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Brand Overview
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1.1
Brand Driver Platform

WHY WE EXIST

We bring the future forward
through transformative solutions
that sustainably enhance mankind

BRAND IDEA

Catalysing
better futures

DISTINGUISHING BELIEFS

We are catalysts of progress

We supply material solutions that enhance
technologies, create categories, improve the
environment and actively drive a sustainable future

We mobilise the world to accelerate their sustainability
journey along with us

In constantly pushing possibilities in every sphere: from
the most high-tech to the most everyday applications

PERSONALIITY
Visionary
Galvanizing
Agile
Champion

wos
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’] 2 To connect with customers, the Hindalco Brand consists of various brand assets such as identity,
: colour palette, typography, iconography, and a clean imagery style. This overview describes how to
. combine and apply these elements to develop a strong and consistent visual language.
Tool Kit
Identity Typography Colour Palette

ARCHIVO EXPANDED

H I N DALC O+ +. Archivo Italic

Future- | VVeatherproofroofing
proof solutions

solutions | Install Hindalco

Roofing Solutions
J BUILT TO LAST

Visual language

HINDALcoH - Mot

b HinpaLcott “
ROOFING SOLLTIONS

Future-
proof
solutions

Iconography
MONSERRAT MEDIUM
e MONSERRAT BOLD Made with made with
[ Duranium Duranium
westerrcer 1+
S HINDALCO
ROOFING SOLUTIONS LEAK 100%
PROOF CLEAN
100% AND
CLEAN SUSTAINABLE
Made with LEAK AND
Duranium PROOF SUSTAINABLE
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2.1
Masterbrand Identity

Our Masterbrand Identity reflects the brand positioning
effectively through the idea, ‘Hindalco Plus'.

Our Identity consists of a wordmark and a symbol.

The symbol can be used as a monogram in isolation for
certain applications like an app icon, a favicon, a display
picture for social media portals etc. However we must

avoid using it on brand communication. Symbol

Hindalco is transforming the future by providing value ‘
added solutions to its stakeholders. We are enhancing

technologies, processes, and our clients’ businesses +
through the multiplicity of our solutions to sustainably

enhance mankind. Our symbol thus is an ‘H’ created

with two plus signs with a mettalic gradient standing for ‘

our expertise in metal.
Wordmark

We have also taken forward the legacy of the brand
with the blue in the indentity, becoming not only
brighter but also gradually transforming into a green
which stands for a sustainable future.

One Hindalco, Many Solutions.

We lead with We are supported by

Improving on the blue from the
previous identity to take the
¢ Sustainability * Innovation legacy of the brand forward.

* Solutions * Performance

Our wordmark is neat, structured, modern and simple.
It has been created using the free font by the Indian H | N DA LCO
type foundry, ‘Panchang’, It is ownable, wide, has

stature and power to build recall value in the minds
of consumers over a period of time.



2.2
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

Masterbrand Identity Hindalco Brand Guidelines

"HINDALcOTt

10.7 x

H -

08



2.3
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity
is required at all times. If 1 x is the height of ‘H’
of the Hindalco wordmark, then the clear space
around the identity should be 1 x (full the height
of 'H).

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Masterbrand Identity

Hindalco Brand Guidelines

H -

09



2.4
Minimum Size

Figure A shows the identity for print usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Figure B shows the identity for digital usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Please ensure that the identity is scaled
proportionately at all times.

Masterbrand Identity

Figure A - Print

}:HNDALCO'+
18 mm

Hindalco Brand Guidelines

Figure B - Digital

INDALCO-+
51 px

10
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2.5
Misuse

] (2] (5]

@ Do not rotate the identity in any angle CO

@ Do not add any border to the identity HIND Co.*:+ HIN 0“
© Do not use any special effects

@ Do not change colour

@ Do not distort the identity vertically

@ Do not distort the identity horizontally

@ Do not use outlined version of identity o > 6

@ Do not place the identity on colour
backgrounds other than those specified
in these guidelines

© Do not place the identity on an image HIND CO-+ *. H | N O.{ F HIND CO-* +

background which compromises the
identity’s legibility

NOTE: The identity should always appear on
a white background.

HINDALCOT HINDALCoT




2.6
|dentity In Single Colour

We must use the identity in colour for most
applications, however, for instances where the
coloured identity cannot be applied, we can use
the single colour identity in black or white as
shown on the right.

We may also use the single colour version of
the identity for applications such as packaging,
etching on wood, glass or on metal.

Masterbrand Identity Hindalco Brand Guidelines

12

White Identity on Black background Black Identity on White background

HINDALCO-H. HINDALCO-H-




2.7

Masterbrand Identity
with Tagline

This version of the identity with the tagline can
be used for brand communications, however it
should be avoided on brand collaterals that is
not consumer facing.

The tagline has been created using the font,
Montserrat, Medium weight such that it never
exceeds the width of the identity.

Masterbrand Identity Hindalco Brand Guidelines

HINDALCC)‘i t

ENGINEERING A BETTER TOMORROW

13



2.8
Proportion

The grid on the right shows the correct brand
mark proportion with the tagline. Always ensure
to follow this throughout all brand touch-points
where it is used. We must always scale the
identity proportionately.

We must ensure that the width of the tagline does
not exceed masterbrand identity ever.

It should always appear on a white background.

The single colour identity should never be used
for this version.

Masterbrand Identity

| H

NGINEERING A BETTER TOMORROW

2.9x

10.7 x

Hindalco Brand Guidelines
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3.1
Primary Font

The brand typography style and its correct usage
can lead to it being memorable in the minds of
the customers.

We have chosen the Archivo Expanded font family
for all our brand communication except in cases
of exceptions. The expanded weight compliments
our Hindalco identity, however, we have used
multiple weights of this font family to highlight
and emphasise different parts of communication.
The Archivo font family hence is our brand font.

Archivo is a free Google font. It is a grotesque
sans serif typeface family originally designed for
highlights and headlines. This family is modern,
is available in various weights, has the ability to
change its character according to the application.
The technical and aesthetic characteristics of

the font are both crafted for high performance
typography. It was designed to be used
simultaneously in print and online platforms and
supports over 200 world languages.

The weight and width axes allow a wide

variety of styles, from Thin to Black and from
ExtraCondensed to Expanded. We will be

using some of these weights for our Hindalco
sub-brands to create differentiation within the
range as well as create synonymity for the brand
language system.

We may use this font for headline, sign-offs and
body copy as deems fit.

Brand Typography

Archivo

Font Family

Condensed

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection orinvestment process,

we never compromise on quality.

Italic

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

SemiCondensed

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection orinvestment process,

we never compromise on quality.

