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1.0

Simply put, the Brand Identity and Design Standards exist to provide clear, reliable and enduring
guidance on how to use the Brand Elements and how to design for the Coca-Cola Zero Brand
Identity around the world.

The importance of the Brand Standards, however, is anything but utilitarian. They are central to our
ongoing commitment to:

1. Maintain authenticity and build Brand equity;

2. Leverage the scale of our System across all markets;

3. Provide more consistency and quality; and

4. Facilitate increased System productivity.

Understanding how the Brand Standards fit into and affect all Brand touchpoints is a precursor to
using the Brand Standards. This chapter examines both.
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Strategic Overview 1.02

What is a Brand Identity?

A brand identity is the totality of all touchpoints (media,
platforms, channels). A brand identity is experienced by Core Brand Elements
those who come into contact with the brand and influences
their opinion of that brand.

Central to all touchpoints are the brand’s defining — or
core — elements, the visual keys to creating an integrated,
distinctive and differentiated brand.

[
L]

Core Brand Elements in Execution
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Strategic Overview

Why Do We Need Identity and Design Standards?

The Coca-Cola Zero Brand Identity is an inextricable part of
the Brand’s equity and profoundly impacts how consumers
experience it. All executions that utilize Coca-Cola Zero are
part of the Brand Identity, as they are what consumers see
and associate with Coca-Cola Zero.

System-wide Identity and Design Standards are a longstanding
part of our heritage and essential to building strong global
Brands. They empower markets to build from universal rules
and conventions so that the Brand Identity is experienced
consistently worldwide on a daily basis and protected

across every touchpoint.
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The Identity and Design Standards Better Position the Company to:

1.

Maintain Authenticity and Build Equity

Both are crucial to reinforcing and increasing the relevance of the
Brand to our consumers. The better we represent the Brand, the
better we can increase mindshare and protect the Brand Identity
from dilution.

. Leverage the Scale of our System Across All Markets

We have an exceptional System in place around the globe; Identity
and Design Standards provide equally exceptional and efficient
means to leverage it for greater consistency and speed to market.

. Provide More Consistency and Quality Across the System

The higher our System-wide consistency and efficiencies, the
stronger the connection that consumers draw from all they see and
hear, creating more inherent value in the Coca-Cola Zero Brand to
benefit the entire System.

. Facilitate Increased System-wide Productivity

Consistencies achieved through System-wide Standards allow
for longer-lasting materials and potential reuse, thus saving time
and money.




Strategic Overview

Who Should Use These Identity and Design Standards?

The short answer is: anyone who activates anything for
the Brand Coca-Cola Zero.

More specifically, the Brand Standards should be used
by all Company functions and the Bottling System, as
well as all partners, agencies and other parties involved
in any Coca-Cola Zero touchpoint.

Always use the latest version of the Brand Standards
available on the Coca-Cola Zero Brand Identity and Design
Standards website.

Always make sure partners, agencies and third parties have
the latest version of the Brand Standards. Before they can
obtain access, all third parties must agree to keep the Brand
Standards confidential.

In addition, be sure to seek local guidance for:

» Compliance with local legal regulations and mandates;

* Local legal approval of all materials prior to use in the
marketplace; and

 Alignment of the communication objectives for your
market and/or Brands.
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Strategic Overview

ldentity and Design Standards: Foundation

As with all expressions of the Brand, the Identity and Design
Standards align with the Coca-Cola Zero Brand Vision and
Architecture (BVA), as shown here.

The Coca-Cola Zero Brand is positioned to target 18-24 year
old males who are fueled by an unprecedented belief in what
they can achieve, and driven by an impatience with the status
quo. Coca-Cola Zero speaks to individuals who are in their
formative years of change and discovery, and who are
actively taking the lead in determining who they can be.

Always refer to SparkCity for the most recent version of the
BVA.
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ARCHETYPE: Explorer BRAND IDENTITY SYSTEM
PERSONALITY & CHARACTER

BRAND VISION

Coca-Cola Zero Is
A Beacon Of Possibilities

MARKET BRAND PEOPLE

Category Insight Highest Emotional Ground Human & Cultural Context

Optimism zero

Fueled by an unprecedented belief in
what they can achieve; enabled by
their unlimited access to information
technology and driven by their
impatience with the status quo, they
actively define what’s possible

Coca-Cola Zero Fusion of Taste, Zero

Sugar and a Bold Youthful Image, Consumer Experience & Drivers
Make it a Truly Unique Propostion

Competitive Environment Inspiring you to create and explore
new paths that expand what’s
possible in the world.
With one single purpose: Target
TO CREATE A BETTER REALITY
The Battle For Share of Heart & Mind - FOR ME, MY WORLD, THE WORLD -

Will Deliver Share Of .
Stomach & Wallet In the formative years of change

and discovery and motivated by their
Product & Brand Truths need for self determination...
they are actively taking the lead
on determining who they can be.

e Impulsive stars 18-24 M
Great Coke Taste, Zero Sugar, Uplifting (Halo to Wishful Wanabees)

Refreshment (Physical & Emotional),
Authentic, Bold, Unconventional,
Youthful.

AMBITION
Business: Deliver 1 Billion UC by 2012 and become the #2 Coke TM Brand By 2020.

Brand: Move from a great tasting diets & lights brand to a game changing brand
that inspires a new generation to define their own new positive reality.

