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Introduction

This manual presents a coherent corporate
identity for AIMTEC a. s. Its aim is to
ensure a unified and cohesive appearance
throughout all communication channels,
making sure that Aimtec is represented
consistently and professionally.

The manual outlines the mandatory
standards for creating, producing,

and using visual elements and tools,
codifies the logo as well as all essential
elements of the company’s corporate
identity, and specifies mandatory standards,
methods, and recommendations for
real-life applications. The tools for a unified
corporate identity include typefaces,
colours, and graphic elements, as well

as how each tool is used.

Adhering to these rules in a uniform and
proper manner represents and strengthens
public perception of the company as

a whole. These standards must be applied
correctly and over the long term so as to
prevent any deterioration in how Aimtec

is perceived. Everyone involved in the
application of a unified corporate identity
must work exclusively in accordance with
the rules contained in the manual.

This manual does not present an exhaustive
list of all prohibited applications of
corporate identity tools. Consequently,

a general prohibition applies to all graphic
designs and applications which are
inconsistent with typography standards

and methods or which disturb the aesthetic
perception of the overall design.

Brand Codes

Brand codes represent a group of visual
elements which clearly distinguish the
brand and make it more memorable. When
creating visual content, these elements
must never be omitted.

] aimtec

Be digital.
Faster.

The core of Aimtec’s corporate identity

is composed of a set of elements, including
the logo, primary colour palette, colour
gradients, the claim Be digital. Faster.,
specific pictograms, and typography using
a combination of styles from the Helvetica
Neue LT Pro typeface family.
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Collect up-to-date data
and watch production
processes in real time.
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1 Logo & symbol

1.1 Primary logo

The primary logo and its preferred form
is in colour. Logos have also been created
for use on black-and-white backgrounds.

On black backgrounds, the colour version
of the logo featuring an inverse wordmark
and a white triangle inside an orange
symbol may be used. Usage of the logo
on a coloured background is defined in

The entire logo may be enlarged or
reduced as long as the rules in

are followed.
Do not distort the proportions. Examples
of distorted proportions are provided in

Corporate Identity

aimtec

e ™
White
PANTONE 11-0601 TPX
CMYK 0/0/0/0
RGB 255/ 255/ 255
HEX ffffff
RAL 9010
N J
&) aimtec

Aimtec black

PANTONE Black 6
CMYK 60/40/40/100

RGB 0/0/0
HEX 000000
RAL 9005




1 Logo & symbol

1.2 Symbol

The symbol is primarily used in

places where it is objectively impossible
to use the primary logo, such as social
media profile pictures or website favicons.
Although the symbol is a distinctive
element, using it as a standalone entirely
without text is not recommended.

The same rules for use on coloured
backgrounds apply for the symbol as

for the primary logo.

Corporate Identity




1 Logo & symbol

1.3 Symbol use examples

Aimtec Global: Digitalisation * =+ /
o~ 10:30
& S & https://www.aimtecglobal.com c &
“ .
Mail Calendar Reminders Apple News
Compass Weather FaceTime
iCloud Drive
Aimtec
813 likes + 884 followers. [LIUC RN © Message eRIICH

iTunes Store

e

@)
&
Q

D

Voice Memos Activity Aimtec

AIMTEC a. s.

Digitalisation is no longer just an option. It's a must for every company that aims to stay competitive and
profitable.

Corporate Identity AIMTEC a.s.



2 Principles of logo
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2 Principles of logo & symbol use

~» 2.1 Safe space
Recommended safe space

( W Minimum safe space

.

The safe space establishes the area
surrounding the logo that must be free
from any additional text or graphic
elements. Maintaining the safe space is
important for brand legibility and clarity.

(

The safe space is measured by the width N /
of the symbol (x).

The recommended safe space (x) is
a primary dimension which shouldbe L.
respected. If it is objectively impossible X V2 X
to use this, the minimum safe space (2 x)

may be used.

Recommended safe space

( Minimum safe space

Y2 X /3 x

Corporate Identity AIMTEC a.s. 9



2 Principles of logo & symbol use

2.2 Scaling range
& minimum size

Scaling range defines recommended
logo sizes on commonly used marketing
collateral and merchandise. The basic full
size used in scaling is the height of the
logo symbol on an A4 format.

The minimum size is 5 mm, which is 60%
of the basic size.

In exceptional cases, a smaller size than
the one defined may be used provided
that legibility and clarity are preserved.
The logo was designed to be easily
recognised, even at small sizes.

It is important to remember that logo
legibility at minimum sizes depends

on the quality of the printer or digital
display, and therefore the minimum size
is only recommended.

Corporate Identity

Print

H: 12mm 35 px

H: 8.3 mm 24 px

H: 7 mm 20 px

H: 5 mm 15 px

Digital

H: 60 px

H: 40 px

H: 25 px

H: 15 px

aimtec

aimtec

aimtec

aimtec

aimtec

aimtec

aimtec

aimtec

AIMTEC a.s.

145%

100%

85%

60%

100%

67%

42%

25%

A3 format

A4 format, letterhead

A5 format, 90 x 50 mm business card

minimum permitted size

screen 1920 x 1080 px

screen 1200 x 627 px

screen 300 x 600 px

minimum recommended size



2 Principles of logo & symbol use

~» 2.3 Logo on a separate block

In certain special situations, the logo may
be placed on a white block to support
visibility and good legibility. This logo
block is to be placed on the edge of the
format; the preferred location is the upper
right corner. e

The block size is based on the size of

the logo safe space, i.e. /> of the symbol
width, with the distance from the top edge
being the width of the entire symbol.

(") aimtec

] aimtec

Corporate Identity AIMTEC a.s. 11



2 Principles of logo & symbol use

~» 2.4 Logo on a coloured

background

The logo may be placed unchanged on
a coloured background which must be
a colour listed in 3.1 Primary palette,
except for Aimtec orange, on which
the white logo must be used (see

1.1 Primary logo).

Do not place the primary full-colour logo
on backgrounds of other colours.

If the logo is being applied to a very
light-coloured background, use the
black logo. Use the white logo on dark
backgrounds. As a general rule, always
make sure that the brand is easily
legible and visible.

It is important that the selection be
made by a graphic designer or a person
who is more perceptive of the overall
colour contrast, legibility, and aesthetic
impression. The same rules also apply
for the symbol.

Corporate Identity

| aimtec &) aimtec

| aimtec @ aimtec | aimtec &) aimtec
U aimtec -

Colours not included in the primary palette
| aimtec

Correct usage of the logo on primary palette colours
and gradients

AIMTEC a.s. 12



2 Principles of logo & symbol use

~» 2.5 Logo on a black-and-white

background

The primary colour logo and the black
logo may be applied to grey backgrounds
which are up to 40% black.

In the range between 40% and 60% black,
the colour logo with a white or with a black
wordmark, the pure black logo, or the pure
white logo may be used.

The colour logo with a white wordmark
or the entirely white logo may be used
on grey backgrounds which are 60%
black or more.

As a general rule, always make sure that
the logo is easily legible and visible.

It is important that the selection be made
by a graphic designer or a person

who is more perceptive of the overall
colour contrast, legibility, and aesthetic
impression. The same rules also apply for
the symbol.

Corporate Identity

&) aimtec

&) aimtec

&) aimtec

100%
4 aimtec

60%

40%
_ | aimtec

0%



2 Principles of logo & symbol use

2.6 Logo on a photograph

Use of the logo on photographs depends
on the character of the background.

When using a logo on a photograph,

the contrast between the background
colours and the logo colours is important.
The logo should not be placed on a noisy
background or a background with

a fragmented pattern.

If the photograph features diverse and
complex motifs, a black filter can be
used to improve logo legibility; the filter is
defined in .
As a general rule, always make sure that
the logo is easily legible and visible.

