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Introduction

We have developed a set of guidelines for applying Tata

Steel branding to specific brand carriers. This document

covers mainly print and electronic communications.

B ubens o worowes Sl for e anspont Details specific to the other major brand carriers are
covered in separate documents. All guideline documents

are available on Tata Steel Online. If you have any queries,

please contact your Brand Facilitator.
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p Introduction

The Tata brand is an extremely valuable asset that is shared,

and nurtured, by all of the companies within the Tata Group,
including Tata Steel. Ever since the first of these companies was
founded in India 140 years ago, the Tata name has been associated
with outstanding quality, value creation and social responsibility
in equal measure.

Few global corporations can match this distinctive brand equity
of “leadership with trust” - of vigorous competitiveness and
profitable growth combined with a unique and enduring
heritage of philanthropy and corporate citizenship.

In Europe, as in other regions, the values associated with the
Tata brand are becoming increasingly familiar and respected
as the Group’s activities continue to grow globally.

Building a strong brand will help to generate a sense of shared
purpose and pride among employees. It will play a powerful role in
reinforcing consistent values and standards across the company’s
diverse activities. It will positively shape the perceptions of our
customers and other stakeholders, which in turn will increase

their loyalty and trust in our brand.

To ensure that maximum benefit is derived from our uniquely
valuable asset, it is vital that our brand guidelines are
meticulously applied.
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Brand elements

The Tata Group and Tata Steel brand marks

11 We need to respect and present the Tata Group and
: Tata Steel brand marks with consistency and clarity.
1.1 Tata Group brand mark

The Tata Group composite brand mark is both simple
and memorable. At the heart of the Tata Group mark

is the letter ‘T, enclosed in an oval. Complementing this
is the word Tata. This takes the ‘T’ and ‘A’ of Tata to their
simplest form, creating a clear and unique expression of
the Tata name.

Two elements make up this brand mark. They are:
1.The Tata ‘T’ symbol
2.The Tata wordmark

The elements have a fixed relationship and are not to
be used in isolation of each other. The Tata Group brand
mark is to be reproduced only from the master artwork
provided in digital form.

1.2 Tata Steel brand mark

The Tata Steel brand mark combines the Tata wordmark
and the word ‘Steel’in capital letters to form the ‘Tata
Steel’company name.

The elements have a fixed relationship and should never
12 be separated or rearranged. The Tata Steel brand mark is

to be reproduced only from the master artwork provided

in digital form.



The Tata Group and Tata Steel brand marks

1.41

1.42

1.3 Scale relationship and spacing

The Tata Group and Tata Steel brand marks should be
scaled consistently. Both the brand marks should be of
equal presence on all brand carriers. Think of this as an
equal relationship.

The scale of the brand marks is calculated using the
height of the Tata wordmark. The height of the Tata
wordmark should be the same in both the Tata Group
and Tata Steel brand marks.

The minimum horizontal clear space between the two
brand marks is equal to the width of the Tata Steel
brand mark.

1.4 Exclusion zones

The shaded areas around the brand marks indicate the
minimum exclusion zones into which nothing should
intrude. These zones have been designed to ensure
that the brand marks never appear cluttered by other
graphic material.

1.41 Tata Group brand mark

The exclusion zone for the Tata Group brand mark is
calculated using a division of the height of the Tata ‘T’
symbol as shown opposite. The exclusion zone is also
equal to the space between the Tata ‘T’ symbol and the
Tata wordmark.

1.42 Tata Steel brand mark
The exclusion zone for the Tata Steel brand mark
is calculated using the ‘T’ of the Tata wordmark.



Brand elements

The Tata Group and Tata Steel brand marks

1.5 1.5 Scaling the brand marks

The exact scale of the Tata Group and Tata Steel brand
marks is calculated in relation to the size, shape and area
of the item it appears on. The size is always calculated
using the width of the brand marks.

1.51 Minimum size
Under no circumstances should the Tata Group brand
mark ever be reproduced smaller than 12mm wide.

1.52 Sizing chart

Basis of measurement To ensure consistency, we have a range of Tata brand
mark sizes for common ‘A’ paper sizes. There may be
large-scale exceptions to these rules (for example, on
signage and billboards) but wherever possible, use these
specific sizes. The sizing chart gives the width of the
brand mark required for a particular ‘A’ size. These sizes
apply to both portrait and landscape formats.

TATA

Basis of measurement

Format size Tata Group brand mark width Tata Steel brand mark width

Minimum size 12mm 24.4mm
A6 14.5mm 29.5mm
A5 21.6mm 44mm
1.51 A4 26mm 53mm
A3 (Poster) 40mm 81.5mm
A3 (Literature) 40mm 81.5mm
A2 Size the brand mark and placement proportionately from A3

Al Size the brand mark and placement proportionately from A2




The Tata Group and Tata Steel brand marks

1.61

MW

TATA

TATA STEEL

1.64

TATA STEEL

1.62

MW

TATA

TATA STEEL

1.65

TATA STEEL

W

TATA

TATA STEEL

TATA STEEL

1.6 Colour variants of the Tata brand marks
Wherever possible, the brand marks should appear in
Tata Blue on a white background, as shown in 1.61.
Where this is not feasible, the following variants may be
used. Under no circumstances should the brand marks
be reproduced in any other colour.

1.61 Tata Blue brand marks

The brand marks appear in Tata Blue on a white
background. This is the primary representation of the
Tata brand marks, to be used wherever possible.

1.62 Black brand marks

In a limited number of applications, such as faxes, memos
or single-colour advertising, a solid black version of the
brand marks may be used. Never use tints of black and
never substitute another colour for black.

1.63 Image background

When placed on imagery with a light background, the
brand marks appear in Tata Blue. They should have a
solid area of the image behind them. Ensure that the
brand marks are visible and completely legible at all times.

1.64 Reversed colour brand mark
For increased visual impact, the brand marks may appear
in reverse white against a Tata Blue background.

1.65 Reversed white brand mark
When there is a dominant dark background, the brand
marks appear in reverse white.

1.66 Image background

When placed on imagery with a dark background, the
brand marks appear in reverse white. They should have

a solid area of the image behind them. Ensure that the
brand marks are visible and completely legible at all times.



Brand elements

The Tata Group and Tata Steel brand marks

17 1.7 Brand mark arrangement
This illustration shows the preferred positioning of
the Tata Group and Tata Steel brand marks for printed

'l' communications.
TATA STEEL TATA

The Tata Group brand mark is positioned top right,
aligned to the page margins. The Tata Steel brand
mark is positioned to the left, bottom-aligned to the
Tata Group mark.

For guidance applying the brand marks to other brand
carriers, including stationery, please see the appropriate
brand guideline.




The Tata Group and Tata Steel brand marks

1.8 1.8 Margins

The Tata Group and Tata Steel brand marks should aways
be positioned with a set distance from the edge of the
page on all printed material.

The minimum distance from the pages edge is measured
"""""" by placing the ‘T"and ‘A’ of the Tata wordmark vertically
above the Tata Group brand mark to determine the top
margin and horizontally to the left and right of the brand
marks to determine the outer margins as illustrated.

a»

TATA STEEL TATA
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Brand elements

Brand marks and endorsers
Brand mark usage

Tata Group -brand mark Tata Steel brand -mark Tata Steel endorsement

L0GO

TATA TATA STEEL i seerepns

The Tata Group brand mark is used to represent the whole The Tata Steel brand mark is used to represent the activities The Tata Steel endorser line is used to associate a
of Tata. It is a global brand mark, widely respected around the that comprise Tata Steel. The intention is to build up the brand Tata Steel owned business with the Tata Steel brand.
world, and including many different companies, businesses of Tata Steel so that it achieves global recognition and respect.

and activities.

Brand marks and endorsers

It is our intention to build equity in the Tata Steel brand,
while leveraging the strength of the Tata Group brand
mark. It is therefore recommended that only two brand
marks are ever used within Tata Steel. These are the
Corporate mark of Tata Group and the Company mark of
Tata Steel. All other references, endorsers and descriptors
should be done in type and not presented as a graphic
mark. This will help to preserve the strength of the Tata
Group and Tata Steel brand marks and avoid dilution.

For the same reason, it is recommended that the creation
of marks and graphic devices for Tata Steel products,
campaigns, and initiatives be avoided. With two logos
already in use for communications, additional devices
can become clumsy and incoherent.

There are some activities which do not carry the Tata
Group or Tata Steel brand marks. They may be wholly
owned parts of Tata Group and/or may not be core steel
activities. They may have legacy marks which have
legitimate brand equity and communicate within their
own house style. Such activities may use the endorser
statement “A Tata Steel Enterprise’, but do not use either
of the Tata brand marks.

Third party use of brand marks

Third parties wishing to use the Tata Group or Tata Steel
brand marks must receive authorisation and approved
artwork from Group Communications.



Brand marks and endorsers
Endorser logo examples

Tata:Steel endorsement Endorser logo examples
Shown here are examples of the endorser line applied

to the marks of some Tata Steel enterprises.
The endorser line should be set in Myriad Pro Regular
and sized so that the length of the line is shorter than the

width of the enterprise logo it is endorsing. The endorser
® line is positioned beneath and aligned to the left edge

\-
° ® of the enterprise logo. The distance between the top of
Ka l z ] . the endorser line and the bottom of the logo should be
:a nl: S a IJ Ij rD FI E L equal to the cap height of the endorser line.

A Tata Steel Enterprise A Tata Steel Enterprise A Tata Steel Enterprise
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Company descriptors
Writing our name

Communicative Holding company-legal names
Tata Tata Sons Limited

Tata is a diverse group dealing with many products and

services, from cars, to computing, to steel and tea. Tata Tata Steel UK Holdings Limited

companies are bound by a common aim, a common
way of doing business in an ethical way. The Tata brand Tata Steel Netherlands Holdings BV
stands for leadership with trust.

Tata Steel Operating.company legal names
Tata Steel is a brand name for Tata Steel Limited, the
company which'is listed on the Bombay Stock Exchange = = Tata Steel UK Limited
and part owned by Tata Group. With customers at its
core, it aims to build a strong brand to differentiate itself - Tata Steel IJmuiden BV
from global steel competitors.
Tata Steel UK Consulting Limited
Tata Steel Europe
The European operations of Tata Steel, formerly known Tata Steel UK Rail Consultancy Limited
as Corus. Used to describe steel activities outside Asia.
This term should only be used where it is required to
clarify which part of the business is being referred to,
such as in Group-wide publications.

Tata Steel Group

An internal descriptor to describe corporate functions
operating at a group level. Also a label used to describe
the sum of the Tata Steel parts.

Tata Steel Enterprise

A wholly owned part of Tata Steel which does not use
the Company or Group mark because it has equity in

its own mark, usually as a result of legacy acquisition.

Company descriptors
When referring to Tata Steel activities always ensure
you are using the correct descriptor.

In the UK, it is a legal requirement for a company to
provide certain information to anyone it has dealings
with. Full legal entity names should be used on all
forms of business correspondence and documentation.
Other jurisdictions may also have specific requirements.
If you have any questions, please contact Group Legal
or Secretariat.



Company descriptors
Writing our name

Tata Steel .ot TATASTEEL
Tata Steel ot _TATA
Tata Steel not _TSorT.S.

Tata Steel not TATA Steel

Tata Steel not TATASTEEL
Tata Steel not tatasteel

A Tata Steel Enterprise no: A TATA STEELEnterprise
A Tata Steel Enterprise not AT PRISE

A Tata Steel Enterprise no: A Tata Steel-Company

Writing our name
The Tata and Tata Steel names should always be set with
initial capitals, never in all capitals.

Always write the company name in full.

Never abbreviate Tata Steel to Tata as Tata is a different
company from Tata Steel.

Never use acronyms such as TS for Tata Steel.

Never use the Tata Group or Tata Steel brand marks in
text or as part of another logo.

13
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Brand elements

ATA

Never re-draw the brand marks.

ATA

Never separate the brand mark. Always
keep the symbol and wordmark together.

B Le
ATA

Never show the Tata wordmark in any colour
or tint other than Tata Blue, black or white.

'I'
A
TATA STEEL

Never show the brand marks locked up.
Always observe the minimum clear space
when placing the brand marks together.

A

Never place the brand marks within a box
and always respect the exclusion zone.

Never stretch or distort the brand marks.

o

Never show the brand mark with a gradient.

Never show the Tata symbol in any colour
or tint other than Tata Blue, black or white.

STEEL

"’
TATA

Do not create lock-ups of the two brand marks.

ATA STEEL
AUTOMOTIVE

Never show the brand marks aligned to
a division name or Business Unit name.

=8

Never place the brand marks on a coloured
background that affects their legibility.

Never place the brand marks on a coloured
background that affects their legibility.

QP TATA

Avoid the horizontal arrangement.

A
Do not place the brand mark on an image
background that affects its legibility.

Enterprise

Never use the brand marks in text or as
part of another logo.

J
LA

Never show the brand marks as a keyline.

Tata Group and Tata Steel brand mark do nots

The Tata Group and Tata Steel brand marks should never
be distorted or changed in any way. They should always
be seen in the colours stated and never in our secondary
colour palette or any other colour.

The brand marks should never be aligned to or locked
up with business or division names or other brand marks.
They should always be clear and visible.

For illustration purposes only the Tata Group brand mark
has been used. The principles are the same for both the
Tata Group and Tata Steel brand marks.



Primary colours

Tata Blue

Pantone 2727C
€90 M40 Y0 KO
R61 G126 B219
Hex # 3D7EDB
Dulux 31BB 23/340
RAL 5012

Black and white

The primary palette

As part of the overall visual identity, Tata Steel has a
primary palette of three colours. The primary palette
consists of Tata Blue (Pantone 2727), black and white.

Tata Blue

Tata Blue signifies our corporate heritage. It is used for
reproducing the Tata Group and Tata Steel brand marks.
For typographical applications, Tata Blue can be used in
headlines, introductory copy and quotes, but should be
used discreetly in copy such as captions, headers and
footers. It can also be used as a highlight colour on charts
and graphics.

There is no identical CMYK colour match for Tata Blue
(Pantone 2727). The CMYK value listed has been selected
after extensive colour testing as the recommended
match, and is adapted from the value used in the

Tata Sons guidelines.

Coated and uncoated references.

Different paper finishes will absorb inks differently,
so the Pantone inks are formulated slightly differently
to compensate for that absorption.

The colours designed for uncoated paper have a‘U’
after the number e.g. Pantone 2727U. The colours
designed for coated paper have a‘C’ after the number
e.g. Pantone 2727C.

The PANTONE MATCHING SYSTEM is a worldwide printing, publishing and
packaging colour language for the selection, marketing and control of colour.
PANTONE is a registered trademark of Pantone, Inc.

The RAL (European Colour Standard) colours are technical colours used
in industry and engineering, including transport, for accurately specifying
colours and for communicating design intent.