SemiExpanded

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Hindalco Brand Guidelines

Regular

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Archivo Expanded

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

16



3.2
Secondary Font

Our secondary font is the Montserrat font family.

It is a functional, free Google font. We can use

this font for the product name/product category
or tagline with the identity lock-up. The usage of
this font is effective as it does not clash with our

identity wordmark and should have limited usage.

It is not used for our brand communication. We
have used this font in uppercase with the identity
lock-up as it looks the most aesthetic with our
identity wordmark, however we may use multiple
weights of this font if required. It has mostly been
used in our Dark Grey from our colour palette.

Brand Typography

Montserrat

Font Family

Light

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

SemiBold

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Regular

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Bold

Bringing you avenues to build a

legacy that will stand the test of time.
Through this generation, and among

more to come. In advice, asset
selection or investment process,
we never compromise on quality.

Hindalco Brand Guidelines

Medium

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

17



33
Alternative Font

Our alternative font is the Arial font family.

We may use this font for brand communication
or internal usage. This font usage should be
permitted only when our brand primary font is
unavailable. We may use different weights of this
font to highlight or emphasise different parts of
information. It is a free font and easily available
on all computers.

Arial is a versatile family of typefaces which can be
used with equal success for text setting in reports,
presentations, magazines etc, and for display use
in newspapers, advertising and promotions.

It can be used for internal brand communications
like PPT presentations, etc.

Arial

Font Family

Regular

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Bold

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Brand Typography

[talic

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Bold Italic

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Hindalco Brand Guidelines
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Brand Colour Palette




4.1

Masterbrand Colour
Palette

As shown on the right the identity colour palette
is used in the Hindalco identity.

We believe in multiplicity and value-added
solutions, and partnerships that sustainably
enhance the planet. We are constantly moving
towards a greener future.

Hence, we have chosen a colour palette that
not only improves on the blue from the existing
identity making the legacy stronger, but also
introduced a fresh green which stands for us
moving towards a greener future.

It consists of the following colours:
Hindalco Dark Blue

Hindalco Light Blue

Hindalco Cool Grey

Hindalco Dark Green

Hindalco Light Green

The colours shown above are also used in the

gradient in our sysmbol. The hint of the Cool Grey

has been used as a highlight within the transition
from blue to green in our symbol which also is
indicative of a metallic shine.

NOTE: Hindalco Dark Grey is only used for the
text with the identity lockup such as the tagline
and the identity lockup for roofing solutions,
Extrusions etc.

Brand Colour Palette

Masterbrand Identity Colour Palette

Hindalco Dark Blue Hindalco Light Blue

c M Y K c M Y K
80 40 0 O 70 10 0 O

R G B R €] B
37 129 196 45 175 230

Pantone Pantone
2143 C 2925 C

Hex Hex
#2581c4 #2dafe6

Hindalco Dark Green

C M Y K
85 15 100 O

R (€] B
0 147 58

Pantone
7739 C

Hex
#00933a

Used for Product Name / Product Category / Tagline / Sign-off

Hindalco Dark Grey

C M Y K R G B
(0] (0] (0] 85 74 74 73

Pantone Hex Hex
Process Black C 85% #4a4a49 #000000

Hindalco Brand Guidelines 20

Hindalco Cool Grey

C M Y K
20 0 0 0

R G B
214 236 235
Pantone
545 C

Hex

#d6eceb

Hindalco Light Green

C M Y K
70 10 80 O
R G B

84 165 89

Pantone
7738 C

Hex
#54a559

K R G B
0 255 255 255
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Brand Architecture
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5.1

Brand Architecture

A customer-centric architecture, focusing on end-market
versus end-industry

GROUP
CORPORATE
BAND ADITYA BIRLA
MASTERBAND HINDALCO-+ t
PILLARS MATERIAL aEeaL || SULDINGAND || @OMMIARCAL | - FERSONAL | BRMMEARTARND | - praeene | reeraune DEFENCE HOME CONSUMER
(INDUSTRIES) | SOLUTIONs | EXTRUSIONS R SelUToNS || CENERUCTTIon MOBIN I MOBICIY ENERGY SOLUTIONS SOLUTIONS SOLUTIONS SOLUTIONS DURABEES
SOLUTION SOLUTIONS SOLUTIONS SOLUTIONS SOLUTIONS
Product portfolio of all three Hindalco businesses converge under this architecture
All current and future range/sub-brands to be subsumed under 4 key sub-segment territories identified:
Green
PRODUCT
CATEGORIES .
/SUB- Circular
SEGMENTS)
Durability
Precision Engineering
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5 2 WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST
We must create our range or sub-brand identities in the preferred colour palette, that compliments We use the Hindalco Dark Grey with the

S u b_ b ran d our Hindalco identity. We must refrain from using the non preferred colour palette which consists identity lock-up to spell out the product
of harsh, saturated warm tones that might clash with the masterbrand. Any tones or similar hues name or the product category.

CO | our Pa | ette from the preferred colour palette may be picked for any of the range / sub-brands.

In addition, we should use Dark Grey for the product name or product category.

Masterbrand Identity Colour Palette: Common to both scenarios, when range brand exists and when it does not.

WHEN RANGE BRAND EXISTS
For Range / Sub-brand Identity: Preferred colour palette

For Range / Sub-brand Identity: Not preferred colour palette

NOTE: For Product Name / Product Category / Tagline / Sign-off: Hindalco Dark Grey

WHEN RANGE BRAND DOES NOT EXIST
Used for Product Name / Product Category

Hindalco Dark Grey
cC M Y K
0 0 0 85

R G B
74 74 73

Pantone
Process Black C 85%

Hex
#4a4a49
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5 3 The Hindalco brand architecture has been organised under a strong system. The schematic below explains what the typography style should
: be when a range brand exists versus what it would be when a range brand does not exist.

Other guidelines for ratios of these identities with our masterbrand is shown in the following pages.

Font Selection

In both scenarios, there will be a sign-off which should always appear in the primary font but in a way that it does not clash with the identity
lock-ups. It should be placed near the identity lock ups on brand applications, keeping in mind the clear space rules for the identities.

Arch

Font Family

Condensed

Bringing you avenues to build alegacy

that will stand the test of time. Through

this generation, and among more to come.
Inadvice, asset selection orinvestment
process, we never compromise on quality.

Italic

Bringing you avenues to build a legacy
that will stand the test of time. Through

this generation, and among more to come.

In advice, asset selection or investment
process, we never compromise on quality.

WHEN RANGE BRAND EXISTS
PRIMARY FONT: ARCHIVO FONT FAMILY

IVO

SemiCondensed

Bringing you avenues to build alegacy
that will stand the test of time. Through
this generation, and among more to come.
Inadvice, asset selection or investment
process, we never compromise on quality.