If none of the tools described here can be

used, the primary colour logo can be used
on a separate block; see chapter

Corporate Identity

Photographs with high-contrast
backgrounds featuring a sufficiently
legible logo

Photographs with black filters
to improve logo legibility

Sufficiently calm photographs
for simple logo

If the logo is illegible, a white block
should be used under the logo

AIMTEC a.s.

&

»




2 Principles of logo & symbol use

~» 2.7 Things to avoid

The following are things to avoid in the logo,
representing cases where the logo has been
altered, i.e., the colour or typeface has been
changed, the proportions distorted, or new
elements added.

amee  “aimtec

The showcased examples of things to avoid

represent just a few possible examples of

incorrect usage, demonstrating a disruption 3
to the aesthetic perception of the unified

corporate identity and a violation of O
the rules of visual communication. e

aimtec

1 Do not distort the logo’s proportions.

&) aimtec

2 Do not make the height of the text level
with the symbol.

3 Do not rotate the logo to
different angles.

4 Do not add lines, drop shadows,
or other effects.

5 Do not change the colour of the logo
to colours other than those defined
in chapter 1.1 Primary logo.

6 Do not place the colour logo directly
on a colour background; use a white
block.

7 Do not add new elements to the logo
safe space.

8 Do not use a transparent logo.

Corporate Identity AIMTEC a.s. 15



2 Principles of logo & symbol use

~» 2.8 Co-branding

If the logo must be used in combination
with another company’s logo, the logos
are to be separated by a vertical

or horizontal line.

The individual logos must be kept
at the proper distance, which is defined
by the height of the symbol.

The length of the line dividing the Aimtec

logo and the other company’s logo is
based on the longer of the two logos.

Corporate Identity

Horizontal version Vertical version

Logo safe space

aimtec

aimtec

IAD

‘ Possible placement on a white block

=~
x

v

Yo
Vertical version — other layout options

aimtec aimte aimtec

Examples

K1 ) aimtec | . ZEBRA

) aimtec | {LzEBRA [} aimtec

3\ ZEBRA

AIMTEC a.s. 16



2 Principles of logo & symbol use

2.9 Combinations with the claim
Be digital. Faster.

In cases where the logo is combined with
the claim Be digital. Faster. containing
elements, the claim is 2x wider than the
width of the logo.

If the logo is combined with just the

primary tagline without elements, the claim
is 3x wider than the width of the logo.

Corporate Identity

aimtec

Be digital.
Faster.

aimtec

Be digital.
Faster.



2 Principles of logo & symbol use

~» 2.10 Logo in physical form

If the logo must be reproduced in

a physical form, contact the person at the
company who is responsible for uniform
communication to consult the correct size,
placement, and combination of materials.

The material must always be chosen
according to the form’s purpose and the
conditions under which it will be used.

Contact person:

Zdenék Elias

Creative Manager

+420 776 195 253
zdenek.elias@aimtecglobal.com

I

mnur'\‘.uw .~

i |i|1||.|||lI||| ||.,IH
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3 Colours

> 3.1 Primary palette
Aimtec orange Aimtec yellow Aimtec black

PANTONE 144 PANTONE Yellow PANTONE Black 6
CMYK 0/55/100/0 CMYK 0/5/100/0 CMYK 60/40/40/100
RGB 255/145/0 RGB 255/230/0 RGB 0/0/0
HEX ff9100 HEX ffe604 HEX 000000
The primary colour palette is an important RAL 1033 RAL 1018 RAL 9005
element of visual communication and it
can be used throughout various content.

Precise definitions of the primary palette
for various purposes:

= CMYK is used for the colour register
in printing applications.

* RGB is used for digital displays Ve ™

(monitors). Cream White
= PANTONE i t col

- theorinti': ”s‘::czz: spot colour PANTONE Warm Gray 1 C PANTONE  11-0601 TPX

printing p : CMYK 0/2/4/5 CMYK 0/0/0/0
* RAL is used for wall paint. RGB 243 /239 /233 RGB 255/ 255/ 255
. . HEX f3efe9 HEX it
HEX.|s used. t.o create websites RAL 9003 RAL 9010
and in e-mailings.
o %

Light grey Dark grey
PANTONE Cool Gray 2 C PANTONE 425 C
CMYK 0/0/0/18 CMYK 0/0/0/63

RGB 209 /209 /209 RGB 94 /94 /94
HEX did1d1 HEX 5ES5ESE
RAL 7047 RAL 7012

Corporate Identity AIMTEC a.s. 20



3 Colours

~» 8.2 Gradient palette

Gradients are an important element
of visual communication. Their appearance
is defined in 6.4 Colour gradients.

To create a gradient which is rich in colour,

always use a combination of the three
colours specified in this chapter.

Corporate Identity

Location 0%

Aimtec yellow

PANTONE Yellow
CMYK 0/5/100/0
RGB 255/230/0
HEX ffe604

AIMTEC a.s.

50%

Aimtec orange

PANTONE 144

CMYK 0/55/100/0
RGB 255/145/0
HEX ff9100

100%

Dark orange

PANTONE 716 C

CMYK 0/61/99/0
RGB 234/118/5
HEX ear600

21



3 Colours

~» 3.3 Aimtec element palette
Aimtec orange Aimtec yellow

PANTONE 144 PANTONE Yellow

CMYK 0/55/100/0 CMYK 0/5/100/0
RGB 255/145/0 RGB 255/230/0
HEX ff9100 HEX ffe604

The palette presented on this page may RAL 1033 RAL 1018

be used only on elements. They must
not be used at random as part of the
corporate identity.

Each element has a specific colour
assigned to it:

Arrow orange
Gantt chart blue
Stripes yellow Ve ~
Double arrow blue Red White
Dots red
PANTONE 1665 C PANTONE 11-0601 TPX
Precise definitions of the primary palette CMYK 0/80/100/0 CMYK 0/0/0/0
for various purposes: RGB 255/80/0 RGB 255/ 255/ 255
. . HEX ff5000 HEX ffffff

'CMY.K .|s used for tlhe colour register RAL 2009 RAL 9010

in printing applications.
= RGB is used for digital displays

(monitors).
= PANTONE is used as a spot colour

in the printing process.
= RAL is used for wall paint.

isu wall pai 9 )

= HEX s used to create websites
and in e-mailings.

T 99 eccccee

Corporate Identity AIMTEC a.s. 22



3 Colours

~» 3.4 Graph and chart palette

The palette presented on this page may

be used for graphs, charts, and technical
illustrations and presentations. However,
most graphic content should follow

the primary palette presented in chapter
3.1 Primary palette.

Precise definitions of the primary palette
for various purposes:

= CMYK s used for the colour register
in printing applications.

* RGB is used for digital displays
(monitors).

= PANTONE is used as a spot colour
in the printing process.

* RAL is used for wall paint.

= HEX s used to create websites
and in e-mailings.

Corporate Identity

Aimtec orange

65%
PANTONE 144
CMYK 0/55/100/0
RGB 255/145/0
HEX ff9100

[o)

RAL 1033 80%
Aimtec yellow

65%
PANTONE Yellow
CMYK 0/5/100/0
RGB 255/230/0
HEX ffe604 o
RAL 1018 80%

30%

30%

AIMTEC a.s.