Coca-Cola Zero: Brand Vision and Architecture (BVA)



Strategic Overview

Design Principles

The Coca-Cola Zero Design Principles help to focus
and clarify what is — and is not — Coca-Cola Zero.

These Principles drive the design of all touchpoints for
the Coca-Cola Zero Brand.

Apply these Principles whenever new executions are created.

Everything that has anything to do with the Brand must align
with them.
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The Coca-Cola Zero Design Principles

1. Bold Simplicity
A return to clarity; removal of all extraneous noise and static around
the Brand to find the bold, simple essence of Coca-Cola zero.

2. Real and Genuine
Driven by self-determination, Coke Zero defines a unique path to a greater
destiny in a style that is true to self.

3. Own Black
At every touch point, we will leverage the bold and confident vitality of
Coke Zero Black around the world. Additionally, we will continue to
integrate the thread of Red into everything we do.

4. Bold and Unexpected
Coca-Cola Zero displays its maverick character in an unpredictable journey
of discovery. Coke Zero has license to explore new paths and expand
what’s possible.




Strategic Overview

Strategic Framework:

The Strategic Framework is the means by which we
ensure the Brand Identity is experienced consistently by
consumers and protected at every touchpoint.

1. The BVA, Design Principles and Identity Standards
are part of the Coca-Cola Zero Brand. Everything
created for the Brand ensues from them. The preceding
page reviews the Design Principles.

2. The Design Standards further define and articulate
Identity Standards for all Brand executions in
categories such as Packaging, POS and Equipment.

3. All work done across the Brand should directly leverage
Tier 1 and Identity Standards. It should also refer to
the Design Standards for touchpoints that are covered
in depth there.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

1.07

Overview

BVA

Design Principles

Identity Standards
(Core Brand Elements and Standards)

1 1 /1

Design Standards
@) (Packaging, Equipment, Signage, Fleet)
(3) Sustaining Campaigns Properties Customer
Promotions
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Strategic Framework: Applied

1. The BVA, Design Principles and Identity Standards are
part of the Coca-Cola Zero Brand. Everything
created for the Brand ensues from them.

BVA

Design Principles
2. The Design Standards further define and articulate

Identity Standards for all Brand executions in
categories such as Packaging, POS and Equipment.

Identity Standards
(Core Brand Elements and Standards

3. All work done across the Brand should directly leverage
Tier 1 and Identity Standards. It should also refer to
the Design Standards for touchpoints that are covered
in depth there.
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Strategic Overview

1.09

Making the ldentity and Design Standards a System-wide Success

* Always consult the Identity and Design Standards
before embarking on new work. It is each individual's
responsibility to ensure that all work is created in compliance
with the Brand Standards.

* Ensure that any agency or partner who is working on or
creating something for the Brand has reviewed and
understands how the Identity and Design Standards relate
to their work. Agencies and partners should only access the
Brand Standards if they have entered into a confidentiality
agreement with The Coca-Cola Company.

 Refer often to Chapter 2.0, Core Brand Elements and
Standards. This chapter reviews in detail the proper usage
of these building blocks of Brand-authentic and consistent
designs, setting the stage for using all other chapters in
the Brand Standards.
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» Consult chapters 3.0 — 7.0 for specific information on
Graphics Application across the main touchpoints of
the Brand — including, for the first time, guidance on
Proprietary Form for Packaging and Equipment.

* Careful and thorough review of the Brand Standards
should answer most if not all questions that typically
arise in the course of creating and producing work.
Should circumstances necessitate a request for specialized
guidance or an exception, the protocol described in the
Identity Standards Management Team and Process chapter
(9.0) must be followed.

* All advertising materials shown in this document are
for purposes of illustrating the Brand Standards. None
of them can be used in the marketplace unless they are
reviewed and approved by your local legal counsel.

» See the Contents page for a complete list of topics in this
document and their locations. Main chapters include:

1.0
20
3.0
4.0
5.0
6.0
7.0
8.0
9.0

Strategic Overview

Identity Standards: Core Brand Elements and Standards
Packaging Design Standards

Point-of-Sale Design Standards

Equipment Design Standards

Signage Design Standards

Fleet Design Standards

Trademark Usage Requirements

Identity Standards Management Team and Process
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Core Brand Elements and Standards
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Identity Standards: Core Brand Elements and Standards

Overview

Core Brand Elements are the building blocks of the Brand
Identity and Design Standards. These simple and timeless
elements play an inextricable role in portraying and protecting our
Brand across all touchpoints.

Consistently using a common set of elements enables

integrated marketing communications, innovation and maximum

System scale. It is therefore essential that any work for

the Coca-Cola Zero Brand be approached in a manner that:

« Faithfully applies the Identity Standards for the Core Brand
Elements, while

* Reinforcing the Design Principles (reviewed in the Strategic
Overview Chapter 1.0).

This chapter provides an overview of each Core Brand Element —
heritage, equity, relevance — and standards for using them.

Approved digital files of the Core Brand Elements, customizable
graphics and design templates for Packaging, POS and
Equipment are available on the Design Machine website at
www.coca-coladesignmachine.com. Please use only the approved
versions supplied there.

Catey  Coke

Zero Zero
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Identity Standards: Core Brand Elements and Standards

Coca-Cola Zero Logo

The Coca-Cola Zero Logo is the primary asset for the
Coca-Cola Zero Brand and is the preferred Logo to
represent this Brand.

