static.scania.com/ux-library
or be ordered from Scania CV AB Brand
Communication at identity@scania.com

Images can be downloaded from the Scania
Media Provider: http://scania.media.com
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Scania Identity Manual

For detailed instructions on the application of all
brand assets such as wordmark, symbol, lock-up
logotype, colour and typography please refer to the
respective section in the Scania Identity Manual.

More information

All information concerning Scania brand identity
is available via the global intranet Reflex
(https://corporate-intranet.scania.com) under
Brand & Marketing / Brand and identity.

Scania App Factory

For information regarding the process for publish-
ing mobile applications on Scania’s accounts and
mobile application development guidelines please
contact appfactory@scania.com

Scania Identity Helpdesk

Questions regarding this manual and the Scania
brand identity may be submitted to Scania CV AB
through Scania Identity Helpdesk at:
identity@scania.com

—am
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Table of contents

Introduction ..o 2

Distributor and dealership websites:
Distributors ...........
Captive dealers ...
Non-captive dealers .
Multi branded independent dealers

External web applications ... 7

Domain name convention
The Scania trademark and name - dont’s
More information...............c.ccc.c.... .
Support..............

Scania Identity Manual — Web applications and dealership online

Introduction

This appendix is part of the Scania
Identity Manual, part no. 16MC135.

The aim of this document is to
unify the brand experience across
Scania distributors and dealerships
digital channels. The guideline
outlines how external websites are
to be designed and branded with
varying degrees of co-branding
using the Scania masterbrand. The
guideline also describes how to
safeguard the brand experience in
other external web applications.

For the use and application of all
brand assets, such as logotype,
wordmark, symbol, colours

and typography please refer to
respective section in the Scania
Identity Manual.

Any questions should be directed to
Scania CV AB, Brand Management
and Marketing Communications at
identity@scania.com




Web applications and
dealerships online

Distributors

All Scania distributors* must use the SCANIA = counTRY @
Scania ComOn concept (Scania’s
global Content Management System,
CMS) when creating an external
Scania website.

PARTNERSHIP SOLUTIONS PRODUCTS AND SERVICES EXPERIENCE SCANIA SCANIA

Distributor sites are 100%

Scania branded. Only Scania brand
assets are allowed and only Scania
content (products and services) must
be published.

Separated wordmark and symbol
are used as the primary source of
communication. Scania wordmark is
placed in the upper left corner and
Scania symbol in the upper right
corner.

Mobile / tablet

©

When scrolling down, the Scania
symbol remains in the upper right
corner and the wordmark is replaced
by the main navigation.

Country** is set in Scania Sans
Headline Regular.

) A ErEmetee) Gl Al e, These are illustrative examples of design principles, and not the actual design.

SEREED @ For mobile / tablet devices,

the Scania symbol is placed
*¥) When there are two or more Scania top and center and Scania
distributors in a country, the country wordmark placed bottom center
name is replaced by the distributor with country below (set in
name. Scania Sans Headline Regular).

Scania Identity Manual — Web applications and dealerships online
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Web applications and
dealerships online

Captive dealers

All captive Scania dealers must
use Scania ComOn (CMS) or the
Corporate Ul when creating an
external Scania website.

Captive dealer sites are

100% Scania branded. Only

Scania brand assets are allowed and
only Scania content (products and
services) must be published.

The dealership name (normally
“Scania” followed by the district or
city name) is used as the primary

source of communication in the upper

left corner.

Scania’s horizontal lock-up logotype
is placed in the upper right corner as
the secondary sender. The lock-up
logotype is used here to signalise
dealer site and harmonise with
websites for non-captive dealers.

Upon scrolling down the Scania
horizontal logotype is replaced by
the Scania symbol in the upper
right corner and the dealer name is
replaced by the main navigation.

The name is set in Scania Sans
Headline Regular.

DEALERSHIP NAME

PARTNERSHIP SOLUTIONS PRODUCTS AND SERVICES EXPERIENCE SCANIA SCANIA

These are illustrative examples of design principles, and not the actual design.
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Mobile / tablet

DEALERSHIP NAME @

For mobile / tablet devices,

the dealer name is placed top
center and the Scania symbol in
the upper right corner. Scania
wordmark is placed bottom

center. In case of long dealer
names, enable responsive
resizing of text to fit the box.



Web applications and \
dealerships online

Non-captive dealers

All non-captive Scania dealers DEALERSHIP LOGO @ SCANIA

must use Scania ComOn (CMS) or
the Corporate Ul when creating an VARAPRODUKTER | VARATUANSTER oM OSS
external Scania website.

The dealer logotype is used as the
primary source of communication, in
the upper left corner.

Scania’s horizontal lock-up logotype
is placed in the upper right corner as
the secondary sender. The lock-up
logotype is used here to signalise
dealer site.

Except for the dealer logotype (in

the upper left corner), all other visual
elements are Scania brand assets and
only Scania-related content must be
published.

Mobile / tablet
DEALERSHIP LOGO @

Upon scrolling down the Scania
horizontal logotype is replaced by
the Scania symbol in the upper right
corner and the dealer logotype is
replaced by the main navigation.