HEX ffb759

HEX ffdeb2

HEX ffef5¢

HEX fff7b4

HEX b9ecf3

HEX ded8ea

Red

PANTONE 1665 C

CMYK 0/80/100/0
RGB 255/80/0
HEX ff5000

RAL 2009

30% HEX fbdOb5

Dark blue

PANTONE 2144

CMYK 100/45/0/0
RGB 0/102/ 186
HEX 0066ba

RAL 5017 HEX c4cdea

65% HEX cfdc77

30% HEX e9efc6

23
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4 Typography

4.1 Primary typeface

Helvetica Neue LT Pro is the primary
typeface used in content produced by
Aimtec. It is a sans typeface with a plenty
of glyphs to cover all of the company’s
communication needs. If it is objectively
impossible to use this typeface, it can be
replaced with the system font listed in
chapter

Corporate Identity

Helvetica Neue LT Pro

Helvetica Neue LT Pro 45 Light
AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabcédeééfghiijkimnopqrissttuddvwxyzz
1234567890 V4 1o %4 #%&@*?7—(+)§

Helvetica Neue LT Pro 55 Roman

AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabccdeééfghiijklmnopqgrissttualvwxyzz
1234567890 V4 Yo 341# % &@*?7—(+)§

Helvetica Neue LT Pro 75 Bold
AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabccdeééfghiijkimnopqrissttutiivwxyzz
1234567890 Vs V2 34!1#%&@*?-(+)§



4 Typography

4.2 Secondary typeface

The secondary typeface is designated

for setting longer bodies of text, such as
annual reports, an image profile of the
company, case studies, etc. Source Serif 4
is freely available on Google fonts.

Corporate Identity

Source Serif 4

Source Serif Regular

AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabccédeééfghiijklmnopqrrssttuativwxyzz
1234567890 Y4 V5 %4\ #% &@*?—(+)§

Source Serif Bold
AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabccdeééfghiijklmnopqrissSttutuvwxyzz
1234567890 Y4 V5 341 #% & @*?2-(+)§



4 Typography

4.3 System font

If the primary typeface cannot be used,
it can be replaced with a system font.

The system font is Arial, a typeface which
is widely available across all operating
systems and therefore optimal for
everyday office work.

Aimtec content which uses Arial:

Contracts

Personnel records

Financial reports

Invoices

Sales records and specific sales
presentations

MS Office documents which can be
accessed by all Aimtec employees

Corporate Identity

Arial

Arial Regular

AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabcédeééfghiijklmnopqgrissttuuuvwxyzz
1234567890 Y4 Vo %1#%&@*?—(+)§

Arial Bold

AABCCDEEEFGHIJKLMNOPQRRSSTUUUVWXYZZ
aabccédeééfghiijklmnopqgrissttuuuvwxyzz
1234567890 V4 Vo Y%l#%&@* ?—(+)§

AIMTEC a.s.
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4 Typography

4.4 Sample settings

Sample setting for a longer body of text.

This example is for illustrative purposes

only. The layout may be carefully adapted

according to the type and purpose
of the text.

The typesetting values are listed as:
font size / leading / tracking. Font size
and leading are measured by point, while

tracking is measured by 1/1000 em dash -

a unit of measurement which is relative
to the size of the font being used.

A combination of Helvetica Neue LT Pro
45 Light and Helvetica Neue LT Pro 75
Bold styles may be used to emphasise
key information.

The text should be set by a graphic
designer or an experienced person
who is more perceptive of the overall
colour contrast, legibility, and aesthetic
impression. More detailed typography
settings in Adobe are listed on

the following page.

Corporate Identity

Heading 2
Helvetica Neue LT Pro 75 Bold
12/15/0

Heading 1
Helvetica Neue LT Pro 45 Light
42/45/0

Heading 1 - emphasis
Helvetica Neue LT Pro 75 Bold
42/45/0

Lead paragraph
Helvetica Neue LT Pro 55 Roman
15/18/0

Lead paragraph - emphasis
Helvetica Neue LT Pro 75 Bold
15/18/0

Body copy
Source Serif 4 Regular
12/15/20

Body copy - emphasis
Source Serif 4 Bold
12/15/20

Robert Cameron’s Presentation at TAL2023

A Brave New World
IN Automotive
Logistics

Face-to-face with a changed reality in the automotive
supply chain. Step into the future of automotive
logistics with Robert Cameron, Head of Production,
Logistics, and Aftermarket Department at the German
Association of the Automotive Industry (VDA).

Over the past two years, this dynamic industry has faced
unprecedented challenges, surpassing anything experienced in
the preceding fifty years. With this in mind, Cameron tackles the
pressing question: What principles must we shed, and how can
logistics managers effectively navigate these uncharted waters?

AIMTEC a.s. 28



4 Typography

4.4 Sample settings

This page shows the Adobe InDesign
settings for the values listed on the
previous page. These values can be set

the same way in other Adobe programs.

Typeface
Style

A

B

C Font size (points)
D Leading (points)
E

Tracking (1/1000 em)

Corporate Identity

Flexible,
standardised
and agile.

A Helvetica Neue LT Pro
B 45 Light

C 42 pt

D 45 pt

E 0

¢ Character

A Q_~ Helvetica Neue LT Pro

I 45 Light

c Kk

C 42b
V/ﬁ « Metrics

AIMTEC a.s.
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4 Typography

4.5 Things to avoid

The following basic principles should be
avoided when setting text.

Using the typeface in the correct, uniform
manner always supports the message in
the text. By adhering to the recommended
rules and keeping the structure

of information clear, you ensure that

the company’s communication is uniform
and understandable.

Recommended settings:

1 Avoid excessively large or small
leading.

2 The use of several font sizes within
a single communication is not
recommended.

3 Avoid excessively large or tight
tracking.

4 In all communications, avoid using text
in upper case and small caps.

Corporate Identity

Recommended settings

Keep production
running smoothly

with efficient
maintenance processes

Keep producti Keep production
running smoothly

with efficient

running smoothly

maintenance efficient
with efficient processes aintenance
processes

maintenance

processes

Keep production
running smoothly
with efficient
maintenance
processe

eep production KEEP PRODUCTION

running smoothly NNING SMOOTHLY
with efficient WIT
maintenance
processes

AIMTEC a.s. 30



4 Typography

~» 4.6 Typography usage examples

You face
new challenges
every day

—

EDI & SAP

Simply and

- aimtec

simultaneously.

Learn more

If it is objectively impossible to use
Helvetica Neue LT Pro 45 Light in the
main headings (lack of space, unclear
message, etc.), it can be replaced with
the 75 Bold style.

Use of Helvetica Neue LT Pro 45 Light is
not recommended for use at smaller sizes;
it can be replaced with Helvetica Neue LT
Pro 55 Roman.

Corporate Identity

Productic
as a part o

Create a production plan in an interactive planning
table using a variety of strategies for arranging
production commands

I’'m interested Learn more

“No matter which SAP system version you choose for
your company’s development, we’ll help you to set
it up. Adapt your system to reality — not vice versa.
Ensure your adaptation is final and sustainable, with
perfectly documented changes.”

Martin Bezdék

SAP Consultant

Subscribe to our newsletter full of insights into automation
and digitalisation in the automotive industry.

Aimtec

By registering, you agree to the processing of your personal data by Aimtec

as described in the Privacy policy.

Insiwas

i@ aimtec

You ‘n’t need a software company.

You need

an ability companay.

aimtecglobal.com

AIMTEC a.s.

Products

Zebra

Discover the best in
human/system interfaces

The Zebra solution is a broad portfolio of products and

Consultant

Set up processes in production
or logistics in companies
around the world.

31



4 Typography

4.7 Naming Aimtec

Here are the rules for writing
the name Aimtec.

Corporate Identity

Proper writing of the name:

Aimtec

Lower-case “a” is only used in the logo (graphic element):

aimtec

When writing about the corporate subject, use:

AIMTEC a. s.

AIMTEC a.s.

32



4 Typography

4.8 Website typography rules

When writing web addresses, always
emphasise the word Aimtec. An arrow may
be placed before the web address.

The height of the arrow is % the height
of the web address.

Corporate Identity

Y3 x X
aimtecglobal.com
kariera.aimtecglobal.com

Helvetica Neue LT Pro 75 Bold —— aimtecg|0ba|_com —— Helvetica Neue LT Pro 55 Roman
kariera.aimtecglobal.com
aimtechackathon.cz
insights.aimtecglobal.com
aimtecopenrace.cz
portal.aimtecglobal.com

AIMTEC a.s. 33






5 Be digital. Faster. claim

5.1 Basic version

Be digital.
Faster. Be digital. Faster.