SemiExpanded

Bringing you avenues to build a legacy
that will stand the test of time. Through
this generation, and among more to come.
In advice, asset selection or investment
process, we never compromise on quality.

Regular

Bringing you avenues to build a legacy
that will stand the test of time. Through
this generation, and among more to come.
In advice, asset selection or investment
process, we never compromise on quality.

Archivo Expanded

Bringing you avenues to build a legacy
that will stand the test of time. Through

this generation, and among more to come.

In advice, asset selection or investment
process, we never compromise on quality.

NOTE: Font for Product Name / Product Category: Secondary font, MONTSERRAT font family

WHEN RANGE BRAND DOES NOT EXIST
SECONDARY FONT : MONTSERRAT

Montserrat

Font Family

Light

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

SemiBold

Bringing you avenues to build a

legacy that will stand the test of time.

Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Regular

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

we never compromise on quality.

Bold

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

We never compromise on quality.

Medium

Bringing you avenues to build a
legacy that will stand the test of time.
Through this generation, and among
more to come. In advice, asset
selection or investment process,

Wwe never compromise on quality.
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Typography Style
(For Range / Sub-brands)

Brand Architecture

Hindalco Brand Guidelines 25

The schematic below indicates the font weights from our brand font Archivo font family that emote the correct emotion regarding our
four sub-segments under which our range brand will be placed.

These wordmarks can be in uppercase or lower case, or even sentence case as per the brand name, however must always be used in

the favoured colour palette. (Refer page 20)

The following slides demonstrate how these rules for the brand architecture can be followed by the individual product teams to create

their brands, in the form of a schematic.

Font selection for downstream sub-brands (eg. Building & Construction Solutions) when range brand exists: Primary font

GREEN
Archivo Regular family
Medium Weight

STABLE
friendly
Clean

NOTE: For the segment of PROTECTION / FRESHNESS - ‘Freshwrap’ Identity to exist as it is as an exception.

FONT ATTRIBUTES ACCORDING TO WEIGHTS ASSIGNED TO RANGE brands

CIRCULARITY
Archivo SemiExpanded Family
Regular Weight

Solid
STATURE
wide
Grounded

PRECISION ENGINEERING
Archivo SemiCondensed family
Bold Weight

Organised
NEAT
detailed
Care

DURABILITY
Archivo Expanded family
Black Weight

Bold
HEAVY
futuristic
Reliable
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5 5 The schematic below explains what the architecture would be when a range / sub-brand exists under the sub-segments versus when a range brand does not
. exist. Some of the elements in the lock-ups will be fixed and some flexible. The heirarchy in both scenarios, masterbrand identity should be the largest in size,
the sub-brand identity smaller and the product/category name, the smallest. All identities should always appear on a white background.

| d & ntlty H eirarc hy In both scenarios, there will be a sign-off which should always appear in the primary font but in a way that it does not clash with the identity lock-ups. It should
H H be placed near the identity lock ups on brand applications, keeping in mind the clear space rules for the identities and should not be larger than the identity.
Fixed and Flexible System ; PLeadly & P ; g g

The font for sub-brand identities could be in the primary font in upper case, lower case or even a sentence case as long as it is within the weight assigned for
the range, however the sub-brand identities should always be left aligned with the master brand in the identity lock up.

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

FIXED: Masterbrand Identity (Height 1 x) FIXED: Masterbrand Identity (Height 1 x)

HINDALcoTt HINDALCoTt
W XY Z PRODUCT/PRODUCT CATEGORY PRODUCT / PRODUCT CATEGORY

FLEXIBLE: Name/Category FLEXIBLE: Name/Category
FIXED: Ratio, colour, and size with respect to the masterbrand identity FIXED: Ratio, colour, size with respect to the masterbrand identity (Height 0.75 x)
(Height 0.5 x) The product/category name should always be in uppercase. The product/category name should always be in uppercase.

FLEXIBLE: Identity/ Logotype/Colour palette/Type case according to Pillar
FIXED: Ratio and size with respect to the masterbrand identity (Height 0.75 x)

Sign-off LOREM IPSUM LOREM IPSUM
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5 6 The Hindalco brand architecture has been organised under a strong system. The schematic below explains what the architecture would be when
: a range brand exists versus does not exist. We have used placeholder text in the schematic below which will be subject to change in case of range

|d€ﬂt|ty Schematic- brand existing.

In both scenarios, there will be a sign-off which should always appear in the primary font but in a way that it does not clash with the identity lock-
For Upstream Brands

up. It should be placed near the identity lock up on brand applications, keeping in mind the clear space rules for the identities and should not be
. larger than the identity.
(eg. Extrusions)

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

HINDALCO-* t HINDALCC)-+ t
W XY Z EXTRUSIONS EXTRUSIONS 1020

Sign-off PRECISION ENGINEERING SOLUTIONS PRECISION ENGINEERING SOLUTIONS
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5 7 The schematic below explains what the construction of both identity lock-ups will be. In both cases, the brand will have a sign-off which can be used
' for brand communication.

P o po rt| on- The sign-off should always be used in uppercase and we must ensure it does not overshadow the identity and is placed keeping distance from the
identity with a good clear space around the identity lock-up on a communication collateral layout. Examples of application are in the following pages.
For Upstream Brands

We must ensure that the identities in both cases always appear on a white background. We must ensure that the font style is maintained in both cases,

(eg Extru SIO HS) where range brand exists or does not. No other other orienation, effects must be used in the identities.
WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST
10.7 x 10.7 x
+ 2x + 2x
1x 3.2x 1x I 3.2x
0.5x 0.5x
075 XTRUSIONS  [osx orsx EXTRUSIONS 1020
0.5% 9.5x
9.6 x
H-

Sign-off PRECISION ENGINEERING SOLUTIONS PRECISION ENGINEERING SOLUTIONS
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5 8 In order to ensure the prominence and legibility of the identity, a clear space around the identity is required at all times.
: If 1 x is the height of ‘H' of the Hindalco wordmark, then the clear space around the identity should be 1 x.