The Spencerian Script, carried over from the Coca-Cola Brand,
is visually locked together with the “Zero” Logo, which is
designed to express the bold confidence and masculinity of
the Brand. Together they form a holistic representation of the
Coca-Cola Zero Brand that reflects the heritage of the original
Coca-Cola Trademark.

The Spencerian Script that is used for the
Coca-Cola Trademark should never be used for anything
other than the trademarks incorporating “Coca-Cola”
and “Coke,” as well as the trade names of

The Coca-Cola Company, its subsidiaries and its Bottlers.

We are committed to using the Coca-Cola Zero Logo in its
purest original form. By boldly using the Script and "Zero"
lockup on its own or in combination with other elements, we
can create executions that retain the true essence of the
Coca-Cola Brand, yet fashions an enduring and unique vision
for the Coca-Cola Zero Brand.

Use only the approved versions of the Coca-Cola Zero Logo
available on the Design Machine website.
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Identity Standards: Core Brand Elements and Standards_Coca-Cola Zero Colors

Colors

+ Color executions of the Coca-Cola Zero Logo include the
standard Logo on a white background and the reversed
Logo in Coke Red and white on a black background only,
as described at right.

» The Coca-Cola Zero Logo must never be shown in other
colors, even if they are within the Brand color palette.

* The Coca-Cola Zero Logo must never be shown on
backgrounds other than those shown here.

Exceptions

* For media in which color is not an option (e.g., a black-
and-white print ad), use either the restricted-use
Coca-Cola Zero Logo or the restricted-use reverse
Coca-Cola Zero Logo described at right.

» For premiums, architectural details or other applications
where the Coca-Cola Zero Logo is etched, embossed,
sandblasted or spot varnished, the color can be the same
as the substrate of the material used.
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Zero

ety

Zero

Standard Coca-Cola Zero Logo
Coke Red and black on a
white background.

O0e

Coke Red and white on a black
background.

o

Restricted-use Coca-Cola Zero Logo
Black on a white background.

o

Restricted-use Reversed

Coca-Cola Zero Logo

Reversed from a black background.

2.04



Identity Standards: Core Brand Elements and Standards_Coca-Cola Zero Logo 2.05

Clear Space, Minimum Size, TM Scaling, Cropping

Clear Space

Surround the Coca-Cola Zero Logo with clear space that is,

at a minimum, “hyphen height” — i.e., equal to the height

of the hyphen connecting “Coca” and “Cola.” | 11h

Minimum Print Size

* For the Coca-Cola Zero Logo: at least 15.875 mm
(.625 inches) wide.

« For the ™: at least 1 mm (.04 inches) in diameter.

Minimum Onscreen Size

* Display the Coca-Cola Zero Logo at least 100 pixels wide
and the TM atleast 6 pixels in diameter.

 Always view PDFs of the Brand Standards at 100% for
proper reference.

Clear Space = h Distance

TM Scaling
* Align the top edge of the TM with the top of

the “0” in “Zero.”
* When using the Coca-Cola Zero Logo in smaller sizes,
scale up the TM as needed to ensure legibility. Always scale

the TM from the top edge. Minimum Print Size

» Make sure the clear space between the TM and the end
of the “0” in “Zero” equals at least 1/4 of the diameter of
the TM and that it is no further away than one full diameter
of the TM.

Cropping
» The Coca-Cola Zero Logo must not be cropped in any Minimum Onscreen Size
permanent executions, such as signage, vending or fleet.
* In the case of temporary executions, exceptions to this TM Scaling (Coca-Cola Zero Logo)
rule may be granted if the market is considered mature
from a Brand equity perspective. Exceptions are meant to
have a maximum life of 3 months in market and each
exception should only happen once a year. Refer to the
Identity Standards Management Team and Process chapter
(9.0) for more information on submitting exception requests.
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o o P

Do not use any other version of the Do not remove or reposition the TM. Do not add elements. Do not add glows to the Do not add strokes or outlines to the
Coke Logo. This includes variants in Coca-Cola Zero Logo. Coca-Cola Zero Logo.

existing Brand Elements or lock-ups.

Do not scale/resize the Coca-Cola Zero Logo Do not rotate the Coca-Cola Zero Logo, Do not skew the Coca-Cola Zero Logo or Do not distort the Coca-Cola Zero Logo. Do not use unspecified colors.
disproportionately. except for 2° counter clockwise rotations. create false perspectives.

>

Do not enlarge Zero separately. Do not reduce zero separately. Do not create a black disk icon. Do not place on any color other than black.

o

et
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Horizontal Limited Use

To the right is a single line, horizontal version of the
Coca-Cola Zero Logo which has been specifically designed
with limited use in mind.

Primarily, this version of the Coca-Cola Zero Logo should be
used for shelf-strips, or in a horizontal format where space is
limited and maximum impact is required.

The black background shown in Ref. 2 is preferred. Your choice
of Coca-Cola Zero Logo (Ref. 1 & 2) should be made based
upon the application - visibility and legibility should always be
maintained.

The Coca-Cola Zero Logo Lock-up should not be altered.

é’(’g % Zero

3.
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Horizontal Safe Area

The minimum required clear space forthe Coke Zero Horizontal
Logo is equal to the height of the hyphen located between

“Coca” and “Cola.”
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Identity Standards: Core Brand Elements and Standards_Coca-Cola Zero Logo

Lock-up Specifications

Apply the standards below when pairing the Coca-Cola Zero
Logo with the logo of another company for co-branding
and partnership purposes.