Basic tagline — on two lines or one
The claim Be digital. Faster. (BDF) is an

integral part of Aimtec’s corporate identity.
It can be used throughout all printed
materials and in other content as long

as the defined rules are observed.

This page shows different ways to use Be digital. Be dlgltal Be dlglta|
the claim. Using the claim on a separate Faster. Faster. - Faster.

background is defined in chapter

Solid elements under BDF - loose,
compact, two elements

Be digital.
Faster.

Combination of solid and outlined
elements. The outlined elements
are farther from BDF.

000000

Be digital. Be digital.
Faster. Faster.

If all elements are outlined,
they must be farther from BDF.

Corporate Identity AIMTEC a.s.



5 Be digital. Faster. claim

5.2 Safe space

The safe space establishes the area
surrounding the logo that must be free
from any additional text or graphic
elements. Maintaining the safe space is
important for brand legibility and clarity.

The safe space is measured by the height
of the letter F in the claim.

Corporate Identity

e digital.
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5 Be digital. Faster. claim

5.3 Scaling range
& minimum size

The scaling range defines the recommended
minimum sizes of the claim on commonly
used marketing collateral and merchandise.

In exceptional cases, a smaller size

than the one defined here may be used
provided that legibility and clarity are
preserved. The claim was designed to be
easily recognised, even at small sizes.

It is important to remember that

the legibility of the claim at minimum
sizes depends on the quality of the printer
or display, and therefore the minimum size
is only recommended.

Corporate Identity

Tisk

H: 58.5 mm 166 px

H: 40.5 mm 115 px

H: 34 mm 96 px

H: 8 mm 23 px

Digital

H: 293 px

H: 195 px

H: 122 px

H: 30 px

Bedigital.

. Bedigital.
._Faster. I

. Bedigital.
. _Faster. -

Bedigital.
Faster,

Bedigital.
Faster

. Bedigital.
__Faster.

i Bedigital.

Bedigital.
Faster,

AIMTEC a.s.

145%

100%

85%

20%

100%

67%

42%

10%

A3 format

A4 format

A5 format

minimum recommended size

screen 1920 x 1080 px

screen 1200 x 627 px

screen 300 x 600 px

minimum recommended size
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5 Be digital. Faster. claim

5.4 Use on backgrounds

Examples of recommended use of claims
on various backgrounds.

This chapter presents several basic
principles. As a general rule, always
make sure that the claim is easily legible
and visible, and avoid applications

on backgrounds which are too variegated
and fragmented.

Corporate Identity

Be digital.
Faster.

Be digital.

Faster.

Be digital.
Faster.
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- Be digital
- Fast i

Be digital.
Faster. -



5 Be digital. Faster. claim

5.5 Things to avoid

The principles of things to avoid in the
claim correspond to those described for
the logo in chapter

Rules specifically applying for the claim
are as follows:

1 Do not use outlined elements directly
underneath the claim, as this reduces
text legibility and makes the elements
appear messy.

2 Elements must not overlap the tagline.

3 The arrow must be aligned with
the tagline.

4 Do not randomly change the element
colours.

5 Do not place the colour claim
on a background which is not defined
on the previous page.

Corporate Identity

Be digital. oL
Pastey o Bedigital

N Y

Bedigital.
Faster.

Bedigital. Be digital.
-aster. Faster. |
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5 Be digital. Faster. claim

5.6 Use in marketing campaigns

@ aimtec ‘ Be digital.

Faster.

The claim Be digital. Faster. may be used
on a single piece of content together with

RSN You don’t need a software com|
other corporate identity elements such as ’ ol » YOU ﬂeed p“;bl I |ty

the logo, web address, or other messages

according to type of marketing campaign. f / COm paﬂy

It is always important to select the - -
right layout according to the specific = aimtecglobal.com
format. The format should clearly show
the hierarchy of individual elements (see
examples). When the elements are aligned
correctly, balance and clear order are

it information I ok esommended, | You need an ability
company.

You don’t need a software company. ) aimtec ) aimtec

an ability
company.

You don’t need
a software companyl

T You need
an ability
s company.

Be diPital. Faster.
) i

=) aimtecglobal.com

) aimtec
' s

You don’t need a soﬁware ¢ Be digital.

Faster. -3 aimtecglobal.com

You need an'ab'lﬁ’ty Company

=» aimtecglobal.com
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6 Corporate identity graphic elements

6.1 Aimtec elements
6.1.1 Aimtec element set

Elements are an important part

of the corporate identity, and they can

be applied in the creation of most Aimtec
visual content. The elements may be used
as a standalone, together with a text, or as
a graphic element on a photograph.

CXONORONOCRONG

The elements have clearly defined rules
for use which are outlined in this manual.
The elements are available in curves,

so they do not need to be re-drawn.

Individual elements must not be used in
colours other than the ones listed on this
page. The element palette and specific

colour specifications are described in

If elements are applied to a gradient,
they must always be placed in a way that
makes them clearly visible. The orange
arrow element must not be used

on a gradient.

LS L

Changes and intervention into the

appearance of Aimtec elements are %@ §>§>

not permitted.

O00000O0 (ONCNONCRONOXE
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6 Corporate identity graphic elements

> 6.1 Aimtec elements
6.1.2 Aimtec element usage
examples

Get in touch

Want to learn more about Asprova APS? Contact
an Aimtec specialist. They’ll show you further specifications
for this planning system, along with example deployments.

Vaclav Kalina

You don’t need a&tware company.

N
You ne

Business Consultant Production Planning Solutions

Contact a specialist

& aimtec

Elements may be placed on photographs
in a way so that they respect the main
subject of the photograph (usually a person)
and are primarily integrated into the
background (in the second layer).

If elements must be laid out in the first
layer, always make sure they do not
touch the face.

Products

EDI as
a Service

Cover B2B communication from
start to finish

Corporate Identity

AIMTEC a.s.

Do you have-"
the abilities y&u need
forhandling-it all’2
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6 Corporate identity graphic elements

> 6.2 Lines

Outline versions of elements may also be
used. Make sure that the lines are easily
visible. The lines should be neither too
thick nor too thin. If the elements arranged
on a single format are of different sizes,
make sure that all elements have the same
stroke widths.

Within a single document (such as an

annual report or a flyer), the stroke width
of the lines should always be identical.

Corporate Identity
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6 Corporate identity graphic elements

6.2 Lines
6.2.1 Scaling range
Tisk

W: 0.529 mm 15b

The scaling range defines the recommended
W: 0.3583mm 1b

element outline width on commonly used
marketing collateral and merchandise.

W: 0.353mm 1b

This page illustrates the line width settings
for various formats; however, the priority

is that all element lines in a single piece W: 0.15mm 0,425 b
of content be uniform and have preserved

legibility. Always consider the print and

digital display quality as well as the type of

application and adjust the line accordingly.

Digital

Corporate Identity AIMTEC a.s.

150%

100%

100%

42.5%

100%

100%

42%

A3 format

A4 format

A5 format

minimum permitted width

screen 1920 x 1080 px

screen 1200 x 627 px

screen 300 x 600 px
minimum permitted width
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6 Corporate identity graphic elements

~» 6.3 Colour fields 4% ‘@

Colour fields are usually used with

rounded corners. If several different fields

are used in the background on a single 100%
document, the rounded corner setting for

each field will be based on the field with

the highest vertical dimension. All corners

in a single document must be identical,

even if they have different heights.

The rounded corner setting equals 4%
of the height of the colour field.