Cl ear S pa ce- The specified area surrounding the identity shown on the right indicates the clear space and is not meant to be printed on.
This invisible box should remain free from any other elements, such as imagery, typography and graphic elements.
For Upstream Brands

(eg. Extrusions)

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

INDALCO-+ t INDALCC)-+ t

H

29



59
Min Size-

For Upstream Brands

(eg. Extrusions)

Brand Architecture Hindalco Brand Guidelines

The minimum size of identities should be maintained so that the legibility is not an issue where print or digital applications are concerned.
Figure A shows the identity for print usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.
Figure B shows the identity for digital usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.
Figure C shows the identity for print usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

Figure D shows the identity for digital usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

Figure A - Print

INDALCO+
XY Z extausions

18 mm

Figure B - Digital

XY Z EXTRUSIONS

bINDALCO‘+

Figure C - Print

INDALCO'+
XTRUSIONS 1020

18 mm

Figure D - Digital

INDALCO'+
XTRUSIONS 1020

75 px

60 px
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5.10

|dentity Schematic-
For Downstream Brands (eg.

Building & Construction Solutions)

Sign-off

WHEN RANGE BRAND EXISTS

Brand Architecture Hindalco Brand Guidelines 31

The Hindalco brand architecture has been organised under a strong system. The schematic below explains what the architecture

would be when a range brand exists versus does not exist. We have used placeholder text in the schematic below which will be
subject to change in case of range brand existing.

In both scenarios, there will be a sign-off which should always appear in the primary font but in a way that it does not clash with the

identity lock-up. It should be placed near the identity lock up on brand applications, keeping in mind the clear space rules for the
identities and should not be larger than the identity.

WHEN RANGE BRAND DOES NOT EXIST

HINDALCO-* t HINDALCC)‘i t

A A A A FACADE

BUILT TO LAST

ROOFING SOLUTIONS

BUILT TO LAST
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5 ’] '] The schematic below explains what the construction of both identity lock-ups will be. In both cases, the brand will have a sign-off which
: can be used for brand communication. The sign-off should always be used in uppercase and we must ensure it does not overshadow
. the identity and is placed keeping distance from the identity with a good clear space around the identity lock-up on a communication
P ro po rt' on- collateral layout. Examples of application are in the following pages.

FO 8 DOWﬂStrea m B ran dS (eg We must ensure that the identities in both cases always appear on a white background. We must ensure that the font style is maintained
0 2 . . in both cases, where range brand exists or does not. No other other orienation, effects must be used in the identities.
Building & Construction Solutions)

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST
10.7 x 10.7 x
+ 2 X n + 2x
1x 3.2x 1x 3.2x
0.5x 0.5x ]
075x ACAD [05x 075 ROOFING SOLUTIONS
0.5x 11.5x
7.9 x

H-

Sign-off BUILT TO LAST BUILT TO LAST
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5 ’] 2 In order to ensure the prominence and legibility of the identity, a clear space around the identity is required at all times.
: If 1 x is the height of ‘H’ of the Hindalco wordmark, then the clear space around the identity should be 1 x.

Cl ear S pa ce- The specified area surrounding the identity shown on the right indicates the clear space and is not meant to be printed on.

This invisible box should remain free from any other elements, such as imagery, typography and graphic elements.
For Downstream Brands (eg.
Building & Construction Solutions)

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

INDALCO-+ t INDALCO‘i t

H

33



513

Min Size- For Downstream
Brands (eg. Building &
Construction Solutions)

Brand Architecture

Hindalco Brand Guidelines

The minimum size of identities should be maintained so that the legibility is not an issue where print or digital applications are concerned.

Figure A shows the identity for print usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

Figure B shows the identity for digital usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

WHEN RANGE BRAND EXISTS

Figure A - Print

INDALCO+
AAA racade

18 mm

Figure B - Digital

t:INDALCO+ j

A A A FACADE
75 px

Figure C shows the identity for print usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

Figure D shows the identity for digital usage. This is the minimum size. The identity is scalable and there is no limit to the maximum size.

WHEN RANGE BRAND DOES NOT EXIST

Figure C - Print

INDAI_CO'+ t
OOFING SOLUTION!

20 mm

Figure D - Digital

INDALCO'+ t
OOFING SOLUTION:

57 px

34



5.14
Do's

Dont's

01
No symbol should be used with the sub-brand
identity unless it's an exception. Eg: Eternia.

HINDALCoT T

EXTRUSIONS

04
The ratios between the main brand and sub-brand
identity should be maintained.

Brand Architecture

02
The wordmark should not be a display font, script,
stylized or a serif font.

HI @

Z FACADES

05
The sub-brand wordmark should not be in a colour
palette that does not compliment the masterbrand.

Hindalco Brand Guidelines 35

The font for all range / sub-brands should be as assigned for the range from the house font, Archivo font family. The fonts for product/
product categories should be maintained along with the ratio guidelines in the preferred colour palette.

03
The sub-brand should not be distorted or with a
weird orientation.

Hi O

Z EXTRUSI

06
The wordmark should not have any effects, drop
shadows, glow etc.



0.0

Visual Language System




Visual Language System Hindalco Brand Guidelines

6 ’] The group corporate brand identity should be applied on all brand collaterals and on all sub-brand collaterals, especially the consumer
: facing applications. This will help our brands become more powerful as the legacy of the group corporate brand is attached to ours. There
are two versions of the identity shown below with the segment call out under which our brand Hindalco and its sub-brands fall. We must
G rou p CO rpO rate ensure that the stacked full version identity should always apperear on the top right of any layout unless we have space constraints where
. we will used the horizontal version of the identity without sysmbol such as phone website.
Brand Identity

STACKED FULL VERSION IDENTITY
(For brand collateral and signages etc.,
Always to appear on top right corner of the layout
always on a white background)

ADITYA BIRLA

METALS

HORIZONTAL VERSION OF IDENTITY WITHOUT SYMBOL
(For usage on collateral with space constraints, eg.: Phone Website
in single colour or in reverse)

ADITYA BIRLA | METALS

37
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6 2 Derived by the soft edges of our identity symbol, we came up with a soft-edged rectangle that becomes our visual language device for the
: brand. We call it the Hindalco ‘Rongle’. This device can help us create a great recall value for the brand. The Rongle can be used as a device for
all brand collaterals, internal or consumer facing. It can be used in a flexible manner depending on the dimensions of the collateral’s layout. It

VISU8| La ﬂgu age can be used in an outlined form in our symbol gradient, or colour filled for our sub-brand collaterals in the range/sub-brand colours. We can
D . . Th R | also use it like a vessel with imagery cropped within it for communication. It can be used as a text box, can be used in a vertical or horizontal
gevice: € ~O ng e orientation and proportionately be scaled according to the layout dimensions. We may use more than one rongle in a layout design. Ways to

use it on applications is demonstrated in the pages to follow.