15
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Brand elements

Secondary colours

Yellow

70%

40%

Pantone 137C

€0 M50 Y100 KO
R255 G161 BO
Hex # FF9900
Dulux 05YY 42/727
RAL 070 70 80

Pantone 314C
CI00 M5 Y14 K17
RO G131 B169
Hex # 0083A9
Dulux 85RB 09/313
RAL 33030 30

Violet

Pantone 261C

€55 M100 YO0 K55

R90 G36 B9O

Hex # 5A245A

Dulux 85RB 09/313

RAL 33030 30

Pantone 361C
€90 MO Y90-KO
R52 G178 B51

Hex # 009900
Dulux 43GY 24/566
RAL 140 60 70

Neutral

70%

40%

Pantone 7535C
CI0M11Y23K19
R190 G185 B166
Hex # BEB9AG
Dulux 20YY 58/082
RAL 7032

Silver

70%

40%

Pantone 877C

€0 MO0 Y0 K40

R153 G153 B153

Hex # 999999

Dulux Represented by metal
RAL 9006

Pantone 032C

€0 M100 Y80 KO
R237 G41 B57

Hex # FF0000
Dulux 16YR 18/587
RAL 030 50 60

Deep Blue

Pantone 2965C

€100 M30 YO K80
RO G43 B69

Hex # 002845
Dulux 10BB 07/150
RAL 250 20 25

The secondary colour palette

The secondary colour palette consists of a group of
colours that combine well with one another and
complement Tata Blue. At no time is it acceptable to
use any colours other than those indicated. The colour
breakdowns shown on this page have been tested
thoroughly and are definitive. They are bespoke and
unique, so please use these specific breakdowns,

not the breakdowns generated from applications such
as QuarkXPress, InDesign and Illustrator.

Use of tints

Use tints of 70% and 40% only. Tints are only to be used
as support colours within layouts in elements such as
text boxes, tables and charts and diagrams, if necessary.
Do not place tints on front covers, as colour coded
options for products or services, or as leading colour
statements within a design. As a guide, a tint should
cover no more than 30% of a page.

Colour do nots:

- At no time is it acceptable to use any colours other
than those specified.

- Never use tints of Tata Blue as it dilutes the impact
of our core brand colour.

- Do not use tints on front covers or as leading design
or colour statements.



Using colour

Colour wheel Colour selection

“e\)\(a\

3
%@
-
%
Tata Blue

p

S’

/

\-®)

Tata Steel colour wheel

Our colour wheel is designed to help in the selection
of colour. The arrangement of the colours in the wheel
around our primary colours (Tata Blue and White) is
designed so that only colours that work well together
are selected.

Colour selection methods

The maximum number of colours that may be used
together is three, excluding white and black. This
restriction does not apply to diagrams, charts and
graphs. Tata Blue must always be considered in all colour
selection and forms the foundation for all colour sets.
We have three recommended approaches to creating
colour sets to ensure that appropriate colour
combinations are selected.

—_

. Tata Blue and any colour from around the wheel.

2. Tata Blue and any colours opposite to each other
around the wheel.

3. Tata Blue and any two colours sitting next to each

other around the wheel.

Tints of the selected colours may be added if more
colours are required.

Colour do nots:

- At no time is it acceptable to use any colours other
than those specified.

- Never use tints of Tata Blue as it dilutes the impact
of our core brand colour.

- Do not place tints on front covers or as leading design
or colour statements.

17
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Example colour selection
Shown here are just a few of the colour combinations
possible using our colour wheel.

' o Y ) NEEEY ) SHHEY . SHEE ¥
\ I \ Although other combinations may be used, this system

(Nl aNla) la\(
v®)\9)\?)\?) (¢) (@)

N S’ e S’

L ] 1@ 000 L1 1@ L1 @ | L 1@ 000

0000 0000 0060 0000

0000 0060 0000 0060 0000 o000



Fonts

Myriad Pro

Aa Aa Aa Aa

Myriad Pro Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890,/7(0)%@

Myriad Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,./7()%@

Myriad Pro Semibold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890,./7()%@

Myriad Pro Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890,./?()%@

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijkimnopqgrstuvwxyz
1234567890,./7()%@

Arial Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz

1234567890,./2()%@

Fonts

Our fonts are a key element of our brand and help

to define us in the same way as colour and layout.
Our primary font is Myriad Pro. Myriad Pro is available
in a range of weights which are all available for use
giving you flexibility and variety.

Myriad Pro Light
Myriad Pro Regular
Myriad Pro Semibold
Myriad Pro Bold

On the following pages, we have set out some basic
principles for font usage to ensure our printed
communications appear consistent.

Screen fonts

For digital and screen use we have selected Arial as

it is widely available and reflects the shapes found in
Myriad Pro. PowerPoint presentations should always
use Arial even if Myriad Pro is available. This ensures
documents do not reflow when opened on a another
computer without Myriad Pro installed.
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Typography

Brochure front cover specification: A4

Heading option 1

Myriad Pro Bold
20/24pt

Subheading or secondary information

Myriad Pro Light
20/24pt

SECTOR/BUSINESS UNIT NAME

Myriad Pro Light
20/24pt

Brochure back cover specification: A4

www.tatasteel.com

Myriad Pro Bold
20/24pt

Legal disclaimer

Myriad Pro Regular
7.5/9pt

Business Unit name

Myriad Pro Bold
8.5/12pt

Address details

Myriad Pro Regular
85/12pt

www.alternativedomainname.com

Myriad Pro Bold
8.5/12pt

Language version

Myriad Pro Regular
85/12pt

Inside spreads specification: A4

MESSAGE

Myriad Pro Light
Range 36 - 100pt

Heading level 1

Myriad Pro Semibold
33/36pt

Heading level 2

Myriad Pro Semibold
22/24pt

Heading level 3

Myriad Pro Semibold
16/18pt

Introductory copy

Myriad Pro Regular
16/18pt

Heading level 4

Myriad Pro Semibold
11/12pt

Heading level 5

Myriad Pro Semibold
8.5/12pt

“QUOTE COPY OPTION 1”

Myriad Pro Regular
20/18pt

“Quote copy option 2"

Myriad Pro Regular
20/18pt

Body copy

Myriad Pro Regular
85/12pt

Caption copy heading and caption body copy

Myriad Pro Semibold & Regular
7.5/9pt

Section header Chapter in Regular

Myriad Pro Semibold & Regular
7.5/12pt

Typographic weights

The Tata Steel typeface and typographic layout give our
communications a distinctive and consistent look. To
reproduce this distinctive look, always use the weights
and sizes specified on the left. Please remember that all
text should be ranged left.

We use four faces or cuts of Myriad Pro: Bold, Semibold,
Regular and Light. This ensures that there is a clear
distinction between type.

Please refer to all the typographic tables as well as spread
layouts for detailed type layout, weighting and sizing.

A4 type hierarchy

The table opposite provides sizing and weight rules
for the A4 brochure front and back covers and inside
spreads. For further detail and examples of type in
layouts, please refer to pages 51-62.

A5 and A6 type hierarchy

Due to reduced size of the format the typographic
hierarchy has been modified proportionately. The
same text rules apply in terms of text ranged left and
initial caps. Please refer to pages 63-68 for specific
typographic hierarchy.



Typography

Typography
Typography plays a key role in creating our brand and

. ° should be applied in a clear, consistent and legible way.
A /— A NN | | e a d | n g V\/ | t h n O Aligning copy to the grid
B in e o o Itis very important to align copy to the grid to ensure
," e ‘_: EEE— — — that documents are produced consistently and correctly.
[ ‘E ‘\‘ ".‘ ,.'"‘ '=" ‘E ‘\‘ ‘\‘ ra C | n g a p p | ( Each format uses the same dedicated grid structure
/1 V-V \_J — = composed of six vertical columns and ten horizontal
rows. We can use this grid to create sophisticated and
flexible layouts which use white space, a typographic
| | I ° ‘t h 2 5 hierarchy and imagery in a unique way.
ea | n g \/\/l Character spacing (tracking)
t 33/36Dnt.|S ibold o o When typesetting headings and quotations, a tracking
PN e — t ra C | n a I e value of -25 may be applied to reduce the space
between each character. This gives an appearance
gllevel 2 at 22/24pt, Semibold of sophistication to our typographic layouts.
running-over one aritwo hne‘g
Digital applications
eading fevera e 12pt Semibotd| Always use Arial and Arial Bold for digital applications as
(eading Tevel s at 8.3/, Sembold SE83Tpt. Semibold — our corporate typeface, Myriad Pro may not be available
= o et e ol computers
e e Headings set in Arial Bold
Al it el |l Copy set in Arial. Nullan ver ilit velit acipit laore
ey |l o o magnim vel ut in utem il utpat, velendre min
— er inibh eratumsan ut ipisit vercidunt praesecte
e e e minit augiam, conse vulla atue.
Feugait, suscip eliquat, suscil eum illum
velesendrem irit autat accum doloborer sed
doleseniam, quatio eummy nummodo lessequ
: iscidunt lortin henisse iurero euisit aliqui.
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Typography

Main headings set in capitals

CAPITALS ARE

USED FOR SHORT

HEADLINES

Intro paragraphs

Nullan ver ilit velit acipit laore magnim vel ut in utem
il utpat, velendre min er inibh eratumsan ut ipisit
vercidunt praesecte minit augiam, conse vulla atue
feugait, suscip eliquat, suscil eum illum velesendrem
irit autat accum doloborer sed doleseniam, quatio
eummy nummodo lessequ iscidunt lortin henisse
quissequat et lore tie magna consequissis ea feuguer

iurero euisit aliqui.

Main headings set in upper and lowercase

Upper and lowercase
should be used for
longer headings that
exceed six words

Body text and Subheadings

Subheading

Body copy nullan ver ilit velit acipit
laore magnim vel ut in utem il utpat,
velendre min er inibh eratum san ut
ipisit vercidunt atue feugait, suscip
eliquat, suscil eum doloborer

sed doleseniam, lortin.

Aa feuguer iurero euisit aliqui enis ad
enim in henibh euguero consequis
nummolor eriuscinibh erci te modit
vullam nullummodo digna feugiam
augue conse del ulla feuguer iureet
velis dolendre corpero odit, si.

Subheading

Nullan ver ilit velit acipit laore magnim
vel ut in utem il utpat, velendre min er
inibh eratumsan ut ipisit vercidunt
praesecte minit augiam, conse vulla
illum velesendrem irit autat accum
doloborer sed doleseniam, lortin hen.

Aa feuguer iurero euisit aliqui enis ad
enim in henibh euguero consequis
nummolor eriuscinibh erci te modit
vullam nullummodo digna feugiam
augue conse del ulla feuguer iureet
velis dolendre corpero odit, si.

Main headings

Main headings may be set in any colour from our primary
or secondary colour palette using Myriad Pro Light. Text
can be set in all capital letters keeping the length of the
message to a minimum (where language permits). There
should be a maximum of six words used over a maximum
of three lines if using capitals. Minimum size for main
heading is 36pt. We recommend the use of short headings
set in capitals for above the line communications.

Headings longer than 6 words should be set in upper
and lowercase. Headings should be kept as short and
snappy as possible - long headings are difficult to
follow and too ‘wordy’ for an introduction.

Introductory paragraphs

Introductory paragraphs should set the context of the
document or story and can be a bit more descriptive.
These should be set in Myriad Pro Regular.

Body text and Subheadings

Try not to fill a page with text. Always allow images and
copy to breathe and have a comfortable clear space.
Body copy should be set in Myriad Pro Regular.



Typography

As with headings, quotes can be set in capitals if they are
"SHORT QUOTES SET AT ‘Longer quotes set at 20/ 18Pt sroudbesnupper anaiowercose iynoc ro L
20/18PT, LIGHT, CAPITALS. upper and lowercase. Ut il pullouts

MAXIMUM 20 WORDS. UT ullam aut aliquam veles sectet  fulouscan be usedto draw atiendon o mportant
IL ULLAM AUT ALIQUAM lan henim ero strud eu feum orbeing hed within 3 eylne urve, Thy can be ranged
VELES SECTET LAN quat. Elesed andreetuero erci

Quote caption set at 8.5/12pt, Regular. eStle m | ﬂ Cl | |t ﬂ U m d O CO ﬂ Se ﬂ .”

right or left depending on the layout and whether they
are placed on a right or left hand page.
Quote caption set at 8.5/12pt, Regular.

Pullouts in body copy
Pullouts can also be used to break up columns of

0%

Nullan ver ilit velit acipit laore
magnim vel ut in utem il
utpat, velendre min er inibh
eratumsan ut ipisit vercidunt
praesecte minit augiam.

Pullouts in body copy

Subheading

Nullan ver ilit velit acipit laore magnim
vel ut in utem il utpat, velendre min er
inibh eratumsan ut ipisit vercidunt
praesecte minit augiam, conse vulla
atue feugait, suscip eliquat, suscil eum
illum velesendrem irit autat accum
doloborer sed doleseniam, lortin
henisse quissequat et lore tie magna
cons equi vulla atue.

Aa feuguer iurero euisit aliqui enis ad
enim in henibh euguero consequis
nummolor eriuscinibh erci te modit
nullummodo digna feugiam feuguer
iureet velis dolendre corpero odit.

Nullan ver ilit velit acipit laore magnim
vel ut in utem il utpat, velendre min.

Util ullam aut aliquam velessectet
lan henim erostrud eu feum quat.
Elesed dolent lorperc ilismolore
faccums andreetuero erci estie
mincilit num nulla ate vulput.

Aa feuguer iurero euisit aliqui enis ad
enim in henibh euguero consequis
nummolor eriuscinibh erci te modit
duismodionum.

body copy to highlight key statements or summarise

a lengthy piece of detailed information. They can be
set in any colour from our primary or secondary colour
palette and are separated from the main body copy by
rules above and below the pullout copy.






To give our communications a distinctive look, we have
created unique graphical elements to incorporate into our
design system. These are bespoke to Tata Steel and help to
portray the human aspects of our brand.

Our photographic style is a powerful visual element in our
brand toolkit. It is an emotional medium that can convey
more than words. Impressions are made within seconds
and lasting perceptions created.
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Brand expression

People

Lifestyle Workstyle

Product

World style Studio style

Our photographic style
Our photographic style consists of two main areas,
People and Product.

People
At the heart of our photography style are the people
who our product touches in their daily lives.

Our People photography is divided into two categories:
Lifestyle
Workstyle

Product

Our Product imagery is divided into two categories:
World style
Studio style

The following photographic sections will explain
what defines a‘Tata Steel shot’for each category.

Sourcing images

When sourcing new images from stock libraries,

follow the same rules as when commissioning new
photography. When purchasing stock photography,
please be aware of copyright and licensing agreements
and all usage rights. Consider the use of model release
forms to secure copyright.