For example:
Height 10 cm = 100% 4%
Rounded corner setting 0.4 cm = 4%

This rule applies only for colour fields used
as the background. For smaller objects,
such as buttons, the rounded corner
setting may be set to 1-2%.
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6 Corporate identity graphic elements

~» 6.4 Colour gradients

Aimtec’s corporate identity also includes -
colour gradients, which complement

the group of colour fields. Gradients

are always composed of three colours

to maintain their dynamic appearance.

Colours designated for gradients are

defined in chapter 3.2 Gradient palette.

3 Organic gradients

Gradients are divided into three
categories:

1 Basic gradients
2 Diagonal gradients
These are for primary use throughout all
content.

3 Organic gradients

These are additional gradients to be used
in special cases, such as a PowerPoint
background, screen wallpaper, or similar
applications.

1 Basic gradients 2 Diagonal gradients
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6 Corporate identity graphic elements

~» 6.4 Colour gradients
6.4.1 Gradient usage examples

Today’s manufacturers need the ability
to automate, implement full scale MOM
and grow efficiently around the globe.

Discover a comprehensive solution

Be digital.
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6 Corporate identity graphic elements

6.5 Icons

Icons are an integral part of the corporate
identity. Each icon used in visual

content helps to provide a full picture

of the functions, properties, and benefits
connected with the solutions Aimtec

can offer.

All icons are available in the
Aimtec database.

Icons are often used in diagrams
of a more technical character, but also in
illustrations, presentations, printed matter,

websites, and other promotional materials.

Icons may also be used in colour in
accordance with chapter

These icons are not primarily intended for
use in Aimtec applications and products.
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6 Corporate identity graphic elements

6.6 Photography
6.6.1 Image

Photographs of employees in the
corporate environment offer a snapshot
of their everyday working lives. The
emphasis is placed on corporate culture,
a pleasant atmosphere, professionalism,
teamwork, openness, and joy at work.
The people in the photographs are using
work computers or tablets; graphs and
charts from corporate presentations

may also appear. In most cases, the
photographs are in cool colour tones and
try to integrate one of the primary colours
of Aimtec’s corporate identity.

When selecting or taking photographs,
emphasis is placed on authenticity,
from the authenticity of the environment
in which the photographs were taken

to the authenticity of the people in the
photographs — who in most cases are
chosen from Aimtec’s own people.

Corporate Identity

AIMTEC a.s.
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6 Corporate identity graphic elements

> 6.6 Photography
6.6.2 Campaign photography

Photographs of company experts.

Photographs are taken at a variety

of locations depending on the type

of campaign and area of expertise.

The photographs aim to present
Aimtec’s know-how, stability, certainty,
and professionalism as represented

by the company expert. The people

in the photographs are not using any
tools, are directly facing the camera, and
have a subtle smile. An orange element
is clearly visible on the photographs.
The colour temperature depends on
the location — warm tones for corporate
environments, cooler tones for factory
floors and other technical areas.

When selecting or taking photographs,
emphasis is placed on authenticity,
from the authenticity of the environment
in which the photographs were taken

to the authenticity of the people in the
photographs — who in most cases are
chosen from Aimtec’s own people.
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6 Corporate identity graphic elements

-» 6.6 Photography
6.6.3 Product photography

(IR
¢

I
1

Photographs showing the customer’s
environment. The shots primarily aim

to present Aimtec customers’ modern
technology, production, warehousing,
logistics, materials, and semi-finished and
finished products. The photographs also
show precision, automation, processes,
and software. People are not the main
focus of the photograph. The photographs
are in cooler colour tones and focus on the
product, software, or manufacturing, which
they try to show in an unconventional

and striking manner.

When selecting or taking photographs,
emphasis is placed on authenticity,
from the authenticity of the environment
in which the photographs were taken

to the authenticity of the people in the
photographs — who in most cases are
chosen from Aimtec’s own people.
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6 Corporate identity graphic elements

> 6.6 Photography
6.6.4 Photograph usage rules

If the colours in the photograph make

it impossible to insert text and other
graphic elements in accordance with the
rules of good legibility, a linear graduated
filter may be applied. The colour of the
filter is Aimtec black. The angle and

the length of the filter can be adjusted

to the photograph.

Depending on the photograph, a full

filter can also be used. The colour of

the filter is also Aimtec black. The filter
transparency is set between 30 and

70%. A full filter should not be used over
photographs in which the main element is
a human figure or face.

When applying filters, always make sure
that the texts and logo are legible without
disturbing the aesthetic value of the
photographs and the content as a whole.

Photographs with sharp corners are used
in content. If a photograph is placed in a
box alongside a colour field, use rounded
corners; the correct proportions are listed
in 6.3 Colour fields.

Corners of photographs may Photo filters
be rounded only if the photograph 50%

is part of a banner or background.
An example where this would be used

is a website. .

Location 0% 100%

| <> |

Aimtec black
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6 Corporate identity graphic elements

~» 6.7 Graphs and charts
6.7.1 Graphs

Graphs are used primarily in MS Office
applications and are based on the
colour palette specified in 3.4 Graph and
chart palette.

The use of effects, shadows, and other
distortions in graphs is not recommended.

Colour usage hierarchy:

G 2020 2021 2022 2023

Orange
Light blue
Yellow
Violet
Green
Red

Dark blue

~NOoO OBk WN =

20202021 2022
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6 Corporate identity graphic elements

> 6.7 Graphs and charts
6.7.2 Charts

Charts appear especially in MS Office
applications, most often in PowerPoint
presentations. Charts are used to illustrate
the functionality and properties of the
solution being supplied by Aimtec.

Charts are composed of a combination
of elements which are an integral part
of Aimtec’s corporate identity.

Most frequently used elements:

= lcons
= Colour fields
= Text descriptions
(Helvetica Neue LT Pro or Arial)
= Interconnections and dovetailing

The colour palette for charts is specified in
3.4 Graph and chart palette.

If information system layers are depicted,
a larger number of overlapping colour
fields must be used. In this case, shadows

may be used.

Shadow type: Drop shadow
Colour: Black

Indentation: X axis = 0; Y axis =0
Blur: 5 px

Opacity: 45%

Corporate Identity
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Corporate identity graphic elements

-> 6.8 Global reach

Automation solutions — worldwide,
flexible, standardised and agile.

Aimtec’s global reach is simply depicted

by a map of the world composed

of yellow dots. When showing specific

locations where Aimtec products have ......:
been implemented, the colour of the .::.. ::.
dot changes from yellow to white and the

dot is backlit using the outer glow effect

in white. The entire map has a vertical

gradient background which is based on

the specifications in 6.4 Colour gradients.

Corporate Identity



6 Corporate identity graphic elements

> 6.9 lllustrations

Illustrations are primarily used to provide
a full picture of the character of the
products Aimtec provides, or they may
serve as illustrated images in PowerPoint
presentations. The example here

shows just a selection from the series

of illustrations.

Illustrations are based on a combination
of Aimtec elements defined in 6.1 Aimtec
elements. Outlined or solid Aimtec
elements may be used for this purpose.
Different versions of Aimtec elements may
be combined.

Corporate Identity
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6 Corporate identity graphic elements

> 6.10 Isometry

A compact isometric chart helps to
visually represent the areas Aimtec covers
by providing automation and digitalisation
solutions for customers’ operations. The
chart is composed of a distinctive graphic
element which is often used in PowerPoint
presentations, but also appears

on websites.

The chart colour palette is based on

the primary palette defined in 3.1 Primary
palette, but given its complexity, minor
modifications are permitted for object
shadowing. In addition, a colour gradient
is used on partial areas of individual
objects; gradients are defined in

6.4 Colour gradients.

The primary way of working with the
chart is shown in the example at the

top. Do not randomly insert additional
isometric elements or other elements into
the compact, seamless chart.

Individual objects may be used to create
other Aimtec marketing materials.
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7 Visual identity

7.1 Printed stationery
7.1.1 Letterhead

The primary letterhead mainly serves for
everyday correspondence.