The Hindalco Rongle
+ >

USAGE- USAGE-
WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

. r ‘
. J

= —_—

’ —

38
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6 3 Our iconography style has been derived from the visual device, the Rongle and our identity symbol. This style is relevant for
: applications like packaging and communications to represent added values and product USPs. We can use the outline version,
the metalic version, and the flat coloured version depending on where they fit best.

lconography Style

Iconography style
p— . —
X i made with Option 1 T made with
Option 1 DURANIUM DURANIUM e T DURANIUM
— s a —_p— = — | —
' de with de with Option 2 Made with Made with
Option 2 DURANIUM DURANIUM In reverse DURANIUM
) MADE WITH MADE WITH Option 3 MADE WITH MARE Wik
Option 3 DURANIUM DURANIUM In reverse DURANIUM DURANIUM
LEAK LEAK Option 4
Option 4 PROOF PROOF In reverse
100% 100% LA o0
Obtion 5 CLEAN CLEAN Option 5 CLEAN CLEAN
pren iy SUSTAINABLE In EHETEE AN SUSTAINABLE
SUSTAINABLE SUSTAINABLE
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6 4 The Rongle can be used in our layouts in a flexible manner across our brand collaterals, whether it is for the range brand or just for masterbrand
: communication. We always must have the Group Identity on the top right of every layout to maintain the legacy of the brand, especially on
consumer facing collaterals.

Visual Language
. The schematics below clearly demonstrate how the Rongle can be used in the case of sub-brand applications and on the ones for the masterbrand.
SCh ematic The sign for each brand should be placed somewhere close to the identity lock-up on the layout.

We must follow the visual system on all brand collaterals except in some exceptional cases.

WHEN RANGE BRAND EXISTS WHEN RANGE BRAND DOES NOT EXIST

HlNDALCC)+ t HINDALCot
PRODUCT/PRODUCT CATEGORY
HINDALcot

PRODUCT/PRODUCT CATEGORY ADITYA BIRLA
METALS METALS

HinpALcott

Sub-brand eropuct catecory

HINDALCO.+ + +

ADITYA BIRLA
Sub-brand probucT cATEGORY —

HinDALcot
PRODUCT/PRODUCT CATEGORY

HiNDALcot

Sub-Brand sronc careom

HinDALcot
PRODUCT/PRODUCT CATEGORY

HinpaLcott HiNDaLcott

Sub-brand erobuct caTEcoRY

HINDALCO+ 4
Sub-brand eroouct caTEcoRy
siGN oFF

SIGN OFF

H\NDALCQ+ +
Sub-Brand s e,

HinDaLcott




6.5
Grid System

Visual Language System

X height of the margin = 5% of the diagonal length of the artboard

100%

Hindalco Brand Guidelines
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Visual Language System

6 6 X height of the margin = 5% of the diagonal length of the artboard

Grid System

5% 5% Horizontal Layout
6 Column Grid

Hindalco Brand Guidelines

2



Visual Language System

6 7 X height of the margin = 5% of the diagonal length of the artboard

Grid System

5% 5% Vertical Layout
4 Column Grid

Hindalco Brand Guidelines

43



Visual Language System

6 8 X height of the margin = 5% of the diagonal length of the artboard

Grid System

5% 5% Square Layout
2 Column Grid

Hindalco Brand Guidelines

44



Visual Language System Hindalco Brand Guidelines

6 9 Our identity should always be placed with consistency. It is always placed as below:
. @ Top left corner
|dentity Placement

@ Bottom left corner

€ Bottom right corner

,,,,,,, RQOFING.SOLUTIONS

5% ' 5% .
1 1 5% | Hmoacol’l
] HlN,DAl_coﬁ o
P
100%
o o
inDaLcott HiNDALcot e e .
""""""""""""""" oo
I 00*H|NDA|_co“
% HINDALCOTT "



6.10

|dentity Placement

8.75%

Visual Language System

Our identity should always be placed with consistency. It is always placed as below:

@ Top left corner

@ Top right corner

© Bottom left corner

@ Bottom right corner

1 5%
HINDALCOTF | oo
(1] e
(2]
(2] (3]
inDALcott HINDALcoTH

ADITYA BIRLA

Hindalco Brand Guidelines

FinoaLcatt

ROOFING SOLUTIONS HoITYA BiRL

HinDALcot HINDALcot
OENG SO TN BOOENASANmON

8.75% |

0TV BIRLY

5%
| 8.75%

46



6.11

Visual Language System

Our identity should always be placed with consistency. It is always placed as below:

i @ Top left corner
|dentity Placement @ Top right corner
© Bottom left corner
@ Bottom right corner
5% : 5%
% | HINDALCOT! ARY | oo
(1] =
(2]
(3] (4]
inDALcott HINDALcoTH
8.75%

ADITYA BIRLA

Hindalco Brand Guidelines

5%
F
5% HINDALCO
_ | Everast scaws__ ADITYA BIRL)
HINDALCO4 t HINDAI_CO+ i
8.75% |

0TV BIRLY

5%
| 8.75%

47



6.12
Masterbrand Applications

HlNDALCO+ + HOME ABOUT PRODUCTS APPLICATIONS FAQS CONTACTUS ROOFHUB

ADITYA BIRLA

ETALS

Future-
proof
solutions

SEND ENQUIRY

HINDALCO+ t

Visual Language System

=  mnpalcott R

O Hindhmstan Times

HiNDALcot
ROOFING SoLUTIONS

Solutions that
last a lifetime.

ADITYA BIRLA | METALS

Weatherproof
roofing solutions

il Hindalco

fing Solutions

Hindalco Brand Guidelines

s . } -

ot

Il 4+

HINDALCO




/.0
Sub-brand Identity

EVERLAST

(WHEN RANGE BRAND EXISTS-
SUB-SEGMENT: DURABILITY)




/7.1

Brand Identity
and Sign-Off

We have followed the rules for creating the
Everlast identity as shown in the previous slides.

Colour Palette:
We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Typography style:

We have used the black italic weight from the font
family Archivo Expanded assigned to the range
such that it reflects attributes of the ‘durability’
sub-segment.

Ratios and sign-off:

We have followed the correct heirarchy and ratios
for the identity lock-ups and maintained rules for
the sign-off.

Iconnography annd Visual language system:
(Refer pages 38, 39, 40)

Sign-off

Sub-brand Identity Everlast Hindalco Brand Guidelines

HINDALCC)-+ t

Everlast rrcape

BUILT TO LAST

50



/.2
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

Sub-brand Identity Everlast

Hindalco Brand Guidelines

3.2x

10.7 x
2 X
0.5 x:
075 ACAD [05x
N —
0.5 x
9.1 x

H -



7.3
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘H" height of the identity
‘Hindalco Everlast Facade’ equals 1 X', which
determines the clear space around all four sides
of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity Everlast Hindalco Brand Guidelines

INDALCC)-+ t

H -

52



7.4
Minimum Size

Figure A shows the identity for print usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Figure B shows the identity for digital usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Please ensure that the identity is scaled
proportionately at all times.