A legal line is a statement appearing in footnote form in

an advertisement or on packaging that indicates the identity
of the trademark owner. Generally, legal lines are
recommended although no longer required for use on
packaging, advertisements, POS and promotional materials
for TCCC products when those are the only product
trademarks depicted in the materials. However, if TCCC
trademarks are depicted with trademarks for third party
products, then use of a legal line is required. Please consult
the Trademark Usage Requirements chapter (8.0) for further
information.

Horizontal Lock-ups

* The Coca-Cola Zero Logo must always sit to the left of the
other logo.

» The clear space distance between the Coca-Cola Zero Logo
and the other logo must be equal to 6 times the height of
the hyphen connecting “Coca” and “Cola.” This clear space
area is shown to the right as ‘6 h.’

* The clear space begins at the end of the flourish of the
capital “C” in “Cola” and terminates at the leftmost edge of
the other logo.

* A black vertical rule must bisect the clear space between
the two logos.

* The height of the vertical rule must equal the height of the

Coca-Cola Zero Logo; i.e., the distance from the baseline of

the Coca-Cola Zero Logo to top edge of the capital “C” in “Cola.”
» The baseline of the other logo must always sit even with
the baseline of the Coca-Cola Zero Logo.
* The size height of the other logo must never exceed the
height of the Coca-Cola Zero Logo.
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Vertical Lock-ups

» The Coca-Cola Zero Logo must always sit above the other logo.

* The clear space distance between the Coca-Cola Zero Logo
and the logo beneath it must be equal to 6 times the height of
the hyphen connecting “Coca” and “Cola.” This clear space
area is shown to the right as ‘6 h.’

* A black horizontal rule must bisect the clear space between
the two logos.

» The width of the horizontal rule must equal the distance from
the leftmost edge of the capital “C” in Coca to the rightmost
edge of the flourish of the capital “C” in “Cola.”

* The other logo must be centered directly beneath the
center point of the Coca-Cola Zero Logo, as shown in the
illustration at right.

* The size height of the other logo must never exceed the
height of the Coca-Cola Zero Logo.

Consider the overall effect of the pairing of the
Coca-Cola Zero Logo and the other logo when adjusting
the size of the latter. If the Coca-Cola Zero Logo seems in
any way overpowered by the other logo, reduce the size
of the latter until a balanced pairing is achieved.

2.09

Horizontal Lock-up




Identity Standards: Core Brand Elements and Standards_Coca-Cola Zero Logo

20° Angled Logo

This 20° angled Logo should only be used on temporary materials. /

The black background shown in Ref. 2 is preferred. Your choice
of Logo (Ref. 1 & 2) should be made based upon the application.
— Visibility and legibility should always be maintained. Please
see application examples for guidance. |

1. 20 Degrees.
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20° Safe Area

The minimum required clear space for the Coca-Cola Zero Logo
is equal to the height of the hyphen located between
“Coca” and “Cola.”

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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20° Cropping & Position

The Coca-Cola Zero Logo Lock-up and positions shown below

are the 2 primary placements for the Logo to sit when not
contained within the Contour Bottle.

The Coca-Cola Zero Logo should be cropped off 2 edges
as shown.

212
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Clear Space, Minimum Size, ® Scaling, Cropping

Clear Space

Surround the Coke Zero Logo with clear space that is,
at a minimum, equal to the width of the top of the “k”
in “Coke.”

Minimum Print Size
* For the Script: at least 15.875 mm (.625 inches) wide.
* For the TM: at least 1 mm (.04 inches) in diameter.

Minimum Onscreen Size

* Display the Script at least 100 pixels wide and the TM at
least 6 pixels in diameter.

* Always view PDFs of the Brand Standards at 100% for
proper reference.

® Scaling

* Align the top edge of the TM with the top of
the “0” in “Zero.”

* When using the Zero in smaller sizes, scale up the TM
as needed to ensure legibility. Always scale the TM from the
top edge.

* Make sure the clear space between the TM and the end
of the “0” in “Zero” equals at least 1/4 of the diameter of
the TM and that it is no further away than one full diameter

of the TM.
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Clear Space = x Distance

Minimum Print Size

Minimum Onscreen Size

Coke

Zero

Coke

Zero’

TM Scaling (Coca-Cola Zero Logo)
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Horizontal Limited Use

At right is a single line, horizontal version of the
Coke Zero Logo which has been specifically
designed with limited use in mind.

Primarily, this version of the Logo should be used for
shelf-strips, or in a horizontal format where space is limited
and maximum impact is required.

kezero
Zero

Your choice of Logo (Ref. 1 & 2) should be made based
upon the application - visibility and legibility should always
be maintained.

1.

The Coke Zero Logo should not be altered.

N

Cokezero

w

4.
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Horizontal Safe Area

The minimum required clear space for the Coke Zero Horizontal
Logo is equal to the height of the half-circle formed inside the

top of “e” in “Zero.”

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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Contour Bottle Symbol

Designed in 1915, the Contour Bottle symbolizes Coca-Cola

at a glance. This primary element of Brand language carries
such strong emotional resonance and universal recognition
that it is second in the world only to one other iconic trademark:
the Coca-Cola Zero Logo.

The Contour Bottle’s memorable curvilinear form, inspired
by the shape of a cocoa-bean pod, is so iconic that it can be
identified by silhouette or touch alone.

Legendary industrial designer Raymond Loewy described the
Contour Bottle as “a masterpiece” and “...one of the classics of
packaging history.” Celebrated works by artists such as Warhol
and Rauschenberg reflect the Contour Bottle’s indelible role

as a cultural icon.