The primary logo at 100% size on
an A4 format (i.e., 8.3 mm) is placed
in the header.

The logo is placed at a distance
corresponding to two symbols from the
top edge of the document and three
symbols from the right and left edges
of the document.

The space below the header is reserved
for the body of the communication. The
digital template defines the font for the

main text format as Arial, colour: black.

The document title, pagination,
and Aimtec’s address, contact
details, and website are located
in the document footer.

Digital templates for documents are

available in the internal repository or
at .

Corporate Identity

Nazev
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Osloveni,

text dopisu — Pro prehledné, tcelné a dokonalé fizeni a spravu projektd vytvol
viastni informani systém s nazvem Bonanza. Pii jeho tvorbé a vyvoji Gerpa
zkusenosti a know-how ziskaného ze stovek projektii u zakazniki. Systém net
jak vyzaduji zakaznici a co si Z4da nestlé ekonomické prostredi.

i i i Aimtec vychazi z jcha

Stavi na projektovém izeni PRINCEZ, ze kterého vyuZiva PBS (product breakd
(work breakdown  structure). Diky tomuto pfistupu Ize podrobné rozpadnou
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agilniho programovani). Tento agilni pfistup se od dodavky fixniho projektu IS
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Prazkumy agentury Standish Group zjistil, Ze jen jedna tietina IT projektd skond
spolecnosti a projektovi experti se shoduji na nejcastsjsich chybéch, jez pre
krachu projekti. Jednou z nich je podle spoletnosti Gartner Spatn fizen proje
celé fada, napt. zahicené IT oddélent, prilis velky a rozsahly projekt nebo pouit
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7 Visual identity

=» 7.1 Printed stationery
7.1.2 Internal documents

Internal document templates are used
for everyday work and document creation
in MS Word.

The title page contains graphic elements
which comply with the rules defined in this
graphic design manual.

The primary logo at 100% size on an
A4 format (i.e., 8.3 mm) is placed in
the header.

The logo is placed at a distance
corresponding to two symbols from

the top edge of the document and three
symbols from the right and left edges
of the document.

The space below the header is reserved
for the body of the communication.

The hierarchy of headings and the body
text format are defined in the digital
template. The system font Arial is used
in the document.

The document title, pagination,
and Aimtec’s address, contact
details, and website are located in
the document footer.

Digital templates for documents are

available on the internal repository or
at marketing@aimtecglobal.com.

Corporate Identity

Vlozte
nazev

”) aimtec

1 Nadpis 1

Ut plat. Reicto quo tempos sust, omnimusti imperfe reperiaspit ad ut undi qui coi
dolupti atquae. Ut qui con enem. Epe praturest, sunt lab is dem dignist re, volore
'sum veriae nobit lautatiis molorro im fuga. Rest quiat. Ficiae nusam lab ipsapi
‘amendit aturia nonse re nobitas eosam, omniam consedi dolo offic tempore, opt

reperia nis nossund antempe matur?

11 Nadpis 2

Ut plat. Reicto quo tempos sust, omnimusti imperfe reperiaspit ad ut undi qui coi

sed quia aut eicienda
junti officto quo eiciae
nis ipsumaue earcips
as velescium imusdae;

sed quia aut eicienda

dolupti atquae. Ut qui con enem. Epe praturest, sunt lab is dem dignist re, oloreiunt officto quo eiciae

'sum veriae nobit lautatiis molorro im fuga. Rest quiat. Ficiae nusam lab ipsapi
‘amendit aturia nonse re nobitas eosam, omniam consedi dolo offic tempore, opt
mossequam reperia nis nossund antempe matur?

1.1.1 Nadpis 3

Ut plat. Reicto quo tempos sust, omnimusti imperfe reperiaspit ad ut undi qui coi
dolupti atquae. Ut qui con enem. Epe praturest, sunt lab is dem dignist re, volo

sum veriae nobit lautatiis molorro im fuga. Rest quiat. Ficiae nusam lab ipsapi
‘amendit aturia nonse re nobitas eosam, omniam consedi dolo offic tempore, opt
mossequam reperia nis nossund antempe rnatur?

Ut plat. Reicto quo tempos sust, omnimusti imperfe reperiaspit ad ut undi qui coi
dolupti atquae. Ut qui con enem. Epe praturest, sunt lab is dem dignist re, volore
'sum veriae nobit lautatiis molorro im fuga. Rest quiat. Ficiae nusam lab ipsapi
‘amendit aturia nonse re nobitas eosam, omniam consedi dolo offic tempore, opt
mossequam nossund antempe matur?

14411 Nadpis 5
Ut plat. Reicto quo tempos sust, omnimusti imperfe reperiaspit ad ut undi qui co
dolupti atquae. Ut qui con enem. Epe praturest, sunt lab is dem dignist re, volor
'sum veriae nobit lautatiis molorro im fuga. Rest quiat. Ficiae nusam lab ipsapi
‘amendit aturia nonse re nobitas eosam, omniam consedi dolo offic tempore, op
mossequam nossund antempe rmatur?

- Enem
Ut plat. Reicto quo tempos sust, omnimusti
- Utplat. Reicto quo
- Utplat. Reicto quo
- Utplat. Reicto quo
- Utplat. Reicto quo

nis ipsumaue earcips|
tas velescium imusdae|

ised quia aut eicienda
iunti officto quo eiciae
nis ipsumaue earcips
tas velescium imusdae|

sed quia aut eicienda
junti officto quo eiciae
nis ipsumaue earcips
s velescium imusdae;

sed quia aut eicienda
iunti officto quo eiciae
nis ipsumaue earcips|
as velescium imusdae

”) aimtec

AIMTEC a.s.

pimtecglobal.com|
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7 Visual identity

=» 7.1 Printed stationery

7.1.3 Envelopes

Letter envelopes are used to send
individual pieces of mail and mass
mailings. The standard envelope formats
are DL, C4, and C3.

The primary colour logo is placed in the

upper corner (see example) at 100% size.

The distance between the logo and the
edge is defined by the symbol at 100%
size on the respective format. The width
of the website is always the same as the
width of the logo. The size is defined in
2.2 Scaling range & minimum size.

Corporate Identity

DL - 110 x 220 mm

[jg aimtec

Aimtec

U Prazdroje 2807/8
1301 00 Pilsen
(Czech Republic

C” aimtecglobal.com

C3 - 324 x 457 mm

aimtec

Aimtec

U Prazdroje 2807/8
301 00 Pilsen
Czech Republic

[jg aimtec

|Aimtec

U Prazdroje 2807:8
301 00 Pilsen
(Czech Republic

C)’ aimtecglobal.com

C4 - 324 x 229 mm

CI:@ aimtec

Aimtec

U Prazdroje 2807/8
01 00 Piisen

Czech Republic

CI:’) aimte(:élobal.com

CI:’) aimtecglobal.com

AIMTEC a.s.
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7 Visual identity

=» 7.1 Printed stationery
7.1.4 Business cards

Business cards are used by

Aimtec employees at business and Zdenék Elias

other meetings. Creative Manager

The business cards are double-sided. T +420377 225 215

The front side of the business card M +420 7_76 19_5 253

contains the contact details, logo at zdenek.elias@aimtecglobal.com

60% size, and the website with an arrow.
The back side of the business card

contains Aimtec elements and a web - i
address with an arrow. a aimtec aimtecglobal.com

U Prazdroje 2807/8, 301 00 Pilsen, Czech Republic

The business card dimensions are
85 x 55 mm.

In production, the business cards must
be printed on pure white 300 g/m? glossy
paper with matte lamination.

aimtecglobal.com

>
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7 Visual identity

~» 7.1 Printed stationery

7.1.5 Presentation folders

Pocketed presentation folders are used
to hold documents up to A4 in size.