Group Communications manages a company wide
image library. Please refer to www.tatasteelonbrand.com



Photographic style
People — lifestyle

|

Lifestyle

The products we produce find their way into everyday
life. They often go unnoticed and can be found in
everything from a skyscraper to a child’s toy.

The focus of the lifestyle images should be on capturing

‘amoment in time’ that reflects a world enabled by steel.

Our lifestyle photography should show how ‘steel adds
value to our life’ without being overly emotional. It is
important to include objects that are derived from steel.

Cropping images carefully will add a focal point that
adds drama and ‘value’to the image.

Always consider our market sectors and ensure
your images are appropriate and can support a
sector if required.

Suggested subjects:
1. Home life

2. City life

3. Work life

4. Leisure time
5.Travel and holidays
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Brand expression

Photographic style
People — lifestyle

Top tips

1. The composition of the image should
be simple but dynamic.

2. Show the value of steel in everyday life

3. Capture a moment in time.

4. Choose interesting viewpoints but avoid
‘experimental’ photography.

5. Keep the image clear of clutter and
the background neutral.

6. Images should feature blue.

7. Ensure images always show people in
relationship with steel.

Avoid

. Images that lack a focal point.

. Blurred or abstract images.

. Faked or staged images.

. Portraits and people looking directly at the camera.
. Cluttered images that obscure the subject.

. Featuring a dominant colour that isn’t blue.

Real world scenes

oA WN =

Don't use bland images that fail to capture the emotion Images must always feature people Don't use staged or faked events
of an event



Photographic style
People — work style

Workstyle

We value the role our people play in our business.
Our people photography captures the everyday life
of our employees and it demonstrates our dedication
to producing the best products. Tata Steel people
photography also captures our working relationship
with our clients.

Tata Steel people are hardworking professionals who
take pride in their work. For this reason, our people must
be captured in a sincere and honest way. They should
look natural, unposed and relaxed.

People should be engaged in what they are doing
and not looking at the camera, giving the images a
reportage feel.

The correct Tata Steel workwear should be used where
appropriate.*

Health and safety compliance should always be
considered when organising photoshoots.

* Workwear featured here is taken from the initial wearability trials
as part of the brand transition project.
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Brand expression

Photographic style
People — work style

Top tips

1. People should be wearing Tata Steel branded clothing
wherever possible. Use Tata Steel workwear where
appropriate.

2. Expressions should always look sincere.

3. Aim to capture a moment in time rather than a’‘pose’

4. Keep backgrounds simple but not empty.

5. Try to include an element of blue or create a blue
hue / bias to the image.

6. Use natural light where possible and ensure images
have a good level of contrast.

7. Always observe health and safety protocols, e.g.
appropriate personal protective equipment.

8. Focus on good housekeeping, new technology

Capture a’'moment in time’ Real world scenes and reinforce the well-invested message.

Avoid

1. Images that lack a focal point.

2. Images that do not feature people at work.

3. Faked or staged scenarios.

4. Using photographer flash unless used to create

natural lighting effect.

. People wearing former company branded workwear.

6. Dirty steel manufacturing processes or images which
may have negative environmental or health and safety
implications.

w

People not following safety procedures People looking at the camera Images shot against plain backgrounds
Avoid using direct flash



Photographic style
Product — world style

Product showcase

We are proud of how the products we produce find

their way into everyday life. Our products have been
responsible for making some of the greatest architectural
and technological innovations of the 21st Century
possible. Our world style images demonstrate the scale
and grandeur of our steel being used at its best.

Images should be heroic and create a sense of scale and
achievement. They should demonstrate our products
being used at their best. They should reflect the quality
and reliability of our products.

World style

These images demonstrate the scale of projects our
product has been used on. Images should have a blue
bias and be directly associated with a project Tata Steel
has been used in.

Images should be uncluttered and have a clear focal
point. These images will be used to represent projects
and support case studies for each of our market sectors.

31



Brand expression

Photographic style
Product — world style

Top tips

1. Select only images that have sharp focus and
good depth of field.

2. Ensure images have a blue bias.

3. Architectural images should have a sense
of scale and dynamism.

4. Keep backgrounds simple but not empty.

5. Use natural light where possible and ensure images
have a good level of contrast.

6. Use interesting compositions that add interest.

7. Focus on good housekeeping, new technology
and reinforce the well-invested message.

Avoid

Image captures the scale of the project 1. Images where the subject is obscured by distracting
objects such as cranes or other construction
machinery.

2. Dirty steel manufacturing processes or images which
may have negative environmental or health and safety
implications.

3. Busy, cluttered scenes where there is no clear
focal point.

4. Images without any blue tones.

[

Images must not have obstructions in front of the main subject Image lacks interest and is too distant Image does not give any indication of what the project is



Photographic style
Product — studio style

Product showcase

We are proud of how the products we produce find
their way into everyday life. Our studio style images
demonstrate the detail and precision of our steel
being used at its best.

Images should be close up and create a sense of intricacy
and attention to detail. They should demonstrate our
products being used at their best. They should reflect
the quality and reliability of our products.

Studio style images

These images are shot in monochrome and tinted

with a blue hue against black and should highlight the
quality and precision of our product in use. These images
should be shot professionally in a studio and or using
controlled lighting.

Studio images will be used to support specific
product lines.

Images shown here are available from photo libraries
such as Getty Images (www.gettyimages.com) or
Corbis images (www.corbisimages.com).
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Photographic style
Product — studio style

Clean graphic shot against black background with key light

No concept images

Brand expression

Clean graphic shot against black background with key light

Do not use pure black and white images

Clean graphic shot against black background with key light

Do not cut out images

Top tips

1.

uh WN

Select only images that are have sharp focus and
good depth of field.

. Ensure images have a blue bias.

. Architectural images should have a sense of scale.
. Keep backgrounds simple.

. Ensure the subject is not obscured by

distracting objects.

Avoid

. Do not over complicate imagery. Keep the

composition simple.

. Do not photograph objects or environments that are

dirty or old. Focus on clean and modern environments.

. Avoid unnecessary visual clutter. Focus on what is

important within the image with clever cropping.

. Do not use filters or image manipulation techniques

in post-production which make images appear
unnatural. Only use filters to subtly enhance the
quality of an image.

. Do not use pure black and white images as these are

less dynamic than images shot with blue hues.

. Do not cut out images or place them against any

background other than black.



The Tata Steel horizon line
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The Tata Steel horizon line

To give our communications a distinctive look and feel
we have created a horizon line device. This curved
element brings a soft edge to our communications
reflecting our customer focused proposition.

It is important that this key brand element is applied
consistently and with care.

The following pages of this guideline give clear
directions for its use and application.

1.1 Horizon line

A principle element of all Tata Steel communication
is our horizon line. Its form is designed to soften our
identity and reflect the human aspects of our brand.

Usage

The horizon appears on all document covers. Its use

is restricted to front covers as its primary role is

to protect the white space around our brand marks.
Only one horizon line should be used on any cover page.

Artwork

The horizon line should always be produced using the master
artwork. It should never be redrawn, distorted or modified.
The artwork for the horizon line is available upon request.

1.2 Grid

The horizon line should be aligned with the document grid.
Most documents are divided into 10 horizontal sections.
The horizon line can align with the top margin of any of
these divisions from the second to eighth one down.

On a few applications where space is at a premium (e.g.
magazine covers) the horizon line may be aligned to the
bottom margin of the top horizontal row, but avoid
placing it this close where possible. Always ensure the
minimum clearspace around the marks is observed.

1.3 Colour

The horizon line may be reproduced in any of the Tata Steel
primary and secondary palette colours. The principle colour
for the line is Tata Blue.
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Brand expression

The Tata Steel horizon line
Example applications

Example applications

Here are some examples of how the horizon line is used
to create a family look and feel to our printed and digital
communications.

a»

TATA STEEL TATA STEEL TATA

Date Arial Bold 16pt

Title slide Arial Bold, 28,
Subtitle Arial Regular;

L.
aw
TATA STEEL TATA "Ti
TATA STEEL TATA
NewsPaper
Regiltglal _—
;lens:lih-e TATA STEEL ‘:\‘:.’\ TI\TI\'STEEL v é
A el il ts 1
e P d SHAPING wy -
LS FIN . THE FUTURE B connECTING L

i CUSTOMERS  §
i\/\/ITH STEEL '

vavavavavava




Using curves

A PART OF
THE GLOBAL
INFRASTRUCTURE

Using curves

We have also incorporated curves into our design
system to compliment the visual style. Their use
is designed to soften our identity and reflect the
human aspects of our brand.

1.1 Tata Steel curves

Usage

Curves can appear on inside spreads of brochures and
other printed and digital communications and may be
used to hold imagery and highlight copy. They should
not be used on covers which are reserved exclusively
for the use of our horizon line.

Artwork

Curves should always be produced using the master
artwork. They should never be redrawn, distorted

or modified. Artwork files for curves are available
upon request.

1.2 Grid

Curves should be used in conjunction with the
document grid to create impactful, visually
appealing layouts.

No more than three curves should be placed on
any given page spread.
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Using curves
Example applications

Example applications

Here are some examples of how curves can be used to
create a family look and feel to our printed and digital
communications.

DELIVERING
ADDED
VALUE

. A PART OF
=%%  SOLUTION THE GLOBAL

A FLEXIBLE
IN




lllustrations
Technical

A simple line drawing in a secondary colour

An example of a technical product detail

Gradients and solid colour may be used to
emphasise form

An example of a technical product detail

Illustration title in 8.5pt Myriad Pro Semibold

Annotation
Annotation
Annotation

% Annotation
E'i Annotation

Annotation
Annotation

Annotation

Illustration with heading set in 8.5pt Myriad Pro Semibold
and annotations ranged left on the right hand side at
7.5pt Myriad Pro regular

Technical illustration example on blue background

Technical style

The technical style helps to explain our complicated
processes. This is because we want to minimise process
photography, which can appear uninteresting and
negative. This style enables us to explain complicated
processes in a graphical way that is smart, clean and
visually appealing.

The technical style is a very simple style. It does not aim
to create a realistic impression, but a simplified
diagrammatic one. For example, do not create realistic
looking steel shavings, rely on simple graphical shapes
to represent them. Notice too that the joints and ends
of the lines are rounded.

Try to use three different line weights wherever possible.

Keylines as well as solid shapes can be used for clarity. Try

to limit the number of colours: use the primary colours
predominantly, and where possible, use Tata Blue as a
key colour. Colours from our secondary palette can be
used to visually integrate a technical drawing into a
colourful spread.

When using annotations, standardise the arrangement
on one particular side of the illustration and place a title
either above or below the illustration as shown in the
example above left.

Gradients can be used to emphasis form, light and
shadow, and a combination of line drawing and
gradient is acceptable.
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lllustrations
Technical

Technical illustration example
Here is an example of how technical illustrations can
be used in literature spreads.

DocumentTitle Chapter Title

Heading Level 1

Ed modit lore dolortisi blan volor ad elenim volorem quis am vent veliqui
ssequat at utat ut niam, quis nos nulput aliquam, volum quipis aute venim
eugait wis eu feui tionse vulputat. Acilla faccum veliquatie min vulput alit
illam, conse tat. Miniam acilit lamcomm olessectem volute moloremilla.

Util ullam aut aliquam Util ullam aut aliquam

mconumsan ute dolobor ip exer

dolorpe rciliquat. Aquis ol
num reiliquat. Pero dio dolum zzritlit praessi. Ut il ullam Ut il ullam aut
Table heading level 1 fe t

Table head level 2 i Ip

Tablehead Tablehead Table head
Level 3 Level 3 Level 3

Aquis dol dol

Iceticadd 10%) 1 2 T "

‘Acetic acid (gacial 2 2 2

Acetaldehyde 3 3 3
3 3 3
3 3
1 1

iliquat. Pero di itili 1. Util ullam Util ullam aut

Acetone

Adipic acid (ry)
Adipic acid (dry)

Alcohaliciodine.
solution

Alcoholic ammonium
sulphide

Aluminium chioride’

Aluminium sulphate

Ammonium hydroxde
(880) conc_
Aluminium chioride
‘Aluminium sulphate
Ammenium hydrodde




Y15 B S ———— Myriad Pro Semibold, black, 7.5/12pt

Charts, diagrams and tables

Chart title:
Myriad Pro Semibold, blue, 8.5/12pt

,,,,,,,, Title of chart. Chart figures copy:

00

Title line: ;‘ . Lorem |F

Stroke weight 0.6pt, 100% black ‘
0 M sitamer

15mm [

Horizontal line:
Stroke weight 0.3pt, 70% black

00

00

00

00
000 000 - 000 000 000 - 000 - 000 - 000 000 - 000 —————— Chart numerals: Myriad Pro Light, 7.5/9pt

5mm :%,Key ————— Key title: Myriad Pro Semibold, 7.5/9pt

M Lorem ipsum dolor magma M Dolor lorem upsul est magma————————— Key descriptors: Myriad Pro Light, 7.5/9pt

,,,,, M sitamet consectetuer M Amet consectet sit numinny -
1.5mm <& — Key line: Stroke weight 0.6pt, 100% black
Title of chart Title of chart Title of chart
Figures in pound Sterling Figures in pound Sterling Figures in pound Sterling

00
2007
00
o 7% e D

00 A / 2009
00 - V4
00
00
00 /
Yr1o Yr20 Yr3 © Yrd Yr5 oYre Yr7 0 20 40 50 60 70
Key Key Key 3
B Lorem ipsum B Lorer ipsum dolor B Covern ipsum B Lorem ipsum dolor B Loremipsum - 1149 B Lorem ipsum - 16.4% Charts 'key titles’and baseline line up when
B sitamet conse Amet consectet M sitamet conse 126% <M Sitamet conse 19.6%

M dolorsitamet - 22.19% B dolot sitamet - 27.1% appearing in a linear arrangement on a page

When you need to communicate complex data in a
simple way, consider using charts, graphs, diagrams or
tables. They can turn mundane detail into instantly
understandable information graphics. For consistency,
always base your information graphics on the generic
examples given here.

Creating charts

We have three different chart styles: bar (vertical and
horizontal), line and pie. Chart titles and key titles
appear in 8.5pt Myriad Pro Semibold, and all other
copy, numerals and key explanations, appears in
7.5pt Myriad Pro Light.

The title of the chart should align with the baseline grid.
Underline the chart title with a black line of stroke
weight 0.6pt, 1.5mm below the title, see the diagram on
the left. Similarly, the title line should be equidistant to
the series of horizontal lines. The horizontal lines in the
chart make information easier to understand. These
stroke weights are always 0.3pt in 70% black. The key
description is framed by two lines, which have a stroke
weight of 0.6pt and always appear in black. The joints
and ends of the lines are rounded.

Charts should be designed according to column widths
in order to fit into layouts comfortably. Use either a single
column or one-and-a-half columns width depending on
the size of the chart.