The Contour Bottle remains one of our most modern yet
timeless expressions of the uplifting experience of drinking
a Coke.

The Brand Standards include the two expressions of the
Contour Bottle shown here. The bold simplicity of the Contour
Bottle Symbol makes it an ideal choice for many touchpoints,
including those where photography is not appropriate or
necessary.

Proper use of the Contour Bottle Symbol is addressed on the
following pages. Refer to the Photography Art Direction section
of this chapter regarding the proper use of the Contour Bottle
Photo.

Use only the approved versions of the Contour Bottle Symbol
available on the Design Machine website.

Contour Bottle Photo Contour Bottle Symbol
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Contour Bottle Symbol with Coca-Cola Zero Logo Usage

The Contour Bottle Symbol with the 3D Coca-Cola Zero Logo

is the standard for the Brand.

» The 3D Coca-Cola Zero Logo expresses the true curvature of the
Contour Bottle.

» Never use the 3D Coca-Cola Zero Logo elsewhere than on
the Contour Bottle Symbol.

» Never use a 2D Coca-Cola Zero Logo.

« If an International Variant of the Coca-Cola Zero Logo is the
primary communication of the Brand for a market, it must be
adapted to be consistent with the standard 3D form.

» Keep the shape, proportions, positioning and Lock-up of

the Coca-Cola Zero Logo exactly as shown in the Brand

Standards.

On a black Contour Bottle Symbol, the Spencerian Script

is Coke Red and “Zero” is white.

* On a white Contour Bottle Symbol, the Spencerian Script
is Coke Red and “Zero” is black.

* No other colors, even if they're in the Brand color palette,
are to be used.

Exception

For certain executions (e.g., Campaigns and Properties),
the shape of the Contour Bottle Symbol can be formed by
illustrations surrounding it. However, illustrations are not
permitted inside the shape of the Contour Bottle Symbol.

Caveats

* The shape of the Contour Bottle Symbol must always
remain the same.

» The Contour Bottle Symbol must always be shown in its
entirety and never be cropped.

Coca-Cola Zero | Brand Identit?/ and Design Standards_v1.0
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Colors

Show the Contour Bottle Symbol as either:
« Black on a white background, or
» White on a black background.

Caveat
» The Contour Bottle Symbol must never be shown in other

colors, even if they're in the Brand color palette.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

Black White

Black Coke Red

White
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Clear Space, Safe Area

Clear Space
Surround the Contour Bottle Symbol with clear space that [~ 77

is, at a minimum, the x-height of the “o0” in “Cola.” This clear
space area is shown at right as ‘x.’

The Contour Bottle Symbol must always be shown in its
entirety and never be cropped.

Safe Area

The safe area is only relevant for the Contour Bottle
Symbol’s position within the page; elements can surround it
for other executions.

Clear Space Exception

Clear space can be omitted at the top for certain applica-
tions, such as fountain cups and stadium boardings. Do,
however, keep the minimum clear space along the sides. =~ [-----------------==%

Clear Space Safe Area

Clear Space Exception

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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Minimum Size

* Do not scale the Contour Bottle Symbol below these
minimal sizes. 3

Exception

If an execution necessitates using a Contour Bottle Symbol
slightly below minimum size, use only the version without the 19.05 mm 100
Script. The Script must never be shown smaller than these pixels
minimum sizes in order to assure legibility.

* Always view PDFs of the Brand Standards at 100% for
proper reference.

Minimum Print Size Minimum Onscreen Size
19.05 mm (.75 inches) high. 100 pixels high.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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Don’ts

Do not use an older version of the
Contour Bottle Symbol. This includes
variants in existing Brand Elements.

Do not alter the Spencerian Script on
the Contour Bottle Symbol.

Do not use unspecified colors.

Do not add drop shadows or patterns
behind the Contour Bottle Symbol.

Do not rotate the Contour Bottle
Symbol.

Do not place the Contour Bottle
Symbol on unapproved colors.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

Do not add strokes or outlines to the
Contour Bottle Symbol.

Do not scale/resize the Contour
Bottle Symbol disproportionately.

Do not place the Contour Bottle
Symbol in enclosing shapes of color
(unless they are full-bleed fields

of color).

Do not remove or separate the

elements of the Contour Bottle Symbol.

Do not skew the Contour Bottle
Symbol or create false perspectives.

Do not ignore the clear space,
alignment or cropping rules for the
Contour Bottle Symbol.

2.22

Do not add elements to the Contour
Bottle Symbol.

Do not distort the Contour Bottle
Symbol.
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Dynamic Ribbon

The Dynamic Ribbon* — often called the Coke “wave” — was
introduced to the public in 1970 as part of a new look for
Coca-Cola. It is a graphic representation of the space
between two Coca-Cola bottles situated side by side.

With its qualities of motion and continuity, the Dynamic

Ribbon can be used to:

* Suggest “infinite flow” by spanning layouts.

* Provide balance to layouts containing more surprising
Brand Elements.

« Serve as a powerful connecting device not only between
Elements, but across executions.

In the hierarchy of Brand Elements, the Dynamic Ribbon
follows the Coca-Cola Zero Logo and Contour Bottle
Symbol. While this distinctive Element is familiar to some,
its meaning and relationship to the Coca-Cola Zero Brand is
not always immediate. Keep this in mind when considering
use of the Dynamic Ribbon, which is purely optional.