Aimtec elements on a white background,
the primary logo at 100% size

in the lower right corner, and the claim
Be digital. Faster. are located on

the outside of the folder.

The inside is free of any graphic

elements or logos and is fully covered
in Aimtec orange.

Corporate Identity

....................

>

AIMTEC a.s.

) aimtec
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7 Visual identity

=» 7.2 Case studies

Case studies help to provide information
about the solutions Aimtec has
implemented and delivered to its customers.
The document aims to familiarise readers
with the basic premises of the project, the
technologies used, and the benefits reaped
by the customer.

Visually, the document is based on the
basic rules outlined in this manual.

A library of case studies in PDF format
is available at Aimtec.

Corporate Identity

) aimtec

A fully automated warehouse
t

About BRANO GROUP

gest p. the Czech Republic. It
s g people.
Ithas been in business for aver 160 years. It produces mechanical components, locks, jacks
and other parts, primarily for a . i BMW,
Daimler, GM, Skoda Auto and VW. Besides nine branches i the Crech Republic, it also owns
in Chi i frica, Slovakia and the USA. si

s , Russia, South Hradec nad
Moravict. Digitalisat lines with the ERP system and
deselop an in-house MES system platform, has been a hot topic in BRANO GROUP for several

years now. However, logistics and data from logistics and

“This i why in 2020,

P long.
a new hall with 2 fully automated warehouse.

conditions that arise from the real-world nesds of the technology and the overal process.
“This adaptabilty applies oven whon these factors wero not - or do ot noed to b - known during
the project’s analysis or definiton.

ding the new warehouse was fairly simple. The far
challenge for us was digitalising logisics processes
nearly non-existent unilthis time. By introducing
mated warchouse, which changed the flow of
and information, and cooperating with Aimtec and
tners, ve brought our understanding of intralogistics
i century”

Afer acceptance and veriication, materials are transported using standarcised pallets with KLT
Garriers into the warehouse using an infeed rlle conveyor. Non-standard materials are stored in

a special part of the warahouse. An AGV Automated Guidad Vel transports ful palts nfo and
rom a rack to the depalletiser, and partial palets nto the rack, or performs handing actions on
ompy palets. The depaletser is an automated machine that disassembles palets and relocates
KLT carriers that the ollertrack. Besides logistcs techndlogics,

a porton of production has also been placed in the new hall - the nection moulding shop, which

is supplied from the automated warehouse. KLT carrirs rc out rom the injection mouiding shop
or the depaletiser along a roller rack ito the warehouse with two automated stackers past a node
with a scanner and a scale at is performed. )

.9, how much a carier weighs and what it confains, in what amount. The stackers then store the
material or semi-nished goods into the right positon i the warehouse, 50 m long. It contains 5,600
positons, which have a depth of 4 for small KLT carres, or 2 for large ones. The stackers also
bring carties out onto the Gonveyor: i transports them to the milkrun trins, and these ride to the
incivicual shopfioor work cenlres based on current needs

v a
/" Internal employees changed thel thinking,

/" Further plans include the introduction of 6.g. a process for automated JIS picking from
customers and tha diitalsation and implementation of WMS o other divisions.

v and betier with internal and
external suppliers and work are also planned.

AIMTEC a.s.

(c(;, Project
goals

>>  Digitalising and automating logistics processes in the realms of materials warehousing,
release o production, and work-in-progress tracking n the newy consiructed warehouse.

> assembly fnes and types of materials;
athroughput of 300 KLT carriers ino the warehouse, 250 out o the warehouse).

> Expanding the warehouse to 150% of s crignal capaty.

> Introducing more detailed the level of detail from
1o specific handiing units - crates).

> Simpitying materias handin.

> Enablng nonstop warshouse operations 24 hours a day.

/" Ensuring the launch he
halting seral procuction.

/" Interconnecting the current ERP system with the WMS. Defining which
system would be the master for the individualtransferred data units,

e ol logistics
into the new concept.

/" Interlinking allthe technology suppliers nto one functional whole
in & single moment

Aimtec’s solution: the DCIx digitalisation platform
for technology management and integration

The task of interconnecting and controling all th technologies supplied and the exsting logistics

o entrusted to Amtec. They.

ook t on using the flexible DCIx digalisation platform, which also serves as the central brain for

the whole project. - the joining of  manual logitics

processes - and vertical integration from the standpoint of nformation systems were performed

DCix collests data and sends it to the Helos Green ERP syster. Helios Green also communicates

back towards DCIx. For example, DCix controls the number of pallts on the roller conveyor and sets

how many of them shouid be supplied to production based on the consumplion level, It instructs

the stackers, teling ther where they should store the KLT cariers and should pick them based on

minimum and maximur values in a specifc production line. Aimtec first implemented the project
which simulated the chnologies 5o that the entire

information system. Aimtec then replaced the emulator with real-wori technologios and veriid

the whole system’ readiness. DCix is configurable and can adapt to new processes, changes, or

°° New technologies
and other partners

SWISELOG LOGTECH
Two automatic stackers Operatng the rolr
Controling the roller for storing KLT boxes. Gonveyors and physical
conveyors Acapacity of 20,000 interconnection of
boxes, speed 6 m/s, technologies, automaic
cyce fime for putaway passage tracks
and picking
BuUNGHEINRICH on average 305

AGV for pallet transport ASZ
Gapacty of 15 pales
per hour AFNEDCON Delery and insalton
ofthe depaletser
Thres types ofrack

systems.
The main benefits
is colected based units.
28,000 KLT carriers
and precise traceability.
Flexibility is also (@ shifts;

Warehouse capacity is up by 50%.

forthe bout where.

‘cach itom s stored.

< <KX

High work
the demanding automotive environment.

-» aimtecglobal.com
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7 Visual identity

~» 7.3 Flyers

Designed in accordance with this manual,
the A4 and A5 flyers are an excellent
example and inspiration for how to further o . _
work with the Aimtec corporate identity ot pation

to create printed materials. M an UfaCt U rl n g
Execution System

Collect the latzs d monitor
production processes in real time

This solution can evaluate events in manufacturing and configure
speific rules lor every machine. |1 conlrols operalions, assesses
results and escalates for every discrepancy.

cosls during subs

adminigtration ard data
renting — end abo save time manufacturing work centres
Ior manegecs.

dawntimes and
parftrmance-raducticn
ramsans cuts down o WHRs
and ralses everall efficloncy.

and procaseas. And
incraasa thair motivation

=) aimtecglobal.com

Corporate Identity AIMTEC a.s.



7 Visual identity

~» 7.4 Email signatures

Aimtec employee digital signatures are
used in email communications. The
signature comprises two sections:

The upper section remains unchanged and
contains Aimtec’s contact details and links
to social media profiles.

The lower section is composed

of a 388 x 152 px banner. The content
of the banner changes according to
current need. All banners below the
signature are created in accordance with
the rules outlined in this manual.

Corporate Identity

Zdenék Elias
Creative Manager

) aimtec

Aimtec

U Prazdroje 2807/8, 301 00 Pilsen, Czech Republic
Reception +420 377 225 215, Support +420 377 240 400
Mobile +420 776 195 253

aimtecglobal.com

fGin O

You don't ised a softiars company... -

You need an ability -comﬁaﬁy.

Zdenék Elias
Creative Manager

) aimtec

Aimtec

U Prazdroje 2807/8, 301 00 Pilsen, Czech Republic
Reception +420 377 225 215, Support +420 377 240 400
Mobile +420 776 195 253

aimtecglobal.com

fGin O
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7 Visual identity

~» 7.5 PowerPoint presentations

=Abilityto

quickly, and downto the second 7 mminC m—

;see the big AsprovaAPS
-picture: iy

PowerPoint presentations represent

important marketing material for Aimtec.