If a number of charts appear on the same page in a line,
align the keys and baselines of the charts, as shown here.

Colours

Use our range of colours from primary to secondary,
trying to combine colours that are visually distinct from
one another. Where possible, use blue as the key
highlighting or the statement colour.
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Brand expression

Charts, diagrams and tables

Title of diagram in Myriad Pro Semibold, 8.5pt

=T N

Keyword 1 Keyword 3
\ Keyword 4A J

Keyword 4B

Keyword 4C

Title of diagram in Myriad Pro Semibold, 8.5pt

StepA

Lorem ipsum dolor
amet consecteteur

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit

Step B Step C StepD

Lorem ipsum dolor Vel illum dolore eu
amet consecteteur

feugiat nulla facilisis

« _Ised diam nonummy nibh «_ Ut wisi enim ad minim veniam, + Lorem ipsum dolor sit amet,
euismod tincidunt ut laoreet quis nostrud exerci tation consectetuer adipiscing elit

Ised diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat

Ut wisi enim ad minim veniam,

dolore magna aliquam erat
Lorem ipsum dolor sit amet,
consectetuer adipiscing elit

Ut wisi enim ad minim veniam,

«- lllum dolore eu feugiat nulla
facilisis at vero eros et accun
« Lorem ipsum dolor sit amet,
consectetuer adipiscing elit

Ised diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat

Ut wisi enim ad minim veniam,

quis nostrud exerci tation

Process diagram heading level 1

quis nostrud exerci tation quis nostrud exerci tation

1. Lorem ipsum dolor sit veniam quis nostrud
amet consecteteur lorem ipsum dolor sit

ambhet wisi enim ad minim venia,

quis nostrud exerci tation

2. Lorem ipsum dolor sit veniam quis no
strud amet consecteteur lorem ipsum

7. Lorem ipsum dolor sit

3. Lorem ipsum dolor sit veniam quis no

strud amet consecteteur lorem ipsum veniam quis no strud

Ised diam nonummy nibh
6. Lorem ipsum dolor sit euismod tincidunt ut laoreet
veniam quis no strud dolore magna aliquam erat

4. Lorem ipsum dolor sit veniam quis no
strud amet consecteteur lorem ipsum

Ut wisi enim ad minim veniam

Diagrams

Diagrams use simple geometric shapes to convey
step-by-step processes or complex decision trees.

They use the primary and secondary colour palette
depending on the colour combination of the spread or
document. Full-colour and 40% and 70% tints may be
used. Try to use Tata Blue as a key or highlighting colour,
drawing attention to the key step in the process or the
important junctures in the decision tree.

The title of the diagram appears in 8.5/12pt Myriad

Pro Semibold. All other copy uses 7.5/12pt Myriad Pro
Regular. Underline the diagram title with a black line of
stroke weight 0.6pt, 1.5mm below the title. Any linking
lines, horizontal or vertical, may appear in 0.6pt and 0.3pt
in 70% black. They may be solid or dotted. The joints and
ends of all the lines and arrows are rounded - as with the
illustration styles.



Charts, diagrams and tables

Leave a space between
title baseline & first line

Title of table in Myriad Pro.Semibold, 8.5pt

R (N/mm)

Min ax
e ° __________§

Rm (N/mm)

T

Title of table in Myriad Pro Semibold, 8.5pt

Baseline grid - Name 1 185 189 310-450 290-315
Name 2 185 189 310-450 290-315
Tables lines | Name 3 185 189 310-450 290-315
"""" Name 4 185 189 310-450 290-315
Name 5 185 189 310-450 290-315
Name 6 185 189 310-450 290-315 Name 4
Name 7 185 189 310-450 290-315 oy
Name & 185 189 310-450 290-315 Na meL—
Name 9 185 189 310-450 290-315
Name 10 185 189 310-450 290-315 e
Name 11 185 189 310-450 290-315
Name 12 185 189 310-450 290-315
Name 13 185 189 310-450 290-315
Title of table in Myriad Pro Semibold, 8.5pt
Grade R (N/mm) Rm (N/mm) TestA B (%) TestB
Min Min-Max
Name 185 189 310-450 290-315 652 652
name 1 continued
185 189 310-450 290-315 652 652
185 189 310-450 290-315 652 652
Name 4 185 189 310-450 290315 652 652
name 4 continued
Name 5 185 189 310-450 290315 652 652
name 5 continued
185 189 310-450 290315 652 652

Grade R(N/mm) Rm (N/mm)
Min Min-Max
Name 1 185 189 310-450
Name 2 185 189 310-450
Name 3 185 189 310-450
Name 4 185 189 310-450
Name 5 185 189 310-450
Name 6 185 189 310-450
Name 7 185 189 310450
Name 8 185 189 310-450
Name 9 185 189 310-450

Tables

Tables are generally designed to align with the 6pt
baseline grid. Table titles appear at the top of the

table in 8.5pt Myriad Pro Semibold. All table body copy
appears in 7.5/12pt Myriad Pro Light and aligns with
the baseline grid.

Two line weights are used for the horizontal lines: 0.6
and 0.3pt. The thicker line is the same colour as the bar
and the thinner lines are coloured grey (70% black).
This helps to further differentiate our information.

The horizontal lines are placed 1.2mm below the
baseline of the text.

Tinted panels can be used to emphasise certain columns
or rows. Please note that we never use vertical lines to
delineate our columns.
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Charts, diagrams and tables

Charts, diagrams and tables
Here are some examples of how charts, diagrams
and tables can be used in literature spreads.

DocumentTite CrapterTie

"TATA STEEL HELP US ACHIEVE OUR
LONG-TERM GRID SYSTEM STRUCTURAL
CHANGES IN RECORD TIME”

Asample

Heading Level 1

Ed modit lore dolortisi blan volor ad elenim volorem quis am vent veliqui
ssequat at utat ut niam, quis nos nulput aliquam, volum quipis aute venim
eugait wis eu feui tionse vulputat. Acilla faccum veliquatie min vulput alit
illam, conse tat. Miniam acilit lamcomm olessectem volute molorem illa.

Uil ullam autliquam Utilllam autaiguam Ut aut fiquam Table heading level 1 iurero
. T sdignimp ersestrud . euisit aluiens d enimin heribh euguero b et sequat num alismod dlorper sm
7 e gnaad flon
i By it veltaipit inutem o eugiam, cor e
T T It e i b tumsane Suimodionum e cum s adpsects mod dostoodpt nulaccum s
doloboreet dunt prsesectet veniataut o invilum dignim quis Aceicacd g B | e o o e e
dolorperiiuat e 3 3 3 flum velesencrern it autat accum dolobrer  duismodionum veleur nos adipissecte veros nul cortinc blan tlorto commodo
Acsone s ) s el mmod fam ol
Lortonu i i . feuguerc fln
) e P Adpicadtan 3 I 5
estiemincit um nullaate vlput num Adpicacd o) | euistaliq s ad enm s henih euguero duismodionum veleum nos aipisecte
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Tone of voice

These brand guidelines relate to the visual expression
of the Tata Steel identity, but the language we use in our
communications also has an importantimpact on how
our brandis perceived.

The tone of voice conveyed in all our communications
must be clear, precise, convincing and engaging to
our stakeholders.

We should choose our words carefully for clarity and
simplicity, rather than complexity or undue formality.
Wherever possible, we should use the active rather than
passive voice. For example, we would say “Tata Steel has
introduced a new brand’; rather than“A new brand has
been introduced by Tata Steel".
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Our literature plays a key role in presenting our brand and tone of
voice. The following section showcases our look and feel on printed
communications, from brochure covers and spreads to newspapers
and advertisements.

To ensure we present a consistent look and feel these guidelines
should be followed carefully.
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Literature hierarchy

Literature hierarchy
Our literature hierarchy is made up of five levels.

1. Company Level

il
1. Company level

MAGAZINE All communications covering the whole business
Neee and services. eg. Corporate brochures, Corporate

- advertising, CSR documents, Annual Reports, Investor

communications, Company newsletters and magazines.

2. Sector level

All communications targeted at specific market

sector. All printed communications and advertising

that support sector activity are included in this level.
Documents may have their own sector-specific hierarchy
of communications depending on the needs of the
sector. All documents should be clearly sign posted to
help the customer understand who the intended
audience of a piece of communication is.

2. Sector Level

il i &

A st b A A - o>

TATA STEEL TATA TATASTERL ™A TATA STEEL A

3. Product and service level
- Product and service communications should focus
on the properties of the specific product range or
service offering.

= e

4. Site and community communications level

All communications produced for a specific site or
community fall under this category. This level of
communication may adopt its own approach within
the parameters of the brand guidelines.

CJ f— = f— = 2 -

5. Generic documents
Standard Word templates for internally produced
communications.

4, Site and community communications level 5. Generic documents

o

ol
L] [ —

Schools find the
winning formula



The Tata Steel grid system
Overview

Format

Column grid

Working area

Horizontal grid

Baseline grid

Composite grid

The Tata Steel grid system

All Tata Steel printed communications are built upon

a simple design grid. Our grid ensures that documents
are produced consistently and correctly.

Each format uses the same dedicated grid structure
composed of the following elements:

Format
The format is the size of the overall working area
ie. A4 (210x297mm).

Working area
The working area is the size page minus the margins.

Baseline grid

The baseline grid is the incremental measure upon
which type sits. All Tata Steel baseline grids are based
on a line spacing of 6pt.

Column grid

The column grid is the structure which arranges type
into vertical columns. Most Tata Steel literature uses
a six column grid.

Horizontal grid

The horizontal grid dissects the page vertically from
top margin to bottom. Most Tata Steel literature uses
a ten row horizontal grid.

Composite grid

The composite grid is the combination of all the
above elements which is used for the placement
of all graphic elements.
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The Tata Steel grid system

210mm ‘ Tata Steel grid system
l \ For simplicity we have one grid that is used for all A4
communications. The grid is designed to work for both

13
covers and spreads. The grid is broken down using rows
and columns all working off a 6pt baseline grid.

42 Setting up your document:

In QuarkXpress or InDesign please set the following
document values:

42 Margins to:

T=13mm L=13mm R=13mm B=13mm

42 Column grid to set from margins:
Number of columns: 6
Gutter: 12pt or 4.2mm

42

Vertical grid to set from margins:
/ 120t Number of rows: 10
P Gutter: 12pt or 4.2mm
42
[ Baseline grid to:

Start top: 13mm

42 | 6t Increments: 6pt

297mm

Grids for A5 and A6 applications can be found
on pages 63-66 of these guidelines.




A4 brochure covers
Key elements

13 53 26 13 Applying the brand marks
The Tata Group and Tata Steel brand marks should
o o & appear at the top of the page. The Tata Group mark is
positioned to the top right of the page, aligned to the
& 2275 page margins. The Tata Steel mark is positioned to the
TATASTEE] left of the page, aligned to the left margin and bottom

aligned to the Tata Group mark.

27.2

1. Tata Group brand mark

Always appears in Tata Steel blue on white or reversed
Highest . white out of photographic background.
position o .
the Horizon Width 26mm.

m— line.

2. Tata Steel brand mark

Always appears in Tata Steel blue on white or reversed
white out of photographic background.

Width 53mm.

3. Tata Steel horizon line

The position of the horizon line is used to protect the
brand marks and create a clear boundary between them
and any other content. The illustration left shows the
— highest and lowest possible positions of the horizon line
on brochure covers.

4, Sector descriptor
The sector descriptor is only used on the front of
sector-specific publications.

= Lowest
position of
the Horizon
line.
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A4 brochure back cover
Key elements

White
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Literature

Tata Blue

1 www.tatasteel.com

Town code
T:+00 (0) 00 0000 0000

++00 (0) 00 0000 0000
wwwalternativedomainnam

Language version

5 | Second address
Operation/product name:
Building
Street
Town code
Country
T:+00 (0) 00 0000 0000
F::+00 (0) 00 0000 0000
wwalternativedomainname.com

cum inciltacipit velscil u

Third address
Operation/product name

El

Street

Town code

Country

T:+00 (0) 00 0000 0000

F:+00 (0) 00 0000 0000
www.alternativedomainname.

tin ute mod dolobor sisss nim quat ad. Registere

Back cover template
We have two back cover layouts to choose from:
white with black text, or Tata Blue with white text.

The following elements should always be displayed:

1. Website URL
Myriad Pro Regular, sentence case, 20pt.

2. Legal disclaimer
Myriad Pro Regular, lowercase, 7.5/9pt.

Following is a sample disclaimer. It may not be
appropriate for all documents where further
qualifications may be required.

“While care has been taken to ensure that the
information contained in this brochure is accurate,
neither Tata Steel Europe Limited nor its subsidiaries
accept responsibility or liability for errors or information
which is found to be misleading.”

3. Business unit / Function / Sector
Myriad Pro Bold, sentence case, 8.5/12pt.

4. Address copy
Myriad Pro Regular, sentence case, 8.5/12pt.

5. Additional address copy
Myriad Pro Regular, sentence case, 8.5/12pt.

6. Legal name, registered office and number
Myriad Pro Regular, sentence case,7.5/9pt.

7.Language version copy
Myriad Pro Regular, sentence case, 8.5/12pt.



A4 brochure covers
Company brochure covers

A4 full bleed cover grid

TATA STEEL

s Heading 20/24pt, Myriad Pro Bold
s Subheading 20/24pt, Myriad Pro Light

7. SECTOR

Example

TATA STEEL

A Part of Life

1 & 2. Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51. Use the principles
on page 7 of this document to determine the colour
of the brand marks.

3. Horizon line

The horizon line may be set against the full bleed image
in any colour from the Tata Steel colour palette. The
choice of colour should create good contrast against
the background image or complement the colours
found in the image.

The horizon line should always be placed two rows
down from the top of the page on company level
brochure covers.

4.Ilmage area

When producing company level brochure covers
always use the grid detailed here with the image
positioned behind all other page elements and
bleeding off all four edges.

The horizon line and brand marks should always
be clearly visible against the image.

5.Heading
Myriad Pro Bold, sentence case, 20/24pt.

6. Subheading
Myriad Pro Light, sentence case, 20/24pt.

7. Sector descriptor
Myriad Pro Light, capitals, 20/24pt.
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A4 brochure covers
Sector brochure covers

A4 sector brochure cover-grid Example 1 & 2. Brand marks
The Tata Group and Tata Steel brand marks should be
13 13 positioned as specified on page 51. The brand marks are
set in Tata Blue on a white background.