Refer to the following pages and the Trademark Usage
Requirements chapter (8.0) for standards specific to the
Dynamic Ribbon.

Use only the approved versions of the Dynamic Ribbon
available on the Design Machine website.

* While typically known as the Dynamic Ribbon, the legal

trademark name is Dynamic Ribbon Device. Consult with
your local legal counsel for usage guidance.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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Cropping

« Slight cropping may be necessary because the Dynamic
Ribbon needs to bleed off an execution.

* Crop the Dynamic Ribbon evenly, with a maximum
of 10% on each side, for executions that have space
limitations and when maximum Ribbon impact
is necessary.

«4———— 20% maximum cropping of Ribbon (crop evenly — no more than 10% from eitherend) ——p
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Colors, Usage

Colors

« For sustaining executions, use only silver.

* Do not use patterns or other fill in lieu of the approved
solid colors.

Exception

* For media in which color is not an option (e.g., a black-and-
white print ad), use the restricted-use Dynamic Ribbon as
shown at right.

Usage

* Use the Dynamic Ribbon alone or as a connecting device
with other design elements.

* Do not alter the distinctive shape of the Dynamic Ribbon

from the approved form as shown in the Brand Standards.

* Do not crop the Dynamic Ribbon more than 10% from
either end.

* Do not overlap the Dynamic Ribbon more than 5% when
using it with other Brand Elements or graphics.

* Do not cross a section of the Dynamic Ribbon with a
design element in a manner that obscures the identifying
“thickest-thin-thick” rhythm of its form.

* If approved usage of the Dynamic Ribbon excludes the
Coca-Cola Zero Logo, a ® must be included as shown on
this page.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

Dynamic Ribbon Restricted-use Dynamic Ribbon
Silver on a white background. Black on a white background.

White Dynamic Ribbon
White on a black background.

Dynamic Ribbon
Silver on a white background with ®.
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Lock-up Specifications

The Lock-up of the Dynamic Ribbon and Coca-Cola Zero Logo Align hyphen with the “z” in Zero
creates a perfectly balanced tension between Brand icons
that represent both modernity and heritage.

Space Ratio Between the Coca-Cola Zero Logo and Ribbon
When using the Coca-Cola Zero Logo with the Dynamic
Ribbon, the space between the two must be “hyphen height”
—i.e., equal to the height of the hyphen connecting “Coca”
and “Cola.”
» The Coca-Cola Zero Logo is always centered over the
middle of the Dynamic Ribbon.
» The Dynamic Ribbon and the Coca-Cola Zero Logo
never overlap.

Space between the Zero and Ribbon = h
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Don’ts

Do not alter or distort the Dynamic Do not overlap the Dynamic Ribbon Do not allow design elements to Do not use any colors other than black Do not omit the ® from the Dynamic

Ribbon in any way. in any way with a Brand Element. cover more than 5% of the Dynamic or white for sustaining executions Ribbon if using it without the
Ribbon or obscure its identifying (Exception: temporary use on Coca-Cola Zero Logo.
“thickest-thin-thick” rhythm. Campaigns and with Properties.)

Do not rotate the Dynamic Ribbon, Do not add highlights or drop Do not crop the Dynamic Ribbon Do not crop Dynamic Ribbon Do not ‘float’ the Dynamic Ribbon
except for 90° counterclockwise shadows to the Dynamic Ribbon. more than 10% from either end. unevenly. within a design. The only allowable
rotations. exception is in lock-up executions

with the Coca-Cola Zero Logo
(i.e., packaging).

Do not alter the proper space ratio Do not move the Coca-Cola Zero Logo Do not alter the standard proportions Do not use older versions of the
for locking up the Dynamic Ribbon to an off-center position when creating provided for the Dynamic Ribbon with Dynamic Ribbon.
and the Coca-Cola Zero Logo. a lock-up with the Dynamic Ribbon. the Coca-Cola Zero Logo.
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Arden Square

The Arden Square is the namesake of designer Elizabeth
Arden, who also created the Dynamic Ribbon. It was
introduced to the public in 1969.

The original design of the Arden Square was an ingenious
blending of three elements distinctive to Coca-Cola: The
Spencerian Script, the Dynamic Ribbon and Coke Red.
Similarly, the Coca-Cola Zero Brand's Arden Square blends
three featured elements: The Coca-Cola Zero Logo, the
Dynamic Ribbon and black.

Its exceptional scalability enables bold and simple branding
on virtually any medium. In fact, the Coca-Cola Company
Arden Square made fashion history in the early 1970's when
it was applied in a checkerboard style to bell-bottom pants
and other popular items of apparel.

More than thirty years later, the Arden Square is still used
to capture consumers' attention, albeit in more
traditional applications.

Refer to the following pages for the standards specific to the
Arden Square.

Use only the approved versions of the Coca-Cola Zero Arden
Square available on the Design Machine website.
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Colors

There is only one color execution for the Coca-Cola Zero
Arden Square: Coke Red, white and silver on a black
background, as shown at right.

Exception

For media in which color is not an option (e.g., a black-and-
white print ad), use the restricted-use Arden Square: white
on a black background, as shown at far right.

Exception
Black Coke Red Silver White Black White
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Clear Space, Minimum Size

Clear Space
Surround the Arden Square with clear space that is, at a X
minimum, the distance from the bottom of the “0” to the top of
the “C” in “Coca.” This clear space area is shown at right as ‘x.’