Sub-brand Identity Everlast

Figure A - Print

INDALCO-+

verlast racaoe

18 mm

Hindalco Brand Guidelines

Figure B - Digital

INDALCO-+

verilast racabe
75 px

53



Sub-brand Identity Everlast Hindalco Brand Guidelines 54

7.5
Misuse

] (2] (5]

@ Do not rotate the identity in any angle
@ Do not add any border to the identity
© Do not use any special effects

@ Do not change colour

@ Do not distort the identity vertically
@ Do not distort the identity horizontally
@ Do not use outlined version of identity o

@ Do not place the identity on colour
backgrounds other than those specified
in these guidelines

© Do not place the identity on an image
background which compromises the Everlast racaoe

identity’s legibility

NOTE: The identity should always appear on
a white background.

Everlast Frcape
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76 Masterbrand Identity Colour Palette

Colour Palette

We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Our range/sub-brand colour palette is
a Deep Purple.

Range / Sub-brand Identity Colour Palette
The entire identity will be a combination of the 3 Y

masterbrand and the product category, hence,

those colour palettes are also mentioned on Everlast Deep Purple

the right. C MY K R G B
75 100 O 0 102 45 145

Pantone Hex
Pantone 2613 C #662d91

Used for Product Name / Product Category / Tagline / Sign-off

Hindalco Dark Grey

C M Y K R G B Y K R G B
(0] (0] (0] 85 74 74 73 0 0 255 255 255

Pantone Hex Hex
Process Black C 85% #4a4a49 #000000




7.7
Everlast Applications

HINDALCO+ t

Everlast racaoe

BUILT TO LAST
MMMM

Long-lasting
durability

Hindalco Everlast Fac:

ADITYA BIRLA

Sub-brand Identity Everlast

HINDALCO+ t

Everiast rcaoe

Packaging

BUILT TO LAST

Are you buying aluminium
sheets that last?

Hindalco Everlast is 100% virgin aluminium.

Hindalco Brand Guidelines

WHEN RANGE BRAND EXISTS
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3.0
Sub-brand Identity

ETERNIA

(WHEN RANGE BRAND EXISTS AS AN EXCEPTION
WITH SEGMENTS WITHIN THE RANGE BRAND
SUB-SEGMENT: GREEN)

SR N



3.1

Brand Identity
and Sign-Off

This brand will be treated as an exception. For
such instances, we will be using the masterbrand
as an endorsement with the identity lock-up as
the brand on its own is well established in the
minds of the consumers and may lose loyalty
from customers if re-developed according to the
new brand language.

The Eternia brand under Hindalco is not only
popular but also has products laid out within

the affordable, premium and economy segments
within the range.

Colour Palette:
We have not altered the brand identity or the
existing colour palette.

Typography style:
We have used the secondary font for the
endorsement.

Iconnography annd Visual language system:

We can use Options 1, 4 and 5 from the Sign-off
iconography style.

(Refer pages 38, 39, 40)

Sign-off:
We have used the primary font for the sign-off.
(Refer page 24)

Sub-brand Identity Eternia Hindalco Brand Guidelines

'FTETERNIA

A HINDALCO PRODUCT

SOLUTIONS THAT INSPIRE

58



Sub-brand Identity Eternia Hindalco Brand Guidelines

8 2 The Eternia brand under Hindalco is not only popular but also has products laid out within
: the affordable, premium and economy segments within the range. The following pages
demonstrate guidelines for each identity.

Eternia with Brands
in all Segments

SUB-BRAND IDENTITY SEGMENTS WITHIN THE SUB-BRAND
WITH MASTER BRAND AS AN ENDORSMENT

PREMIUM SEGMENT

CENETERNIA Essentials

A HINDALCO PRODUCT

ECONOMY SEGMENT

'EIETERNIA :
A HINDALCO PRODUCT '-Eh ETERNIA Select

A HINDALCO PRODUCT

AFFORDABLE SEGMENT (NO ENDORSEMENT)

TOTALIS

Tested hai. Trusted hai.

59



3.3
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

Sub-brand Identity Eternia

7.6 x

6.7 x

1.4x

0.35x |

0.35x

HINDALCO PRODUC

2.1x

0.25x

5.9 x

Hindalco Brand Guidelines



8.4
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘E' height of the identity
‘Eternia’ equals "1 X', which determines the clear
space around all four sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity Eternia Hindalco Brand Guidelines

FTETERNIA

61



3.5

|dentity - Premium
Segment

This is the Identity for the Eternia Premium
segment.

It is a graceful wordmark created in the font

Bitstream Chianti BT (Note: This is a licensed font).

We have created the wordmark in the brand
colours, however, in a soft flowy gradient
echoing the idea of moving towards a greener,
sustainable future.

Sub-brand Identity Eternia Hindalco Brand Guidelines

'FTETERNIA’ Select

A HINDALCO PRODUCT

62
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3.6

|dentity - Premium
Segment Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.
10.1 x

6.7 x 0.35 x 3.1x

Select -

0o HINDALCO PRODUCT

0.25x 5.9 x

E”



3.7

|dentity - Premium
Segment Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘E' height of the identity
‘Eternia’ equals "1 X', which determines the clear
space around all four sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity Eternia Hindalco Brand Guidelines

FTETERNIA Select

64



3.8

|dentity - Economy
Segment

This is the Identity for the Eternia
economy segment.

It is a simple, neat, functuional wordmark
created in our brand font family, Archivo,
but a condensed weight.

We have created the wordmark in the green
from our brand colour palette.

Sub-brand Identity Eternia Hindalco Brand Guidelines

ETETERNIA’ Essentials

A HINDALCO PRODUCT

65



3.9

|dentity - Economy
Segment Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

11.3x

Sub-brand Identity Eternia

Hindalco Brand Guidelines

6.7 x

35x 4.3 x

0.35x |

-ssentials

0.35x

0.25x

HINDALCO PRODUCT

5.9 x

E”

2.1x



3.10

|dentity - Economy
Segment Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘E' height of the identity
‘Eternia’ equals "1 X', which determines the clear
space around all four sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity Eternia Hindalco Brand Guidelines

FTETERNIA Essentials

67
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3.11

|dentity - Affordable
Segment

This is the identity for the Eternia
affordable segment.

This segment of the brand is well established

and famous, as used currently without the Eternia
wordmark or the Hindalco endorsement, hence
we will treat this as an exceptional case and use

it as it currently is.