ﬁ "Ti 3. Horizon line
TATA STEEL TATA The horizon line should always be placed two rows
down from the top of the page on sector specific
brochure covers.

i
et

4.Ilmage area
When producing sector specific brochure covers always

Tomorrow’s energy solutions today use the grid detailed here with the image positioned
Subheading appears here

below the horizon line behind all other page elements
and bleeding off the left, right and bottom edges.

s Heading 20/24pt, Myriad Pro Bold
¢ Subheading 20/24pt, Myriad Pro Light

5. Document title
Myriad Pro Bold, sentence case, 20/24pt.

6. Document sub title
Myriad Pro Light, sentence case, 20/24pt.

7. Sector descriptor
Myriad Pro Light, capitals, 20/24pt.

7. SECTOR




A4 brochure covers
Product brochures and case studies

A4 product brochure cover grid

13

Example

=

7. SECTOR

¥®

TATA STEEL TATA

Wires products
Adding strength and durability

SECTOR

1 & 2. Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51. The brand marks are
set in Tata Blue on a white background.

3. Horizon line

The horizon line should always be placed five rows down
from the top of the page on product brochure and case
study covers.

4.Ilmage area

When producing product brochure and case study
covers always use the grid detailed here with the image
positioned below the horizon line behind all other
page elements and bleeding off the left, right and
bottom edges.

5. Document title
Myriad Pro Bold, sentence case, 20/24pt.

6. Document sub title
Myriad Pro Light, sentence case, 20/24pt.

7. Sector descriptor
Myriad Pro Light, capitals, 20/24pt.
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A4 brochure covers
Product fact sheets

A4 product fact sheet grid

13 13

ini
et

7. SECTOR

Literature
Example
™®
TATA STEEL TATA
Tube products
Cold form hollow sections

1 & 2. Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51. The brand marks are
set in Tata Blue on a white background.

3. Horizon line
The horizon line should always be placed six rows down
from the top of the page on product factsheet covers.

4.Image area

When producing product fact sheets always use the
grid detailed here with the image positioned below
the horizon line behind all other page elements and
bleeding off the left, right and bottom edges.

5. Document title
Myriad Pro Bold, sentence case, 20/24pt.

6. Document sub title
Myriad Pro Light, sentence case, 20/24pt.

7. Sector descriptor
Myriad Pro Light, capitals, 20/24pt.



A4 brochure spreads
Grids for all literature

Spreads grid system

The brochure grid has a wide 13mm outer margin and
13mm inner margin. The remaining area is then divided
into six equal columns with 12pt (4.2mm) gutters.

Blocks of body copy text align to the dominant three
column grid. Images and captions can be aligned
throughout the six-column grid to create dynamic layouts.
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A4 brochure spreads
Grid arrangements

3. column

1.column

2 column

Combined

Grid arrangements

The Tata Steel grid can be used as a combination of
one, two or three columns. By using a combination of
these grids on a single spread it's possible to create a
distinctive and dynamic look and feel for our literature.

By using both the horizontal an vertical grids to position
key elements on the page, a consistent looking family
of literature can be created.



A4 brochure spreads

Typesetting

A4 brochure spread
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Our brochure spread style is based on a flexible system
which uses white space, typographic hierarchy and

imagery in a unique way.

1.The baseline grid

6pt, starting 13mm from
the top of the page to align
with the upper margin.

2. Page numbers
Myriad Pro Bold, 7.5pt.

3. Section header

The section or document
title and chapter title are
set in sentence case, 7.5pt
Myriad Pro Bold and
Regular, respectively. They
are placed in the same
text box, left aligned and
baseline aligned to the
top margin of the page.
To reduce repetition and
clutter, the titles only
appear on the left page
of a spread.

4. Large masthead

in caps

Myriad Pro Light, capitals.
Headings can range in size
between 36pt to 72pt
depending on length.

5. Introductory copy
Myriad Pro Regular,
sentence case, 16/18pt.

6. Quote copy

Myriad Pro Light, capitals
(for shorter quotes, max 20
words) or sentence case (for

longer quotes), 20/18pt.
Quote caption or author
set in Myriad Pro Regular,
sentence case, 8.5/12pt.

7. Heading level 1
Myriad Pro Semibold,
sentence case, 33/36pt.

8. Heading level 2
Myriad Pro Semibold,
sentence case, 22/24pt.

9. Heading level 3
Myriad Pro Semibold,
sentence case, 16/18pt.

10. Heading level 4
Myriad Pro Semibold,
sentence case, 11/12pt.

11. Heading level 5 or
body heading

Myriad Pro Semibold,
sentence case, 8.5/12pt.

12. Body copy
Myriad Pro Regular,
sentence case, 8.5/12pt.

13. Caption heading
and body

Caption heading Myriad
Pro Semibold, sentence
case, 7.5/9pt. Caption
body follows the same
point size but in Myriad
Pro Regular.
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A4 brochure spreads
Typesetting

DocumentTitle ChapterTitle

TAFA STEEL

Literature

Ed ea acinciduis nim dolut
adignim ip eraestrud er si

Igna ad tatum enim dunt ex elit nullan ver

ilit velit acipit laore magnim vel ut i utem

il utpat, velendre min er inibh eratumsan ut
ipisit vercidunt praesecte minit augiam, conse
vulla atue feugait, suscip eliquat, suscil eum
illum velesendrem irit autat accum doloborer
sed doleseniam, quatio eummy nummodo,
lessequ iscidunt lortin henisse quissequat et
lore tie magna consequissis ea feuguer iurero
euisit aliqui enis ad enim in henibh euguero
consequis nummolor ad eu faccum ver llan
ulput nostrud del eriuscinibh erci te modit
duismodionum vl eum nos adipissecte
vullam nullummodo digna feugiam augue
conse del ulla feuguer iureet velis dolendre
corpero odit si.

Ibh et,sequat num alismod olorper sim
nonsectet niamcon sequamet verosto dio
eugiam, cor nit nit autpat dolorem ipismod
dolesto odipit nulla faccun volestrud
diametueros nit il exeraesto endit wissit,
vendreet, vulputat nonullutpat. Uptatumsan
veros nulla cortinci blan ut lortio commodo
luptate consendit aliquis mummy nummodo
lessequ iscidunt lortin henisse quissequat et
lore tie magna consequissis ea feuguer iurero
euisit aliqui enis ad enim in henibh euguero
consequis nummolor ad eu faccum ver llan
ulput nostrud del eriuscinibh erci te modit
duismodionum vl eum nos adipissecte
vullam nullummodo digna feugiam augue
conse del ulla feuguer iureet velis doloboreros
ercilla feuguerci et llacore.

Igna ad tatum enim dunt ex elit nullan ver
ilit velit acipit laore magnim vel ut in utem

il utpat, velendre min er inibh eratumsan ut
ipisit vercidunt praesecte minit augiam, conse
vulla atue feugait, suscip eliquat, suscil eum
illum velesendrem irit autat accum doloborer
sed doleseniam, quatio eummy nummodo
lessequ iscidunt lortin henisse quissequat et
lore tie magna consequissis ea feuguer iurero
euisit liqui enis ad enim in henibh euguero
consequis nummolor ad eu.

Accum ver llan ulput nostrud del eriuscinibh
erci te modit duismodionum vel eum nos
adipissecte vullam nullummodo digna
feugiam augue conse del ulla feuguer iureet
velis dolendre corpero odit si

Ibh et, sequat num alismod olorper sim
nonsectet niamcon sequamet verosto dio
eugiam, cor init init autpat dolorem ipismod
dolesto odipit nulla faccum volestrud

diam etueros nit ril exeraesto endit wissit,
vendreet, vulputat nonullutpat, Uptatumsan
veros nulla cortinci blan ut lortio commodo
luptate consendit aliquis moloboreros ercilla
feuguerci etilla core faccum Accum ver llan
ulput nostrud del eriuscinibh erci te modit
duismodionum vel eum nos adipissecte
vullam nullummodo digna feugiam augue
conse del ulla feuguer iureet velis dolendre
corpero odi, i

Ibh et, sequat num alismod olorper sim
nonsectet niamcon sequamet verosto dio
eugiam, cor init init autpat dolorem ipismod
dolesto odipit nulla faccum volestrud
diametueros nit irl exeraesto endit wissit,
vendreet, vulputat nonullutpat. Uptatumsan
veros nulla cortinci blan ut lortio commodo
luptate consendit aliquis moloboreros ercilla
feuguerci etilla core faccum

A nostrud del eriuscinibh erci te nostrud del eriu
scinibh erci te modit duismodionum vel e mod.

Sequat ad erit nisl ent iure velisit utate
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Key message

A distinctive feature of our typesetting is the use of all
capitals to set key messages. Headings are the largest
text size in our specifications and can range between

36pt to 72pt depending on length.

Headings

Main headings can be in three different sizes (16, 22
and 33pt). Try to keep them short and snappy - long
headings are difficult to follow and too ‘wordy’ for
an introduction. See ‘Tone of voice’ on page 45 for
more detail.

There are a number of heading levels available
for technical copy that needs more typographic
differentiation.

Introduction copy

This copy can be a bit more descriptive. It is always the
same point size (16/18pt) for brochures. Always start
the introduction copy with a‘return space’ away from
the heading, aligning with the baseline grid, allowing
both to stand out.

Body copy
Our body copy is set in Myriad Pro Regular, 8.5/12pt.

Try not to fill a page with text. Always allow images and
copy to‘breathe’and have a comfortable clear space.

Quotes

Quotes can appear in different sizes depending on the
length of the text and its placement. They can be set
in sentence case or appear in capitals to create greater
emphasis and stand out. Do not set a quotation in
capitals if it runs to more than 20 words.



A4 brochure spreads
Examples

Full bleed image spread
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Left hand 3/4 image spread

Right hand 3/4 image spread
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A4 brochure spreads
Examples
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A5 covers

A5 front cover A5 back cover A5 formats have their own specific typographic hierarchy
because of the format size. Please see below for all type
1 11 specifications.
n Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51.

TATA STEEL

1.Tata Group brand mark 7. Sector descriptor

Tata Blue on white or Myriad Pro Light, capitals,
reversed white out of 16/18pt.

photographic background.

Width 21.6mm. 8. Website URL

Myriad Pro Regular,
2.Tata Steel brand mark sentence case, 16pt.

s/Heading 16/18pt, Myriad Pro Bold 0 www.tdtgsteef.com Tata Blue on white or
¢/ Subheading 16/18pt, Myriad Pro Light reversed white out of 9. Legal disclaimer
photographic background.  Myriad Pro Bold,
) .f;f‘.::.'f;'u.,. e ‘“e" Op \afpfd Width 44mm. lowercase, 7.5/9pt.
onse tin u.ln:ﬂ ciligu i clili it i S auJ t.iorml-
"r"{.":ﬁ:"' Ichca velent vel dolcle chsed 3. Horizon line 10. Business unit/
S enTbh:elea i The horizon line should function/sector
i i h— = always be placed two Myriad Pro Bold, sentence
rows down from the top case, 7.5/9pt.
of the page.
11. Address copy
4.Image area Myriad Pro Regular,

When producing A5 front sentence case, 7.5/9pt.
covers always use the grid

detailed here with the 12. Additional address
© b it Farktion s Todd ey image positioned behind Myriad Pro Regular,
Y s T s all other page elements sentence case, 7.5/9pt.
priesl__ pHEst preet__ and bleeding off all four
Country ounty Country | edges. 13. Legal name,
w : registered office
5. Document title and number
7 SECTOR Myriad Pro Bold, sentence ~ Myriad Pro Regular,
127 case, 16/18pt. sentence case, 7.5/9pt.
6. Document sub title 14. Language version

Myriad Pro Light, sentence ~ Myriad Pro Regular,
case, 16/18pt. sentence case, 7.5/9pt.
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A5 spreads

A5 spread Be aware of white space and layout design on small
formats, as the design can very quickly look messy and

11 n tight. Use the A4 magazine spread design as inspiration

for these layouts but make sure you follow the
n typographic specifications for A5.
e Title ChapterTitle
1.The baseline grid set in Myriad Pro Regular,
o 6pt, starting 11mm from sentence case, 7.5/12pt.
the top of the page to align
A A9 o T . .

’/_‘\\ ( = L] Headirlg level 1, 22 A!4pt, semibold with the upper margin.

L — ~ 7.Heading level 1
NS N AY 2. Page numbers Myriad Pro Semibold,
\/ ~N y -y ) s - H .

RNAAD AL 0 Heading level 2 at 16/18pt, semibold Myriad Pro Bold, 7.5pt. sentence case, 22/24pt.
— N N running over one or two lines
= N 3. Section header 8. Heading level 2

- — N D HeadingTevel 3 at T1/12pt/ semibold The section or document Myriad Pro Semibold,
7 A ra . .

D N \\‘ © Heading leve] 4 9t 8.5/12pt, sepnitbold Heading leve| 4 4t8.5/12pt, sefnitfold title and chapter title are sentence case, 16/18pt.
N_7 11\ Z ady copy setlat 8 5/12pt, regular. Ut il ullam aut ady copy setlat 8 5/12pt, regular. Ut il ullam aut set in sentence case, 7.5pt
| hliquam velestectet Ian henim érasfrud el feum | ) .

9 NIroductol opy at T1712pt Util (V4 uwat. Elesed|and erci estie mincilit guwat. Elesed|ar erci pstie mincilit Myrlad Pro B°|d‘and 9. H.eadlng Ievgl 3
tiquamvelessecter fan Henjrerostrud ey feum @  hum nulla atejvulput num dolofpet sis dolenit um nulla atelvulbut num dolofpet sis dolenit Regular, respectively. They ~ Myriad Pro Semibold,
iquat. Efesed andree tuerg ejci is aliqui essequa mcc doloborip is aliqui essequd mconumsan are p|aced in the same sentence case, 111 2pt.

Xer sim irit nym |pe|t lam alisl dloloboreet .
text box, left aligned and
fquis dolorpe riliquat. Pero dio flolyim zzrit ilit baseline aligned to the 10. Heading level 4 or
praessi esseqya mconumsan utg dolobor. . .
0 lciorroldiree ¢ B e top margin oftf'\e' page. bod.y heading .
P qAPHALS T T SAence t L ullam autlaliquam velessecet (an henim To reduce repetition and Myriad Pro Semibold,
O I OTORT 0T Tse_ Uit pttgmrant grostrud eu feum|quat. Elesed dolent lorperc cIutter, the titles onIy sentence case, 8.5/1 Zpt.
[TQUANM [ aliquanvet Ter flismolore facq andreetuerd erdi estie mincili] he left
ECTET TANTHENTIVE an Nenimjer rad um nulla at sjs dplenit wis aligyii dolorper sis appear on the left page
7 (7579p1, regular] Tfenrmgpaltesed f??ﬁ? ;@? of a spread. 11. Body copy
AMdrestuarolerc [dolobor ip ex irit num adip elft Tam afis] Caption set at 7.5/9pt, semibold H
e mingtiynumd dolob dunt pesectet veniat ayt lor iignim Faption body cqpy jetat 7.5/9pt, regula. Elesed . Myrlad Pro ReQUIar'
Orserttart Uis dolorpe reliduat indree tuero erdi estie mincilit numnulla ate vulput. 4., Large masthead in Caps sentence case, 85/" 2pt
lQuote caption sét at|7.5/9pt, regular] Myriad Pro Light, 36/30pt,
lesed and erci estie mincilit num nulla It il ullam aut|aliguam velessectet lan henim . I 12 c . h d.
{wis aliqui | prostrud eu fem|quwat. Elesed antireetuero e capitals. - Caption heading
ssequa mcorjunsan ute dolobjr ip exer sim irit estie mincilit ulla ate vulgut num dolorper and bOdy
um adip elit |am alisl doloboreet dunt sis dolenit wis|aliqui essequa meonlmsan ute 5 Introductory copy Caption heading Myrlad
raesectet vemiatjaut Tor in vullum dignim quis e san ute dolob) exer sim irit ) . .
[dolorpe reiliqyat. |Pero dio dolum zzrit ilit praessi | _um adip elit [amalisl doloboret dunt. Mynad Pro RegUIar: Pro Semibold, sentence
e Lute dolobor. sentence case, 11/12pt. case, 7.5/9pt. Caption
body follows the same

0 o o 6. Quote copy point size but in Myriad
I 12.7 - . .
| Myriad Pro Light, capitals Pro Regular.