Minimum Print Size
* For the Arden Square: at least 17.767 mm
(.6995 inches) wide.
* For the TM: at least 1 mm (.04 inches) in diameter.

Minimum Onscreen Size

* Display the Arden Square at least 112 pixels wide and
the ® at least 6 pixels in diameter.

« Always view PDFs of the Brand Standards at 100%
for proper reference.

TM Scaling

* Apply the The Coca-Cola Zero Logo TM scaling rules
specified on the ‘Clear Space, Minimum Size, TM Scaling,
Cropping’ page in this chapter.

Clear Space = x Distance

Minimum Print Size Minimum Onscreen Size
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Don’ts

Do not use unspecified colors of the
Arden Square.

7

2ro

Do not use the restricted version
of the Arden Square, except as
specified on the ‘Colors’ page in
this chapter.

7

Do not alter the shape or proportions
of the Arden Square in any way.

Trade-mark

Do not ignore the clear space rules
for the Arden Square.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

S

Do not change the placement of the
Dynamic Ribbon in the Arden Square.

Do not alter the proper space ratio
of the lock-up of the Dynamic Ribbon
and the The Coca-Cola Zero Logo.

2.31

Do not use an older version of the
Arden Square.
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Color Palette

Consumers almost universally identify the very sight of black
with Coca-Cola Zero. Remember their mindset when working
with the Brand color palette: See black, think Coca-Cola Zero!

4 Primary Brand Colors: Usage
Black must predominate all executions.

Black

» Must appear in all executions in some form: background,
Contour Bottle Symbol, et al.

» Must always be the dominant color in an execution.

Coke Red
Use it sparingly to create dynamic framing that empowers the
Black communication, keeping it fresh, bold and surprising.

Silver and White

Give top consideration when choosing secondary Brand colors
to support the primary Brand colors.
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Black Coke Red Silver White

PMS = Black PMS = (no equivalent) PMS = Opaque White PMS = Opaque White
C=0,M=0,Y=0,K=100 C=4,M=100,Y=95K=0 C=0,M=0,Y=0,K=0 C=0,M=0,Y=0,K=0
R=0,G=0,B=0 R=244,G=0,B=9 R =255, G =255, B =255 R =255, G =255,B =255
Hex = 000000 Hex = F40000 Hex = FFFFFF

PMS is a registered trademark of Pantone® Inc. The colors shown on this page and throughout this document are not intended to match the
Pantone Color Standards. For accurate standards, refer to the current edition of the Pantone Color Specifier Guide.




Identity Standards: Core Brand Elements and Standards_Color Palette

Don’ts

e .
il me up

Do not use unapproved colors.

L4

Do not change the specified color
breakdowns of the Brand colors.

Do not use breakdowns from previous
editions of the Brand Standards.

4

ero

Do not use unapproved colors for
the The Coca-Cola Zero Logo.

Do not screen or tint the Brand colors.

Do not add gradients or multiple
tones of color to the Brand colors.

Do not add gradients or multiple
tones of color to the Brand colors.
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4 i€k me up

Do not omit Coke Red from layouts.

Do not use CMYK colors if spot color
printing is available.

2.33

Do not create layouts in which black
or red are not the dominant colors.

Do not use CMYK breakdowns in
onscreen executions; use RGB or
HEX breakdowns instead.

Do not use secondary Brand colors
as primary Brand colors.

Do not ignore the color rules specific to
each Element in the Brand Standards.

Confidential: December 2009
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Typography

The Brand Standards use the Gotham font family. This font
family can be purchased at www.typography.com.

Where local character language sets prohibit its use, the
local market Group should set and communicate a standard
that is as close a representation to the Gotham typeface

as possible.

Primary Font
» Gotham Bold should be used for headlines on all
executions and Brand communications.

Body Copy
» Gotham Book should be used for body copy on all
Brand communications.

Secondary Font
» Gotham Medium should be used for functional messages
only, such as pricing or a call to action.

Substitute Font

* When Gotham is unavailable, the Arial font may be used
as a replacement for internal communications or html text
only. Arial should never be used in consumer executions.

Usage Rights

* The Coca-Cola Company does not have global rights to
any of the Brand fonts.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

Gotham Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
0123456789

Gotham Book

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789

Gotham Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
0123456789

ABCDEFGHIabcdefghi0123456789

Arial Bold

ABCDEFGHIabcdefghi0123456789

Arial Book

2.34
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Headlines and Body Copy

Headlines

» Should always be set in lowercase type.
» Should never be set in all caps.

» Kerning -55.

Body Copy

» Should always be set with leading at +20% of the font
size. For example, 10 pt. type with 12 pt. leading or
9 pt. type with 11 pt. leading (as shown right center).

* Should not be kerned more tightly or loosely than a
“0” setting.

» Should always use sentence-capitalization rules.

» May align flush left, flush right or centered as appropriate.

Pricing and Call-to-Action Copy
» May vary in point size to create impact.

« Call-to-action copy should always be set in all lowercase.

* Currency symbols should be reduced to 60% of the total
height of the numbers.

» Use Gotham Medium for the offer and sub-head.

» Use Gotham Bold for the price.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

gotham bold headline

Gotham Book: 9 pt. type with 11 pt. leading.

This is an example of how to set type for Coca-Cola Zero body copy.
This is 9 pt. Gotham Book with 11 pt. leading. This is an example of how
to set type for Coca-Cola Zero body copy. This is 9 pt. Gotham Book
with 11 pt. leading.