. . Aimtec SClx Solut
Individual slides respect the rules . . . . :
outlined in this manual to the maximum -

possible extent given the capabilities
of MS PowerPoint.

ot savey Expert
Know-How Since 1996, we've been <\

active in the automotive

industry.
7
Your industry. /

The example shows a variety of slides —
from image slides mainly used in
presentations aimed at introducing

the audience to Aimtec, to slides with Configurator Asprova APS
general facts & figures primarily used ﬁ [ 27 &
in presentations describing specific

products or solutions. Pison aftetd || yeer | experionce

=0 Q

APS leader your corporation manufacturing constraints.

Aglobal

you gain

A separate manual on creating PowerPoint R e
presentations has been created and is
included in Aimtec’s internal documents.

Die SAP-Client-Anwendung
vorinstalliert - bestens angepasst
aut Ihre Bedarfnisse

Schnellere Moblie Adeptedto he
Implementierung - I—i shopfoor prooess

end-user device + Flexble
= Dynamic resolution + Pnysical process frst
+ Adtomotive-ready

Optimale Korttiguration der

Configureble User-certric

= Low-code / No-code + Smpified inerface
= No developer + System adapted to
* Dganaaro [ ]

= SAP standard functions mn

Corporate Identity AIMTEC a.s. 68



7 Visual identity

7.6 Screen wallpapers

@ aimtec

aimtec

Be digital.

aimtec Faster.

Corporate Identity



7 Visual identity

é 7.7 Websites @ aimtec

— £)aimtec Soutons v s v Amosiosgns & ourgprenen compury v [CSLNTEN
7.7.1 Home page, subpage g

iA\,
Wi Qj..l Y ¥ &,

You'don'trgeda softwareicompanys

v e s, A isogstcs
minaciuingngsa o hsa ot Sen o
>

You need an}gﬂity company:

Designed in accordance with this manual,

the aimtecglobal.com website is an

excellent example and inspiration for how
. a ) aimtec ) aimtec Soltions v Products v Amtecinsights & OurApproach  Company v m

to further work with the Aimtec corporate Aimtec Insights

identity online. > Domfaoy  Cow  Awmote  Teds  SPSAWA  Amnein o o ([CTXEEN

tal imac

alistic

AWMS manages processes performed by both people and automated operations.
Through automated identification of handling units using barcodes, RFID chips or
motion sensors, it creates a faithful digital image of your logistics.

‘Warehouse and Shop floor
Electronics’ Worst Foes

~ Cloud

he system. Quicky easiy, and without a care.

// / v A digital image of your warehouses
@ ¥ . Optimising stocks and increasing warehouse
) o / productuiy
] Tt G Pencen G Mok S+ @ £)aimtec Soutons v s v Amosiosgns & ourgprenen compury v [CSLNTEN
) aimtec
Souons v Products v Amtecinsghts @ Ouw Approach  Compary v (Il
Products
o Configurability Aclear view of every worker Controlling advanced
Cover B2B communication from per quipr
start to finish Cottonlprcessto
@ Solution s based on 1,600 predefined ehecking @
process tamplates. ases,
3 processes. ‘AtoStre, AGVS and AN using an
paters. Ou knoiodgoof M tandards and cur i supgert il

ntalgent ntrface.
free you of wories surounding EDI configuration and suppler and

partner onboarding,

@ ()

) aimtec Soons v Products  Amieclnsonis ¢z OurApproach  Compary v [l ) aimtec Soons v Products  Amieclnsonis ¢z OurApproach  Compary v [l

ow will our solution help you?

“AWMS is an essential foundation. You'll be more

Mom jistics Manufacturing Shippiny Quality Maintenance
oo J LI Y effective when you integrate logistics with
manufacturing, qualty and automation. Synchronise
processes, people and technologies and
interconnect the materials flow from receipt out to
Mom shipping.*
om—
> P e
g s ooon s .
< N B Vit Glas!
T % operation's key processes. That Sales Manager
S st ons by achiow
% " I T
autoctaing st s
P inchaing e connction o D )

Corporate Identity AIMTEC a.s. 70



7 Visual identity

7.7 Websites
7.7.2 Buttons

These buttons are applied on the
aimtecglobal.com website, but they can
also be used in email newsletters.

They are divided into three categories:

1 Primary
2 Secondary
3 Text

There are two types of primary buttons:
orange with a yellow hover effect, and
black with a grey hover effect. Which

one is used depends on the type of
background, with the aim of achieving the
greatest possible contrast between the
button and the background.

Primary buttons are set in Helvetica Neue
LT Pro 75 Bold.

Secondary and text buttons are set in
Helvetica Neue LT Pro 55 Roman.

Corporate Identity

Primary

Aimtec orange

HEX ff9100

Aimtec yellow

Button
HEX ffe604
Hover effect
Button
Button
Secondary

Aimtec black

HEX 000000

[ & Button

Aimtec orange

HEX ff9100
Hover effect

AIMTEC a.s.

Aimtec black

HEX 000000

Dark grey
HEX 5E5ESE

Text

Aimtec black

HEX f9100

Aimtec orange

HEX 000000

Hover effect

Button =>

Hover effect
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7 Visual identity

> 7.8 Social media

Sample visuals for social media posts.

All content follows the basic rules
described in this manual.

Corporate Identity

AMTECUIFE
Prispévky

@ aimtecife

You face
new challenges
every day

Qv

60 To se milibi

() aimteciite
Moving Station

“For JIS projects it's critical
to have the whole process
under control and test it fully
against the sequencing
call-off before any units go
out. The goal s to pass
automaker audits without
errors or reservations.”

Simply and

simultaneously. &

Learn more

4 aimtec
Gain time for

your digitaliz
strategy

Learn more

:n%‘

B critical deadiines
and criteria

= imted
human capacities

W o projects w
pdotulll DO yoU have

- [— the abilities
e
you need for
= complexity handling it all?

supply chain

®8 supply chain
disruptions

“Customers appreciate our
reliable team of specialists
in the integration of EDI and|
SAP solutions under one
roof. We bring a full
implementation of EDI
ccommunication into SAP
system with an eye to the
needs of automotive.”

& aimtec ) aimtec

Find out the cost
of EDI'in the cloud

It is easy, simple,
tailored for your needs

@) aimtec

Find out the cost
of EDI in the cloud

Calculate

AIMTEC a.s.

Choose
a partner

with a sustainable

solution - : y Be dig ital-

Faster.

‘moreabout

aimtecglobalcom

) aimtec

EDI

Error-free and effective communication
with your business partners

Learn more

) aimtec

EDI

Error-free and effective communication
with your business partners

Learn more
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7 Visual identity

> 7.9 Promotional material
7.9.1 Tear-off notepad and pen

Corporate Identity

|

[

Il

1l

|

IIf

fil

il

fll

1

) aimtec

R24

() aimtec

aimtecglobal.com

—

AIMTEC a.s.

Be digital. Faster.

=) aimtecglobal.com
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7 Visual identity

7.9 Promotional material
7.9.2 Bag

Corporate Identity AIMTEC a.s. 74



7 Visual identity

~» 7.9 Promotional material
7.9.3 Roll-up

) aimtec #) aimteces =

;
! e
\' Y

Y

You don’t
need a software
company.

You'domiE & £
need & software
COMPANYa

You need OU heeo
an ability
company.

an ability
company.

OO0O0O0O0O0

aimtecglobal.com _) aimtecglobal.com aimtecglobal.com

|
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7 Visual identity

7.9 Promotional material
7.9.4 Aimtec fashion - t-shirt

Corporate Identity AIMTEC a.s. 76



7 Visual identity

~» 7.9 Promotional material
7.9.5 Aimtec fashion - cycling kit

Corporate identity applied to the cycling
kit worn by Aimtec employees at the
Aimtec Open Race.

Corporate Identity

AIMTEC a.s.
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