(for shorter quotes, max 20
words) or sentence case (for
longer quotes), 20/18pt.
Quote caption or author



A6 covers

A6 front cover

TATA STEEL

s Heading 11/12pt, Myriad Pro Boid
s Subheading 11/12pt, Myriad Pro Light

7/ SECTOR

A6 back cover

/d eliqui: dolobore ent acin

reniamc on ute feurn quisism

loreet, core diamet duissi eui tatuer in

ret-dotore-minisse tatet, vuttam; si:

um dolumsan

rendreet forerit ipit acipist dofobore

lolor sequisi.
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usiness unit / Function / Sector

Second address

P tname

tname

treet

treet

[fown code.

[Town code

®eo
issis quat ad. Registered No A

oumTtry

oumtTy

[T: +00 (0) 00 0000 0000

T:+00 (0) 00 0000 0000

00 (0) 000000 0000

700 (0 00

om

om

o

e . "

anguage version

6.6

A6 formats have their own specific typographic hierarchy
because of the format size. Please see below for all type
specifications. Please note that due to the reduced size,
A6 communications only have a five row grid.

Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51.

1. Tata Group brand mark
Tata Blue on white or
reversed white out of
photographic background.
Width 14.5mm.

2. Tata Steel brand mark
Tata Blue on white or
reversed white out of
photographic background.
Width 29.5mm.

3. Horizon line

The horizon line should
always be placed one
row down from the top
of the page.

4.Ilmage area

When producing A6 front
covers always use the grid
detailed here with the
image positioned behind
all other page elements
and bleeding off all four
edges.

5. Document title
Myriad Pro Bold, sentence
case, 11/12pt.

6. Document sub title
Myriad Pro Light, sentence
case, 11/12pt.

7. Sector descriptor
Myriad Pro Light,
capitals, 11/12pt.

8. Legal disclaimer
Myriad Pro Bold,
lowercase, 7/9pt.

9. Website URL
Myriad Pro Regular,
sentence case, 12pt.

10. Business unit /
Function / Sector

Myriad Pro Bold, sentence
case, 7/9pt.

11. Address copy
Myriad Pro Regular,
sentence case, 7/9pt.

12. Additional address
Myriad Pro Regular,
sentence case, 7/9pt.

13. Legal name,
registered office
and number

Myriad Pro Regular,
sentence case, 7/9pt.

14.Language version
Myriad Pro Regular
Sentence case 7/9pt.
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A6 spreads

Literature

8 8
8
(3] Title ChapterTitle
. 1
@ Heading level 1, 22/24pt
° © Heading level 2 at 16 ibold
Heading level 2 at 16/18pt, semibo
unning over one ortwo lines
AlCTT T A TN i H
NCT I AT O [Heading level 3 at 11/12pt, semibold
Y | | = W . | |
J 11T 117 \IL 7 @ Heading level 4 at 7.5/9pt, semibold | Heading level 4 at 7.5/9pt, semibold
A 1T 7 [11] Body copy setat 7.5/9pt, regular. Util | Body copy setat 7.5/9pt; regular. Ut
|HVI VAW BN jllam aut aliquam velessectet lan il ullam aut aliquam velessectet lan
enim erostrud eu feum quwat. Elesed —— henim erostrud eu feum quwat.
AR " :
pandreetu ero erci estie mincilit num Elesed andreetu ero erci estie mincilit
vlfarate-virput num-dotorpers —ummuta-ate-vulput num-dotorper:
lalenit wis aliqui essequa mconumsan
tittitatamant te dolobor ip exer simirit num-adip
inrerostrud eu feum
quat. Flesed andree tuero grciestie mincititnum
E3SEqUA CONUMSAN Ute, lum zzrit ilit praessi.
Jtilullamaut aliquam lan
i ed
tenttorpercitismotore-faccum
(6] AOURTUOUUTES SET @1 tongerquotesset indreetuero erci estie mincilit num
T 1271 2P T CAPHTAT g 127/ T2ptsentence is dolenit wis ali aption setat 6:5/9pt;
T wis aliqui an essequa ICaption body copy set at 6.5/9pt, regular.
UTTTOTTANVTAUT ICase UTTIUHanT aut dolobori N ; i
‘ - ute dolobor ip exer sim: fesed andree tuero-erci estie mincilit:
LTOUANIVELE dITqUdTTY I ecter
ECTET LANHENHV T Henimerostrud lesed andreetu ero erci estie mincilit Jtilullam aut aliquam lan
, n enim erostrud eu feum quwat.
[Quote caption set at 7.5/9pt, EUTEeUM qudt Clesed lenit wis aliqui qua lesed-andreetu-ero-erci-estie-mineili
regatdr ANATEEIUeI0 ercl i im iri Inum nulla ate vulput num dolorper.
estie minciftnumdo fittam alist
CONSENIOT. iamin quis dof iguat.Pero di lenit wis afiqu
ignim quis dolorpe rciliquat. Pero di lenit wis aliqui essequa mconu
Quote caption set at 7.5/9pt,
egular. |
|
I
| o 9 66

1.The baseline grid
6pt, starting 8mm from
the top of the page to
align with the upper
margin.

2. Page numbers
Myriad Pro Bold, 6.5pt.

3. Section header

The section or document
title and chapter title are
set in sentence case, 6.5pt
Myriad Pro Bold and
Regular, respectively. They
are placed in the same
text box, left aligned and
baseline aligned to the
top margin of the page.
To reduce repetition and
clutter, the titles only
appear on the left page
of a spread.

4. Large masthead in caps
Myriad Pro Light, 36/30pt,
capitals.

5. Introductory copy
Myriad Pro Regular,
sentence case, 11/12pt.

6. Quote copy

Myriad Pro Light, capitals
(for shorter quotes, max 20
words) or sentence case (for
longer quotes), 20/18pt.
Quote caption or author
set in Myriad Pro Regular,
sentence case, 7/9pt.

7.Heading level 1
Myriad Pro Bold, sentence
case, 22/24pt.

8. Heading level 2
Myriad Pro Semibold,
sentence case, 16/18pt.

9. Heading level 3
Myriad Pro Semibold,
sentence case, 11/12pt.

10. Heading level 4 or
body heading

Myriad Pro Semibold,
sentence case, 7.5/9pt.

11. Body copy
Myriad Pro Regular,
sentence case, 7.5/9pt.

12. Caption heading
and body

Caption heading Myriad
Pro Bold, sentence case,
6.5/9pt. Caption body
follows the same point
size but in Myriad Pro
Regular.



1/3 A4 covers

1/3 A4 front cover

TATA STEEL

+ Heading 16/18pt, Semibold
s Subheading 16/18pt, light

¢'SECTOR

1/3 A4 back cover
10 10
1
O steel.com
46 eli: ilis dolore ea feuis afit djlesto

unit /Function /Sectar

d add

tame

tname

o

uilding

Street

Street

lown code

[Town code.

ountry

ountry

Y

+=+00(0)

+=+00(0) 000000 0000

o

ilisi. Ro dolob

Legal et aci
9

lute sissis quat ad. Registered No 00000

12.7

Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51.

1.Tata Group brand mark
Tata Blue on white or
reversed white out of
photographic background.
Width 177mm.

2.Tata Steel brand mark
Tata Blue on white or
reversed white out of
photographic background.
Width 34.6mm.

3. Horizon line

The horizon line should
always be placed two
rows down from the top
of the page.

4. Document title
Myriad Pro Bold,
sentence case, 16/18pt.

5. Document sub title
Myriad Pro Light, sentence
case, 16/18pt.

6. Sector descriptor
Myriad Pro Light, capitals,
16/18pt.

7. Website URL
Myriad Pro Regular,
lowercase, 16pt.

8. Legal disclaimer
Myriad Pro Bold ,sentence
case, 7.5/9pt.

9. Business unit /
Function / Sector

Myriad Pro Bold, sentence
case, 7.5/9pt.

10. Address copy
Myriad Pro Regular,
Sentence case, 7.5/9pt.

11. Additional address
Myriad Pro Regular,
Sentence case, 7.5/9pt.

12. Legal name,
registered office

and number

Myriad Pro Regular,
sentence case, 7.5/9pt.

13. Language version
Myriad Pro Regular,
Sentence case, 7.5/9pt.
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Literature

1/3 A4 spreads

1/3 A4 spread
10 10
n
9 Title Chapter Title
A Y71
| A ——
|y e §
NAACTIEH ™ 1122/24“t
IAWA WA =) L4 s
[V WD W N Y e W D
—v_i7 AT B | L7 \) —
|
] <
= Heading level 2[at 16/18pt,
s < .
emibold over ane or two lines
) © Heading level 3 at TI/12pf, semibold
niroquciory copy at TT/T2pt. UTilullam aut ea Ing evel a » Semibo
im erostrud eu feum [0 ding level 4 at 7.5/9pt, eading level 4 at 7.5/9pt,
HEnum emibold lsemibold
~ A CONUMSANUE h p t 3t 7:5/9p%, Il pal o t at 7.5/9pt, regular.
qu u u Dt il ullam aut aliquam velessecte]  |Util ullam aut aliquam velessectef
he trud fe n henim erostrud eu feum
@ fuvet Elesed andreetu ero erci uwat. Elesed andreetu ero erci
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O SHORT OUOTES SET ronNgerquotes et q te-dolob
[ 127 12PTCAPH 127 12prsentenc p exer sim irit num adip elit lam
OO AMATT case-ttituttarrant plist dunt praesectet
. ! eniat aut lor in vullum dignim
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: an henim erostrud eu feum quat.
ki ANATEET W‘ (Sital : Elesed dolent lorperc ilismolore
EStie minciitumdo accums erciestie
consenttor incilit lla at sis dolenit
is aliqui dolorper sis dolenit wis
uote caption set at 7 5/9pt, I“‘ ‘ =
getar: Holobor ip exer sim irit num adip B |Caption set at 6.5/9pt, semibold
Blit lam alisl doloboreet dunt ICaption body copy set at 6.5/9pt,
besectet veniat aut lor fignim quis| reqular. Elesed andree tuero erci estie:
| liquat, ™ Ja-ate vulput
resed-and Jeibuom-autalig
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1/3 A4 is a tall, narrow format so be aware of white space
and layout, as the design can very quickly look messy
and tight. Allow enough white space around typography

and images.

1.The baseline grid

6pt, starting 1Tmm from
the top of the page to align
with the upper margin.

2. Page numbers
Myriad Pro Bold, 7.5pt.

3. Section header

The section or document
title and chapter title are
set in sentence case, 7.5pt
Myriad Pro Bold and
Regular, respectively. They
are placed in the same
text box, left aligned and
baseline aligned to the
top margin of the page.
To reduce repetition and
clutter, the titles only
appear on the left page
of a spread.

4. Large masthead in caps
Myriad Pro Light, 36/30pt,
capitals.

5. Introductory copy
Myriad Pro Regular,
sentence case, 11/12pt.

6. Quote copy

Myriad Pro Light, capitals
(for shorter quotes, max 20
words) or sentence case (for
longer quotes), 20/18pt.

Quote caption or author
set in Myriad Pro Regular,
sentence case, 7.5/9pt.

7.Heading level 1
Myriad Pro Semibold,
sentence case, 22/24pt.

8. Heading level 2
Myriad Pro Semibold,
sentence case, 16/18pt.

9. Heading level 3
Myriad Pro Semibold,
sentence case, 11/12pt.

10. Heading level 4 or
body heading

Myriad Pro Semibold,
sentence case, 7.5/9pt.

11. Body copy
Myriad Pro Regular,
sentence case, 7.5/9pt.

13. Caption heading
and body

Caption heading Myriad
Pro Semibold, sentence
case, 6.5/9pt. Caption
body follows the same
point size but in Myriad
Pro Regular.



Our advertising plays a key role in presenting our brand and
tone of voice. The following section showcases our look and
feel for advertising, from corporate to product to recruitment,
as well as for poster campaigns.

To ensure we present a consistent look and feel these guidelines
should be followed carefully.
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Advertising

Advertising

Categories of advertising

Our advertising can be categorised across three types.
Corporate Product/Sector Recruitment

1. Corporate level

" ; L4

TATA STEEL L TATA STEEL TATA

SHAPING -
THE FUTU RE Technical trainees

£00,000 - £00,000 + benefits
Technical trainees - Chemists and Metallurgists
Opportunities at Location and Location

2. P level
TATA STEEL TATA roduct/Sector level

3. Recruitment

E CUSTOMERS &8
WITH STEEL

Sub heading level, 22/24pt Semibold,
running on one or two lines.

it ni i n heribh, wnesatastolcom




Advertising - corporate

A4 Corporate advertising grid

TATA STEEL

‘HEADLINE

MESSAGE SET
IN CAPITALS

@ o er | Jgnaad T
utin utem | jlitvelit tin utem
I utpat, inibh efatumsan | I utpat, velendre mirj ef[inibh eratumsan
i3 prfiespcte minit augiam,
onse viilla
usil eum illum. il eum llum
loborer sed dolesgni
[ henisse

et MmO tore

fessequ

or more
T:+4% (0) 1234 567890 44 (0) 1234 567890
ad eulurero
i eirfrin

1

Corporate

i
[ |
b

TATA STEEL
%

%

B CONNECTING =5
E CUSTOMERS @
B VUTHSTEE. ™

Sub heading level, 22/24pt Semibold,
running on one or two lines.

Applying the brand marks
The Tata Group and Tata Steel brand marks should
appear at the top of the page.

The Tata Steel horizon line

The position of the horizon line is used to create

a clear boundary between any content and the image
area. The lowest position of the Tata Steel horizon line
is shown here.