Gotham Book: 10 pt. type with 12 pt. leading.

This is an example of how to set type for Coca-Cola Zero body
copy. This is 10 pt. Gotham Book with 12 pt. leading. This is an
example of how to set type for Coca-Cola Zero body copy.
This is 10 pt. Gotham Book with 12 pt. leading

offer offer

sub-head

sub-head
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Don’ts
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Do not use fonts other than those Do not use Arial in consumer-facing Do not use any font other than Do not use Gotham Medium for Do not use Gotham Condensed.
in the Gotham family for consumer- executions. Gotham Bold as the primary body copy.
facing executions. headline font.

headlines or sentences. dori
typography for long headlin
use lowercase-only tygogra
or sentences. don’t.dse lowe
for long headlines’or senten
only typography for long he
don’t use lowercase-only tyy
headlines gr sentences.don’t]
typograiphy for long headlin
don’tAdse lowercase-only tyy
headlines or sentences. don’
typography for long headlin

Do not use lowercase-only typography
for long headlines or sentences.
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Backgrounds: Flat Colors

Use the backgrounds shown at right to emphasize a
communication as well as the elements within it. Follow the
standards below to ensure consistency for the Brand
within a functional, flexible range of applications.

Black Background Color

Black is the primary background color.

* Use it in a simple and bold way to make an immediate and
familiar connection with the consumer and leverage our
‘ownership’ of black.

Black background

White background
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Product Photography Art Direction

Coca-Cola Zero is nearly impossible to describe.
The product drives immediate craving for the liquid.

Coca-Cola Zero product photography should drive a desire
for the uniqueness of the ice cold liquid, the smooth
familiarity of the Contour Bottle, the multi-sensorial drinking
experience and the refreshing uplift Coca-Cola Zero
provides — physically and emotionally.

Photography of the product should elicit the following types
of reactions from consumers:

* Cold and fizzy

* Sensual and soft

* Prickly and sharp

* Refreshing

* Surprising

* Relaxing

* Disposition-brightening

* Unlike anything on the planet
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Contour Glass Bottle Photography

Gold Standard Contour Glass Bottle Photo

The Contour Bottle photo is a primary trademark for the
Coca-Cola Zero Brand and the standard by which all
future photography should be measured.

Use this Bottle photo for all product hero photography.

However, if other Bottle perspectives or angles are needed,

use this photo and the art direction outlined below as a
photography guide for Bottle shape, graphics, lighting,
condensation, ice, product color and glass color.

Approach

* Always present the product as hero.

» Make sure each product shot conveys a feeling of
ice-cold refreshment and uplift — capturing that
“PSHTTTTTT” moment when the Bottle is uncapped.

* Remember that the product adds iconic value.

* Remember that the product shot makes a visual
invitation to consumers to purchase and consume
the product.

Bottle Graphics

* Bottle mock-ups should be developed for all
photography of the Bottle in order to maximize the
size and impact of the Coca-Cola Zero Logo.

Bottle Shape and Color

» The North America 8 oz. Bottle is used for the Global
Standard Contour Bottle photo and is the best
representation of the Contour Bottle shape, color
and formation of flutes.

* This Bottle should be used for all hero product
photography and can be obtained from a North
America Bottle supplier.

Style

* Clean, simple and bold.
» Devoid of extraneous elements.

Coca-Cola Zero | Brand Identity and Design Standards_v1.0

Angle

* Products should be photographed front-on at eye level
with very little perspective so that the bottoms of the
products are flat and can be aligned next to each other
as arange.

» While a straight-on approach is preferred, alternate
perspectives are permitted in special cases where
straight-on doesn’t match the perspective needed.

Product Color

» Coca-Cola Zero product should have an overall cola color,

but should include areas of highlight (sunset oranges
and yellows) and darkness (dark chocolate) with hints
of caramel and deep red tones.

* The right product color for photography can be
achieved with a mix of product and water.

* The liquid must not be opaque nor a single color
or shade.

* When the cap is off, be sure to capture the uplifting
bubbles to indicate the ‘pshttttt’ of a freshly-opened
bottle.

* Always reference the Gold Standard Contour Bottle
photo for the ideal expression of the Coca-Cola Zero
product.

Lighting

 The various product tones can be achieved by placing
a chrome reflective card directly behind the product
and using 2 soft boxes for the front lighting and a soft
light for back lighting.

Refreshment Cues

* Condensation and ice can be used to add refreshment,
but should be used sparingly and have the right
balance.

2.39
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Photography Details

Uplifting Product Bubbles Correct Balance of Condensation

Maximize Script Size Maintain Darks and Highlights

Condensation

Coca-Cola Zero | Brand Identity and Design Standards_v1.0
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Cans, PETs, Other Packaging

Style

» As with the Contour Bottle, make the photograph clean,
simple and bold.

» Keep the shot devoid of extraneous elements.

* Use reflections at your discretion. Consider what best
suits each application.

Angles

» Angle should be straight-on at eye level with very little
perspective. This allows the bottoms of the products to be
flat and aligned next to each other as a range.

* In special cases where a straight-on approach doesn’t
match the perspective, alternate perspectives are permitted.

» A more heroic product angle can be used when it better
suits a given execution (e.g., can photos on a fridge pack).

Product Color

» Coca-Cola Zero product should have an overall cola color, but
should include areas of highlight (sunset oranges and yellows)
and darkness (dark chocolate)