The identity in this case will not appear with

TOTALIS

Tested hai.Trusted hai.



8.12
Eternia Applications

[ENETERNIA

ADITYA BIRLA

54
) o A

Durability that
is timeless,

The WIWA®promise. v
A safer, quieter and cleaner Home.

-
L@ Find the right window

Keep unwanted
noise out

with WIWA®
certified
windows

IENETERNIA

Sub-brand Identity Eternia

s
Soaroosomamion ave
L7

49197699 40000 .t

[EIETERNIA|

As beautiful as real wood.
No rotting. No jamming.

No termites.

DURANIUM

I3 viken

Contactyour nearost
Etemia

49197699 40000

[EIETERNIA

Windows that transform
your home.

N,
i

[HETERNIA

Imagine windows,
not walls

DURANIUM

s torniawindows.com

Hindalco Brand Guidelines

eremA i

Openable Windows
(ETP-CS) wwa“certed

=&

ETERNIA

Imagine windows,

not walls

DURANIUM
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9.0
Sub-brand Identity

EcoEdge C

(WHEN RANGE BRAND EXISTS-
SUB-SEGMENT: CIRCULARITY)




9.1

Brand Identity
and Sign-Off

We have followed the rules for creating the
EcoEdge C identity as shown in the previous slides.

Colour Palette:
We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Typography style:

We have used the bold weight from the font
family Archivo assigned to the range such that it
reflects attributes of the ‘circularity’ sub-segment.

Ratios and sign-off:

We have followed the correct heirarchy and ratios
for the identity lock-ups and maintained rules for
the sign-off.

Iconnography annd Visual language system:
(Refer pages 38, 39, 40)

Sub-brand Identity EcoEdge C

HINDALCO-* t

Hindalco Brand Guidelines

€COEDGE:C proODUCT CATEGORY

71



9.2
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

Sub-brand Identity EcoEdge C Hindalco Brand Guidelines

10.7 x

1x

INDKECCT-H-“

3.2x

0.5 x

0.75x

€COEDGE"-C proDUCT CATEGORY

1] 0.5 x

0.5x

15x

H



9.3
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘H" height of the identity
‘Hindalco EcoEdge C Product Category’ equals ‘1 X,
which determines the clear space around all four
sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity EcoEdge C

Hindalco Brand Guidelines

HINDALCO+ t

ECOEDGE :C PRODUCT CATEGORY

H -
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94
Minimum Size

Figure A shows the identity for print usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Figure B shows the identity for digital usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Please ensure that the identity is scaled
proportionately at all times.

Sub-brand Identity EcoEdge C

Figure A - Print

inpaLcott
'COEDGE-*C PRODUCT CATEGORY|

25 mm

Hindalco Brand Guidelines

Figure B - Digital

bINDALCC)+ t J

'COEDGE-"-C PRODUCT CATEGOR
T 1

75 px
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9.5
Misuse

@ Do not rotate the identity in any angle
@ Do not add any border to the identity
© Do not use any special effects

@ Do not change colour

@ Do not distort the identity vertically
@ Do not distort the identity horizontally
@ Do not use outlined version of identity

@ Do not place the identity on colour
backgrounds other than those specified
in these guidelines

© Do not place the identity on an image
background which compromises the
identity’s legibility

NOTE: The identity should always appear on
a white background.

Sub-brand Identity EcoEdge C Hindalco Brand Guidelines 75

BCOEDG PRODUCT CATEGORY @COEDGE 2 PRODUCT CATEGORY

€©COEDGE-C PRODUCT CATEGORY

BCOEDG PROBUCT CATEGORY €COEDG PROBUCT CATEGORY




9.6
Colour Palette

We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Our range/sub-brand colour palette is
a EcoEdge C Dark Green and EcoEdge C Blue.

The entire identity will be a combination of the
masterbrand and the product category, hence,
those colour palettes are also mentioned on
the right.

Sub-brand Identity EcoEdge C

Masterbrand Identity Colour Palette

Range / Sub-brand Identity Colour Palette

EcoEdge C Dark Green

C M Y K R G B
100 30 100 O 0 123 61

Hex
#007b3d

Used for Product Name / Product Category / Tagline / Sign-off

Hindalco Dark Grey

C M Y K R G B
(0] (0] (0] 85 74 74 73

Pantone Hex Hex
Process Black C 85% #4a4a49 #000000

EcoEdge C Blue

C M Y K R G B
85 15 0 0 0 156 220

Hex
#009cdc

Hindalco Brand Guidelines
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9.7
EcoEdge C Applications

H
HINDALCO HINDALcoH

©COEDGE:-C PRODUCT CATEGORY
ADITYA BIRLA @COEDGE:-C PRODUCT CATEGORY
o ADITYA BIRLA

BUILT TO LAST e
BUILT TO LAST METALS

Lorem ipsum dolor
sit amet

Lorem ipsum dolor sit amet, consectetur LO re m i pS u m d O I O r S i.t
amet consectet

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore
et dolore magna aligua Ut enim ad minim.




10.0
Sub-brand Identity

EcoEdge G

(WHEN RANGE BRAND EXISTS-
SUB-SEGMENT: GREEN)




10.1

Brand Identity
and Sign-Off

We have followed the rules for creating the
EcoEdge G identity as shown in the previous slides.

Colour Palette:
We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Typography style:

We have used the bold weight from the font
family Archivo assigned to the range such that it
reflects attributes of the ‘green’ sub-segment.

Ratios and sign-off:

We have followed the correct heirarchy and ratios
for the identity lock-ups and maintained rules for
the sign-off.

Iconnography annd Visual language system:
(Refer pages 38, 39, 40)

Sub-brand Identity EcoEdge G

HINDALCO-* t

Hindalco Brand Guidelines

€COEDGE:-G rProODUCT CATEGORY
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10.2
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

Sub-brand Identity EcoEdge G Hindalco B

10.7 x

rand Guidelines

1x

INDKECCT-H-“

0.5 x

0.75x

3.2x

1[0.5x

GCOEDGE°GH5R@DUCTWECURV

0.5x

15x

H



10.3
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘H" height of the identity
‘Hindalco EcoEdge G Product Category’ equals 1 X,
which determines the clear space around all four
sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity EcoEdge G

Hindalco Brand Guidelines

HINDALCO+ t

ECOEDGE G PRODUCT CATEGORY

H -
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104
Minimum Size

Figure A shows the identity for print usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Figure B shows the identity for digital usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Please ensure that the identity is scaled
proportionately at all times.