1 & 2. Brand marks
The Tata Group and Tata Steel brand marks should
be positioned as specified on page 51.

3. Headline

Set in Myriad Pro Light, capitals, ideally set in 72/60pt.
Headings can range in size between 36pt to 72pt
depending on length. Headings should be reversed
white out of photographic image or set in Tata Blue
on a white background.

4. Sub Heading level
Myriad Pro Semibold, sentence case, 22/24pt.

5 & 6. Body text

Introductory copy

Myriad Pro Semibold, 9/12pt, sentence case
Body text

Myriad Pro Regular, 9/12pt, sentence case

7, 8 & 9. Call to action text

For more information contact

Myriad Pro Semibold, 9/12pt, sentence case
Contact numbers and email

Myriad Pro Semibold, 9/12pt, sentence case
URL

Myriad Pro Bold, 9/12pt, lowercase
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Advertising - corporate

Examples

TATA STEEL

SHAPING

Sub heading level, 22/24pt Semibold,
running on one or two lines.

Igna ad tatum enim dunt ex elit nullan ver  Igna ad tatum enim dunt ex elit nullan ver
ilitvelit acipt i i it velit acipit vel utin utem
il utpat, in er in il utpat, i er inibh eratumsan
ipisit verci init augi utipisit verci minit augiam,
conse vulla atue feugait, suscip eliquat,  conse vulla atue feugait, suscip eliquat, sus
suscil eum illum. cil eumn illum velesendren it autat accum
doloborer sed doleseniam, quatio eummy
dolob do lessequ iscidunt lortin henisse
sed doleseniam, quatio eummy nummodo  quissequat et lore tie magna consequissis.
lessequ iscidunt lortin henisse quissequat

et issis ea feuguer i
iurero euisit aliqui enis ad enim in henibh T:+44(0) 1234 567890 F:+44 (0) 1234 567890
ad eu.lurero il

euisit aliqui enis ad enim in henibh. www.tatasteel.com

Advertising

TATA STEEL

W

TATA

SHAPING
THE FUTURE

Igna ad tatum enim dunt ex elit nullan ver
ilit velit acipit laore magnim vel ut in utem

Igna ad tatum enim dunt ex elit nullan ver
it velit acipit laore magnim vel ut in utem

il utpat, in er inibh
utipisit vercidunt praesecte minit augiam.

Welesendrem irit autat accum doloborer

il utpat, er
utipisit vercidunt praesecte minit augiam,
conse vulla atue feugait, suscip eliquat.

nummodo
lessequ iscidunt lortin henisse quissequat

etlore tie magna feuguer

T:+44 (0) 1234 567890 F: +44(0) 1234 567890

iurero euisit aliqui enis ad enim in henibh.

wwuw.tatasteel.com

Designing with the new system

The grid

The outer margins are 13mm on all sides. The Tata Group
and Tata Steel marks are positioned top right and top left
as shown. A 6pt baseline grid starts 13mm from the top
of the page. A six-column grid with gutters of 4.2mm
divides the central space.

Format

The same principles can be applied to an A3 format,
using A3 grids, mark sizing and typographic
specifications.

Layout

Images fit into four standard positions: the top third, the
bottom third, top half or bottom half of the page. They
should bleed off the edges of the page. A white panel
holds the typography and secondary images if included.

Copy colour

Use Tata Blue as the key statement colour, and white or
black for the other copy depending on the background
colour of the image.

Body copy

Introductory paragraph set in Myriad Pro Semibold at
9/12pt. Body copy follows at the same size but in Myriad
Pro Light. Place the contact details at the end of the body
copy in the same size.



Advertising - product/sector

A4 product/sector advert grid Example Applying the brand marks
The Tata Group and Tata Steel brand marks should
13 13 appear at the top of the page.
(] o 13 The Tata Steel horizon line
ﬁ The position of the horizon line is used to create a clear
TATA STEEL TATA boundary between any content and the image area.
EATAS E T The lowest position of the horizon line is shown.

SHAP'NG 1 & 2 Brand marks
TH E F UTU RE The Tata Group and Tata Steel brand marks should be

positioned as specified on page 51. The brand marks

= I l ; ;
o =i I are set in Tata Blue on a white background.
'i‘\‘ '," (\‘ ‘,ﬁ = g o o450 3. Headline
IV J AN Set in Myriad Pro Light, capitals, ideally set in 72/60pt.

Headings can range in size between 36pt to 72pt
depending on length. Headings should be reversed
white out of photographic image or set in Tata Blue
on a white background.

[} [Gna ad Tatum emim iUt ex el nallan ver
velutin utem UEinutem
Tutpat, IT utpat, velendr bh

Il atue feugai suscip eliquat.

Aufar
o +44(0) 1234567890 FrFaa ) 1234567890 | | |
equiscidunt lort}
or feuguer

4. Sub Heading level
Myriad Pro Semibold, sentence case, 22/24pt.

5 & 6. Body text

Introductory copy

Myriad Pro Semibold, 9/12pt, sentence case
Body text

Myriad Pro Regular, 9/12pt, sentence case

7, 8 & 9. Call to action text

For more information contact

Myriad Pro Semibold, 9/12pt, sentence case
Contact numbers and email

Myriad Pro Semibold, 9/12pt, sentence case
URL

Myriad Pro Bold, 9/12pt, lowercase
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Advertising - product/sector

TATA STEEL

YOUREIN
SAFE HANDS

With you every step of the way

Igna ad tatum enim dunt ex elit nullan ver  Igna ad tatum enim dunt ex elit nullan ver
ilit velit acipi gni inutem it velitaci magnim vel utin utem
il utpat, in er inibh il utpat, velendre min er ini ut

ipisit vercidunt praesecte minit augiam.
Welesendrem irit autat accum doloborer

lessequ iscidunt lortin henisse quissequat  T:+44 (0) 1234 567890 F:+44(0) 1234 567890

etlore uguer
iurero euisitaliqui enis ad enim in henibh.  www.tatasteel.com

W

TATA

Advertising

TATA STEEL

DELIVERING
WORLDWIDE

Ignaad Ignaad dunt exelit nullan ver
ilit velit acipit laore magnim vel utin utem ilit velit acipit laore magnim vel utin utem
il utpat, in er inil il utpat,

ipisi utipisit

conse vulla atue feugait.

Welesendrem irit autat accum doloborer

conse vulla atue feugait, suscip eliquat, sus
cil eum illum velesendrem irit autat accum,

lessequ iscidunt lortin henisse quissequat
etlore feuguer

T:+44(0) 1234 567890 F:+44 (0) 1234 567890

iurero euisit aliqui enis ad enim in henibh.

www.tatasteel.com

Designing with the new system

The grid

The outer margins are 13mm on all sides. The Tata Group
and Tata Steel marks are positioned top right and top left
as shown. A 6pt baseline grid starts 13mm from the top
of the page. A six-column grid with gutters of 4.2mm
divides the central space.

Format

The same principles can be applied to an A3 format,
using A3 grids, mark sizing and typographic
specifications.

Layout

Images fit into four standard positions: the top third, the
bottom third, top half or bottom half of the page. They
should bleed off the edges of the page. A white panel
holds the typography and secondary images if included.

Heading colour
Use Tata Blue as the key statement colour.

Body copy

Introductory paragraph set in Myriad Pro Semibold at
9/12pt. Body copy follows at the same size but in Myriad
Pro Light. Place the contact details at the end of the body
copy in the same size. All body copy in black.



Advertising - recruitment

TATA STEEL TATA

Job description

£00,000 - £00,000 + benefits
Technical trainees — Chemists and Metallurgists
Opportunities at Location and Location

Igna ad tatum enim dunt ex elit nullan ver ilit velit acipit laore magnim
vel utin utem il utpat, velendre min er inibh eratumsan ut ipisit verc
idunt praesecte minit augiam, conse vulla atue feugait.

Igna ad tatum enim dunt ex elit nullan ver ilit velit acipit laore magnim vel
utin utem il utpat, velendre min er inibh eratumsan ut ipisit vercidunt praes
ecte minit augiam, conse vulla atue feugait, suscip eliquat, suscil eum illum
velesendrem irit autat accum doloborer sed doleseniam, quatio eummy
nummodo lessequ iscidunt lortin henisse quissequat et lore tie magna.

Igna ad tatum enim dunt ex elit nullan ver ilit velit acipit laore magnim vel
utin utem il utpat, velendre min er inibh eratumsan ut ipisit vercidunt praes
ecte minit augiam, conse vulla atue feugait, suscip eliquat, suscil eum illum
velesendrem irit autat accum doloborer sed doleseniam, quatio eummy
nummodo lessequ iscidunt lortin henisse quissequat et lore tie magna

For more information please visit:
www.tatasteel.com/careers

or contact HR +44 (0) 1234 567890
careers@tatasteel.com

TATA STEEL

Technical trainees

£00,000 - £00,000 + benefits
Technical trainees - Che s and Metallurgists
Opportunities at Location and Location

formation please

car
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Applying the brand marks
The Tata Group and Tata Steel brand marks should
appear at the top of the advertisement.

The Tata Steel horizon line

The position of the horizon line is used to create a clear
boundary between any content and the image area.
The lowest position of the horizon line is shown here.

1 & 2. Brand marks
The Tata Group and Tata Steel brand marks should be
positioned as specified on page 51.

3. Job description

Set in Myriad Pro Light, capitals, 16/17pt.

Headings should be reversed white out of photographic
image or in Tata Blue on a white background.

4. Job specification

Salary and job title

Myriad Pro Semibold, sentence case, 7.5/9pt.
Job location

Myriad Pro Regular, 7.5/9pt.

5 & 6. Body text

Introductory copy

Myriad Pro Semibold, 7.5/9pt, sentence case
Body Text

Myriad Pro Regular, 7.5/9pt, sentence case

7 & 8. Call to action text

For more information contact

Myriad Pro Semibold, 7.5/9pt, lowercase
Contact numbers and email and URL
Myriad Pro Regular, 7.5/9pt, lowercase

9.Image area

Where images are used, they can fit into four standard
positions: the top third, the bottom third, the top half
or the bottom half of the page.



Advertising

A3 posters

A3 poster grid Example We use posters for a number of purposes, both internal
and external, for example to create awareness around
campaigns and to communicate key messages.

The Tata Steel horizon line
The position of the horizon line should used to create
TATA STEEL a clear boundary between any content and the image

area. The lowest position of the Tata Steel horizon line
is shown here.
CONNECTING e
rand marks
CUSTOM ERS " The Tata Group and Tata Steel brand marks should be
\NlTH ; positioned as specified on page 51.

1. Tata Group brand mark
Always appears in Tata Blue on white or reversed white
out of photographic background. Width 40mm.

TATA STEEL

'HEADLINE SET
IN CAPITALS

2. Tata Steel brand mark
Always appears in Tata Blue on white or reversed white
out of photographic background. Width 81.5mm.

3. Headline
Set in Myriad Pro Light, capitals, ideally set in 72/60pt.

Sub heading level, 33/36pt, Semibold

cuman e e e b Headings can range in size between 36pt to 72pt
i denmisnood a ’ depending on length. Headings should be reversed
TR0 1358 57890 28 (01238 567890 white out of photographic image or set in Tata Blue
v on a white background.

4. Sub Heading level
Myriad Pro Semibold, sentence case, 33/36pt.

o : T 5. Body text
o auratace Myriad Pro Regular, 16/18pt, sentence case

numodo lessequisiduntIgrtl tie magna con
d ¢nimigna ad.

O formareiomatepgpntaet | 6/7/8. Call to action text

g For more information contact

Myriad Pro Semibold, 16/18pt, sentence case
Contact numbers and email

Myriad Pro Regular, 16/18pt, sentence case
URL

Myriad Pro Bold, 16/18pt, lowercase

18.7




A3 posters
Examples

Sub heading level, 33/36pt, Semibold

Igna ad tatum enim dunt ex elit nullan ver ilit velit acipit laore magnim
vel utin utem il utpat, velendre min er inibh eratumsan.

Welesendrem irit autat acc um dolo borer sed doleseniam, quatio eummy
nummodo lessequ iscidunt lor tin henisse quissequat et lore tie magna con
sequissis ea feuguer iurero euisit aliqui enis ad enim igna ad tatum enim.

For more information contact:

T:+44 (0) 1234 567890 F:+44 (0) 1234 567890
sales@alternativeemailaddress.com
www.tatasteel.com

W

TATA STEEL TATA

BUILDING A
BETTER FUTURE

Igna ad tatum enim dunt ex elit nullan ver ilit velit acipit laore magnim vel
utin utem il utpat, velendre min er inibh eratumsan. Welesendrem irit autat
acc um dolo borer sed doleseniam, quatio eummy nummodo lessequ iscid
unt lor tin henisse quissequat et lore tie magna consequissis ea feuguer
iurero euisit aliqui enis ad enim igna ad tatum enim dunt.

For more information contact:

T:+44 (0) 1234 567890 F: +44 (0) 1234 567890
sales@alternativeemailaddress.com
www.tatasteel.com
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Internal poster style
The internal poster style should be adopted to create
awareness around campaigns or recruitment internally.

The grid

The outer margins are 18.7mm on all sides. The Tata
Group and Tata Steel marks are positioned top right and
top left as shown. A six-column grid with gutters of 8mm
divides the central space. If imagery appears, it will fit
into four standard positions: the top third, the bottom
third, top half or bottom half of the page.

Format A4/A3

The same principles can be applied to an A4 format,
using A4 grids, mark sizing and typographic
specifications. Similarly an A2 can be created by
enlarging this A3 design.

Message text

Try to keep it short, snappy and engaging, and never use
more than three lines. Do not extend the heading text
across the whole width of the page. An imaginary line
from the left edge of the Tata Group brand mark should
be the furthest margin for this text.

Subheading or introduction

Always use Myriad Pro Semibold, 33/36pt. The
subheading also extends no further across the page than
the imaginary line from the left hand edge of the mark.

Body copy

Introductory paragraph set in Myriad Pro Semibold,
16/18pt. The body copy is placed 20mm from the
baseline of the heading or subheading. The body
copy can appear as either one or two columns. Try
to keep the text in the two columns equally aligned.

Colour

Use Tata Blue as the key statement colour, and white or
black for the other copy depending on the background
colour of the image. When no images are used,
illustrations can be incorporated.






Our editorial and internal communications play a key role in
presenting our brand and tone of voice. The following section
showcases our look and feel for editorial communications.

The criteria used when commissioning photography for
editorial communications are different from the criteria
for brand photography.
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Editorial
Editorial communications
Magazine Newsletter Newspaper Poster Types of editorial and internal communications
Editorial and internal communications can be presented
aw across a number of touchpoints including:
"Ti "Ti TATA STEEL TATA p g
TATA STEEL TATA TATA STEEL TATA TATA STEEL
NeWSPaper 1. Magazines

NEWSLETTER

. —

SCHOOLS FIND THE
WINNING FORMULA

B

Regional
results:
How the
teams
finished.