If the dealer does not have or want
to promote its own logotype, it is
replaced by the dealer name set in These are illustrative examples of design principles, and not the actual design.
Scania Sans Headline Regular. For mobile / tablet devices,
the dealership logotype is the
primary sender, placed top and
center. The Scania symbol is
placed in the upper right corner

and the Scania wordmark is
placed bottom center as the
final sender.
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Web applications and
dealerships online

Multi branded independent
distributors and dealers

Multi branded independent dealers and
distributors may use their own website concept.*
In this case the following principles apply:

1.

Do not simulate a Scania branded website,
instead use own website solution, design and
brand assets

. Do not use Scania logotype (or the Scania

wordmark or symbol) as the source of
communication on the website. Do not place
the Scania logotype, wordmark or symbol

in upper left or right corners. Maintain
independent/stand alone branding using the
own brand assets.

. Only use the Scania logotype as part of the

website content - to show that Scania is
represented by the distributor or dealer. Here
the vertical lock-up logotype is the primary
version to use.

. For more information about Scania products

and services it is advisable to use a link to the
national Scania distributor or the global Scania
website. Information about Scania products
and services may only be published on the
dealer site if there is a well-functioning routine
to keep the information updated.

Please note!

When linking to a national distributor or the
global website, this website must be opened in
a new window or tab.

DEALERSHIP LOGO

Brands

This is an illustrative example of design principles, and not the actual design.

*) Multi branded independent distributors and dealers

may also use the Scania ComOn concept or the

Corporate Ul to create an external website with correct

Scania branding.
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In this case the site must be 100% Scania branded and
only Scania content (products and services) must be
published. See distributors and non-captive dealers
respectively for more information.

\
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Web applications and
dealerships online

External web
applications

To unify the brand experience
across all Scania web applications,
the Corporate Ul must be utilized.
The UX library describes how to
implement and use design elements
like logotype, fonts, icons and web
components in web and mobile
applications.

The solutions might differ somewhat
depending on application and specific
needs, but the basic principle is to
use the separated wordmark and
symbol as primary sender. The Scania
wordmark is placed in the upper left
corner and the Scania symbol in the
upper right corner. To the right of the
Scania wordmark, separated by a
hyphen, the application name is set in
Scania Sans Headline Regular.

Please visit the Scania UX library for
more information at:
https://scania.com/ux-library

SCANIA  APPLICATION NAVE

HEADER 1 HEADER 2 HEADER 3

This is an illustrative example of design principles, and not the actual design.

Scania Identity Manual — Web applications and dealerships online
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Web applications and
dealerships online

Domain name
convention

A consistent domain convention
helps Scania protect its brand
identity and provides clarity about
the relationship between Scania
and other entities using our
logotype or brand identity.

Domains are organised by country
and language sub-catalogues from
top-level-domain.

Example
https://www.scania.com/se/sv
for Swedish-Swedish

Example
https://www.scania.com/fi/sv
for Finland-Swedish

Example
https://www.scania.com/fi/fi
for Finland-Finnish

Captive dealers and workshops
may use “Scania” in their domains
Where this is the case, these
domains must be owned by Scania
and hosted on Scania’s DNS
servers as per the decision in
Domain Management above.

Example

The domain www.norsk-scania.no
redirects to www.scania.com/no/
nb/norsk-scania.html

Independent dealers and
workshops may not use Scania
in their domains but may apply
for an exception according to the
following principles.

1. Independent dealers/workshops

are not allowed to use “Scania”
in their domain. Exceptions can

be made, but only after approval

from Brand Management.

2. After approval, independent
distributors may choose to use
www.scania-distributor.xx or
www.distributor-scania.xx
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The Scania trademark
and name - don’ts

An independent dealer must not
use the Scania trademark as part

of its own corporate name or
identity. Neither should the name
Scania be used as part of the e-mail
address, web address or link to the
independent dealer’s own website,
social media or similar.

More information

Mobile applications

For more information about mobile
applications, see Scania Identity
Manual appendix for “Mobile appli-
cations”, part no. 177MC159.

Partner companies

For more details on independent/
non-captive dealers and distri-
butors, see Scania Identity Manual
for “Partner companies”, part no.
16MC194.

Corporate UI/UX library

More information about Scania
Corporate Ul and the UX library is
found at
https://scania.com/ux-library.

Social media

More information about Scania’s
online presence and social media
is found on the corporate intranet
Reflex at
https://internal.scania.com/corpo-
rate/online.html.

Support

Scania online

For any questions regarding Scania
online presence and websites,
please do not hesitate to contact
the Scania ComOn support at
scaniacomon@scania.com.

Scania Corporate Ul

For any questions or support
regarding Scania Corporate Ul,
UX library or Bootstrap, please do
not hesitate to contact the Scania
Corporate Ul support at
corporate-ui@scania.com.

Scania brand and identity
Questions regarding this manual
and the Scania brand identity may
be submitted to Scania identity
helpdesk at identity@scania.com.
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