Sub-brand Identity EcoEdge G

Figure A - Print

HinDALcot
BCOEDGE*G PRODUCT CATEGOR

25 mm

Hindalco Brand Guidelines

Figure B - Digital

'COEDGE-*G PRODUCT CATEGOR
T 1

75 px

bINDALCO.+ t

82
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10.5

o (2] (3]
Misuse
@ Do not rotate the identity in any angle
— HINDAL. HINDAL
@ Do not add any border to the identity E@COEDGE*G pRODUCT CATEGORY @COEDGE - PROBUCT CATEGORY

© Do not use any special effects

@ Do not change colour

@ Do not distort the identity vertically
@ Do not distort the identity horizontally
@ Do not use outlined version of identity o > 6

@ Do not place the identity on colour
backgrounds other than those specified
in these guidelines

HINDA
€COEDGE-G

Do not place the identity on an image . CT CATEGORY
P Yy g €COEDGE
background which compromises the

identity’s legibility

PROBUCT CATEGORY

NOTE: The identity should always appear on
a white background.

BCOEDEE- UCT CATEGORY €©COEDG PROBUCT CATEGORY




10.6
Colour Palette

We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Our range/sub-brand colour palette is
a EcoEdge G Dark Green and EcoEdge G Green.

The entire identity will be a combination of the
masterbrand and the product category, hence,
those colour palettes are also mentioned on
the right.

Sub-brand Identity EcoEdge G

Masterbrand Identity Colour Palette

Hindalco Brand Guidelines 84

Range / Sub-brand Identity Colour Palette

EcoEdge G Dark Green

C M Y K R G B
100 30 100 O 0 123 61

Hex
#007b3d

Used for Product Name / Product Category / Tagline / Sign-off

Hindalco Dark Grey

C M Y K R G B
(0] (0] (0] 85 74 74 73

Pantone Hex Hex
Process Black C 85% #4a4a49 #000000

EcoEdge G Green

C M Y K
70 0 100 0

R [C-]
82 174 50

Hex
#52ae32

Y K R G B
0 0 255 255 255




10.7
EcoEdge G Applications

HinpaLcott
©COEDGE"G pPRODUCT CATEGORY

BUILT TO LAST

Lorem ipsum dolor
sit amet

Lo

ADITYA BIRLA

=

Sub-brand Identity EcoEdge G

HINDALCO+ t
©COEDGE-* G PRODUCT CATEGORY

BUILT TO LAST

Hindalco Brand Guidelines

ADITYA BIRLA

METALS

Lorem ipsum
dolor sit amet
consectet

85



11.0
Sub-brand Identity

PrizTec

(WHEN RANGE BRAND EXISTS-
SUB-SEGMENT: PRECISION ENGINEERING)




11.1

Brand Identity
and Sign-Off

We have followed the rules for creating the
PrizTec identity as shown in the previous slides.

Colour Palette:
We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Typography style:

We have used the black italic weight from the
font family Archivo SemiCondensed assigned to
the range such that it reflects attributes of the
‘precision engineering’ sub-segment.

Ratios and sign-off:

We have followed the correct heirarchy and ratios
for the identity lock-ups and maintained rules for
the sign-off.

Iconnography annd Visual language system:
(Refer pages 38, 39, 40)

Sub-brand Identity PrizTec

HINDALCO+ t

PrizTec pPRODUCT CATEGORY

Hindalco Brand Guidelines
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11.2
Proportion

The grid on the right shows the correct brand
mark proportion. Always ensure to follow this
throughout all brand touch-points. We must
always scale the identity proportionally.

10.7 x

+ 2x
Tx I 3.2x

0.5x
0.75x TecC PRODUCT CATEGORY 05x
H
0.5x
‘ 123 x

H



11.3
Clear Space

In order to ensure the prominence and legibility
of the identity, a clear space around the identity is
required at all times. The ‘H" height of the identity
‘Hindalco PrizTec Product Category’ equals ‘1 X/,
which determines the clear space around all four
sides of the identity.

The specified area surrounding the identity shown
on the right indicates the clear space and is not
meant to be printed on. This invisible box should
remain free from any other elements, such as
imagery, typography and graphic elements.

Sub-brand Identity PrizTec

Hindalco Brand Guidelines

I_NDALCC)-+ t
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114
Minimum Size

Figure A shows the identity for print usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Figure B shows the identity for digital usage.
This is the minimum size. The identity is scalable
and there is no limit to the maximum size.

Please ensure that the identity is scaled
proportionately at all times.

Sub-brand Identity PrizTec

Figure A - Print

iINnDALcott

rizTec PRODUCT CATEGOR

21 mm

Hindalco Brand Guidelines

Figure B - Digital

INDALCO-+ t

rizTec PRODUCT CATEGOR

60 px

90
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11.5
Misuse

@ Do not rotate the identity in any angle
@ Do not add any border to the identity

© Do not use any special effects

@ Do not change colour
@ Do not distort the identity vertically
@ Do not distort the identity horizontally

@ Do not use outlined version of identity

@ Do not place the identity on colour
backgrounds other than those specified
in these guidelines

- , HINDA o+ t
© Do not place the identity on an image PrizTec saopUst CATEGORY
background which compromises the

identity’s legibility

PrizTec pRODUCRCATEGORY

PrizTec PRODUCT-CATEGORY

NOTE: The identity should always appear on
a white background.

HINDAL
€COEDGE UCT CATEGORY

[Pz T®® PRODULT CATEGORY
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1 1 6 Masterbrand Identity Colour Palette

Colour Palette

We have chosen a brand colour from within the
preferred colour palette for range/sub-brands.

Our range/sub-brand colour palette is

a Hindalco Teal and Hindalco Dark Teal.
Range / Sub-brand Identity Colour Palette
The entire identity will be a combination of the 3 Y

masterbrand and the product category, hence,
those colour palettes are also mentioned on Hindalco Teal Hindalco Dark Teal
e el c M Y K R G B c M Y K R G B
00 0 60 O 0 153 130 90 45 45 15 0 103 117
Hex Hex
#009982 #006775

Used for Product Name / Product Category / Tagline / Sign-off

Hindalco Dark Grey

C M Y K R G B Y K R G B
(0] (0] (0] 85 74 74 73 0 0 255 255 255

Pantone Hex Hex
Process Black C 85% #4a4a49 #000000




1.7
PrizTec Applications

HiNnDaLcott

PrizTec prooucr carecory

BUILT TO LAST

Lorem ipsum dolor
sit amet

ADITYA BIRLA

=

Sub-brand Identity PrizTec

HINDALCO-* t

PrizTec pRODUCT CATEGORY

BUILT TO LAST

Lorem ipsum
dolor sit amet
consectet

Hindalco Brand Guidelines

ADITYA BIRLA

METALS.
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Thank you.

I N