CONNECTING

Sub heading level, 33/36pt, Semibold

2. Newsletters
3. Newspapers

4. Posters



Editorial communications
Photography

Editorial photography

The style of photography required for editorial
communications has some different characteristics from
our main brand photography. The photographs may
need more specific relevance to a particular news story
or event, such as the opening of a new factory or a
community fundraising event that might not otherwise
meet our brand photography criteria.
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Editorial

Editorial and internal communications
Photography

Top tips

1. The composition of the image should be simple
but dynamic.

2. Keep images natural, honest and as real as possible.

3. Retain the feeling as detailed in our lifestyle
photography.

4. Capture the essence of the story or event.

5. Ensure images always show people in situations
relevant to the story or event.

6. Choose interesting viewpoints.

7. Images should feature an element of blue
where possible.

8. Ensure good housekeeping for clean shots.

9. Consider the impressions your images create.

Real world scenes

Avoid

1. Abstract images that don't clearly communicate the
story or event.

. Images that are not relevant to the story or event.

. Faked or staged images.

. Portraits and people looking directly at the camera.

. Cluttered images that obscure the subject.

. Featuring a dominant colour that isn’t blue.

. Overuse of process shots, especially the heavy end
of steelmaking.

NO U~ WwWwN

== -ii'

Don't use bland images that fail to capture Consider environmental and health Do not used staged or faked events
the emotion of an event and safety implications of shots



A4 magazine covers

A4 internal magazine cover grid (corporate function)

13 ‘ 13

MATA | STEEL TAT

4 SECTOR

5 ISSUE 00

7} Inside this issue

od modionulla faccum
i liquis m

Page 11
Dostrud euguer adiamco sequate
susci tem eacon

Page 14
Zerosto od modionulla faccum
iuscilit aliquis modolore dignim

Page 15
Aostrud euguer adiamco

Example

TATA STEEL TATA

Inside this issue

Page 09

onula faccum

Colour differentiation

Internal and external magazines are key brand carriers.
These pages give guidance on how we design our
magazines in keeping with the Tata Steel brand.

1 & 2 Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 8. The brand marks
are set in Tata Blue on a white background.

3. Magazine title
Myriad Pro Light, capitals, aligned right with the Tata
Group brand mark. Size depends on length of the title.

4. Sector descriptor

Myriad Pro Light, 16/18pt capitals, align right with the
Tata Group brand mark. Only used on the front of
sector specific publications.

5 & 6. Issue & date
Myriad Pro Light, 11/12pt. Issue in all capitals, date in

sentence case. Align left with the Tata Steel brand mark.

7. Inside this issue
Myriad Pro Semibold, sentence case, 20pt.

8. Page numbers & articles

Page numbers Myriad Pro Semibold, sentence case,
10/12pt. Article titles follow the same point size but
in Myriad Pro Regular.
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A4 magazine covers - internal
Examples

w w w

TATA STEEL TATA TATA STEEL TATA TATA STEEL TATA

SECTOR

MAGAZINE

Inside this issue




A4 magazine spreads
Typesetting

A4 magazine spread 1.The baseline grid 10. Heading level 3
6pt, starting 13mm from Myriad Pro Semibold,
13 13 | 13 13 the top of the page toalign ~ sentence case, 16/18pt.
with the upper margin. 11. Heading level 4
13 . Heading level
° > 2. Page numbers Myriad Pro Semibold,
> Myriad Pro Bold, 7.5pt. sentence case, 11/12pt.
3.Title, issue and date 12. Heading level 5 or
o ding level 1 at 33/36pt, Semibold Myriad Pro Bold and body heading
a eany aion serarBs 2ot perbord Regular, sentence case Myriad Pro Semibold,
7.5pt. sentence case, 8.5/12pt.
:5 ,"’ ° Hm;IEVEE <4 ""‘:L'lp.!' Eﬂﬂm 4. Feature heading 13. Paragraph
e { unning jover one or two lines . .
7 A 1 Myriad Pro Bold, introductory copy
4 Al N : capitals, 24pt, running Myriad Pro Semibold,
" ( = ® |Headingfevet 43i/12pt; Semibol vertically. sentence case, 8.5/12pt.
L\ N ) ® S i P L e ot
\—) =\ 7 ® lesed henim et eu | feur cuvat Fesed . 5. Headline 14. Body copy
= = ———— e e Myriad Pro Light, capitals. ~ Myriad Pro Regular,
7 N\ N C ° e o Headlines can range in sentence case, 8.5/12pt.
[ S ~N R e S — size between 36pt to 100pt .
S > ) = depending on length. lS.Tran.\Imes |
® — ppear in same colour as
= R fesec dotenTiorpefcitismotore m Torper 6. Introductory copy quote copy. Stroke weight
@ Introductorytopyat16/18pt-Utilullamiaut ACCUMS ANdreeTi el ST et .
fiquarnvelessectetfan-Hehim-erostrnFéufeum T T TG VO T |~ s i Myriad Pro Regular, 0.75pt.
e e S B it sentence case, 16/18pt.
umressequamconumsanjate dotobof fifet it clip elitla pesecer 16. Paragraph quote
ulumudlil fessttetamtisitatgaitatedo quis dol s dolenit = 7. Quote copy copy
el i Myriad Pro Light, capitals  Myriad Pro Regular,
cleni | (for shorter quotes, max 20 sentence case, 11/12pt.
Q@ HHORTGUHOTESSE T @ ongergptesseta @1
7 TBP L T, CAPIAD 07 TE0E [T, capita words) or sentence case (for
XA O WORTI T jt il ullan gut aliguaf ® | | Semibold longer quotes), 20/18pt. 'dbap‘;'o" cading
R R e e A LA R R Al e s — ool eotar Ut Quote caption or author ane hocy i
RS SECIRTEAN o Straa-pleamaua Renim erosud e - . Myriad Pro Semibold,
= Enetn st L aliguam elese - set in Myriad Pro Regular, sentence case. 7.5/90t
e sentence case, 8.5/12pt. . 7.2l IP%
SHeRTIoT e e e Caption body follows the
et a5 2o nega SR i e R S — 8. Heading level 1 same point size but in
e e e e e e —— Myriad Pro Semibold, Myriad Pro Regular.
e e sentence case, 33/36pt. . o
© = © prowemE s ammn o i 18. Article dividing line
9. Heading level 2 Appears in black. Stroke
10 Myriad Pro Semibold, weight 0.5pt.

sentence case, 22/24pt.



86 Editorial

A4 magazine spreads
Examples

A dedicated workforce
means greater success

FORTHE TAKING
RIDE OF
YOUR LIFE

High powered performance

Highly speci

ised materials r
Introductory copy at 16/18pt. Utl ullam aut
aliquam velessectet lan henim erostrud eu feum

quat. Elesed andreetuero erci estie mincilt num. ’

ELOILEE]
IvigoLiaa
Movaa3aad

3AILISOd

Total customer solutions

First Minister
opens new railhead Contents




A4 newsletter covers

A4 internal magazine cover grid (corporate function)

13

®

SECTOR

NEWSLET TER

Example

W

TATA STEEL TATA

SECTOR

~ NEWSLETTER

New horizons

Uil ulamaut

Newsletters

Newsletters are identified by their masthead. The name/
title of your newsletter should be set in the solid area
defined here directly below the horizon line. These
headers may be set in any of the Tata Steel colours.

1 & 2 Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 8. The brand marks
are set in Tata Blue on a white background.

3. Publication title
Myriad Pro Light, capitals, align right with the Tata Group
brand mark. Size depends on title.

4. Sector descriptor

Myriad Pro Light, 16/18pt capitals, range right with the
Tata Group brand mark. The sector descriptor is only
used on the front of sector specific publications.

5 & 6. Issue & date

Myriad Pro Light, capitals, 11/12pt. Month follows the
same point size but in sentence case. Align left with
the Tata Steel brand mark.
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Editorial

A4 newsletter covers
Examples

A4 internal newsletter examples

" w w

TATA STEEL TATA TATA STEEL TATA TATA STEEL TATA

SECTOR

SECTOR

New horizons Alwa S bu||d|n New technology
v - y g wins praise
from the ground up from the top

Tet loborer irit velendre mod tetqu quipsus rcilit
elit ulputem zzrilla feu facibla feuisissecte velis
am veriureratem dolor sis autet lutedo eum.

Utilullamaut

dolaboreet dunt prassectt venit autlorin

feum quat. lesed dolentlorperclsmolore

faccums andreetuero el st mincil num

fismolor foccums andreetueroeci st minlit num nulaatevlput num dolorper

01 Phaselusgravida 01 Phaselus gravide 01 Phaselusgravida 01 Phasellus gravida 01 Phaselusgravida 1 Phaselusgravida

solus gavida aselus gavida o1 Phasellus gravida 01 Phaselusgravids o1 Phaselus gravid

Sexs IE-YIER
A et




A4 newsletter spreads

A4 internal newsletter page grid

i i [—
| | |
- - - > >34 .
3 1677 a g Zatl 212471 1Y
316/ at|22/24pt,
N 6/18pt o 0 =
runninglover one or twolineg
essectettan henim g t
TOSTTUC e e qaT
VT e rroduct = ool *
fntroductorly kopy at 6/ [dpt. Otitullapntatit
Jorper sisdoleniCws aiquressequa = : : ’ =
= — conumsan e afiqtanvelessectetfanHepimrerostrutheufeum
= % TEA R85 Ut .
O [ntroductorly topyat 16/18pt-Utiullamaut dip ettt alit prassecter = g = TiE
: : : = e uat. Elesedrandreetuercfarciestie mittefiit num:
attertamve: tetian-repim-erostrutret-red
gL Pecdodoymppnripes——| | RN,
=TT St = TE
uat Elesedrdndreetuerciefcrestie mifcjitnum feuman Clullama amhenim
Toh i allam autaiquar vjessectet an henion at lofpeand rismolore E
equa mdohumsanute dolobor
oSt eTen ) Flssed AslentIapen TRERE
a i dolorper i dolgt il it
it Al 3t doTenic s Aigar d | {ite i el Tam
(clorperss dolenicws figuran essequa dolent lorperc lismo dip Ticpraessi autlor
S T = Per
T e p o T S TR S e —
mar et g - -
di num nulla ate
Ut doloboreet dunt pra it um aul ulpataum.
I Tenim — s dolenTtwis aliul u
TS F e AT Ioen o} e 2 el T i
o urlorin—| il anraidm vetescectet
= : sk dolenTwisaligu—|—Jarhenim TfeunTquar
d I fesed dolent lorhefc ifismotan
i eumsanal o o d g accumsar rerestt
equiaqblafacel oz auts accumq ncitir e vatpur o
od olo Tt pfaess. UriTallam quamconurhsire dotohor;
o T TheRTm
o el
e G e Commy Tl e o, G amco bi n..
Onulifat q a a e am aut e
ading level s at8.§/13pt, Semibold Il at i
Urexer acincid o 0 it ol o dunt elesed
i T n..
) ignlat, riod magriy oyl dionse o e The bevssequ
it .
nfilaate minclit ol
i m d is hum exeritiusirud | folenic u
ratie min filiguam olobor ip exer s i g adip el anyalsL
T e e || Pt T TG/ T80E
eadingleye 3 16/18pt s aliquis adipsut Tobtrud at prau, ut
BT ETTTE i Elesedt =
[ Qe
eading level 44t 1fi/12pt; Semibio d :
e dolorper i dolenit
57120 Regular. UCiTallar a vercie
I it Tenim
ut o g
5] ; ——
E— I AUm Nl
Ciuiam autaljoam velessecter | |minalitnam aul S g
[an henim Ifeum quat < <
lobor ip exer sim irj dip elit Tam alisl d 11,
fesedt dofenrtorhefc tismotor i Tenim
praefecfetrclliquat. Pera dio
acum erctesT n..
Jum 2z praes
i AT At Vot
OO Tttt — e
ot
prat Eq el Torin
Tncl Perodi
gue wtem i
feu feur -
il Pi .
et ad iabtafumulan utpat
olor e st Regutar— || |
i = |
| | = |
| | = |
2] E

1.The baseline grid

6pt, starting 13mm from
the top of the page to align
with the upper margin.

2.Page numbers
Myriad Pro Bold
7.5pt.

3.Title, issue and date
Myriad Pro Bold and
Regular, sentence case
7.5pt.

4. Heading level 1
Myriad Pro Semibold,
sentence case, 33/36pt.

5. Introductory copy
Myriad Pro Regular,
sentence case, 16/18pt.

6. Paragraph
introductory copy
Myriad Pro Semibold,
sentence case, 8.5/12pt.

7.Body copy
Myriad Pro Regular,
sentence case, 8.5/12pt.

8.Tramlines

Appear in same colour as
quote copy. Stroke weight
0.75pt.

9. Paragraph quote copy
Myriad Pro Regular,
sentence case, 11/12pt.

10. Heading level 2
Myriad Pro Semibold,
sentence case, 22/24pt.

11.Heading level 3
Myriad Pro Semibold,
sentence case, 16/18pt.

12. Heading level 4
Myriad Pro Semibold,
sentence case, 11/12pt.

13. Caption heading
and body

Caption heading Myriad
Pro Semibold, sentence
case, 7.5/9pt. Caption
body follows the same
point size but in Myriad
Pro Regular.

14. Article dividing line
Appears in black. Stroke
weight 0.5pt.

15. Copy inside tint box
Copy follows
specifications detailed
here but is inset by 2mm
left and right from the
outer edge of the tint box.



Editorial

A4 newsletter spreads
Examples

The examples shown here demonstrate the diversity
of applications possible using the grid.

; Heading level 3, 16/18pt Heading level3, Heading level 2 at 22/24pt, Semi
Heading level 1, 33/36pt = | R M e e o two s

running over two lines Introductory

Introductory copy at 16/18pt. Ut il ullam aut

Heading level 2 at 22/24pt, Semibold
running over one or two lines

6/18pt. Util ullam aut
an henim erostrud eu feur

aliquam velessectet lan henim erostrud eu feum
quat. Elesed andreetuero erci estie mincilit num
essequa mconumsan ute dolobor.

Heading level 1,33/36pt :
running over two lines

" Heading level 3, 16/18pt
[ ——

Introductory copy at 16/18pt. Ut l ullam aut
I

Heading level 1,33/36pt Hexrstewe!s tenee Heading level 3, 16/18pt Heading level 2 at 22/24pt, Semibold ~ Hezcing lvel 3 16/1551
- et running over one or two lines Mg o 424 758 Suntld.

running over two lines

at 16/18pt. Ut l ull
n henim
lesed andreetuero erci estie mincilit num

Introductory copy at 16/18pt. Ut l ullam aut
aliquam velessectet lan henim erostrud eu feum
quat, Elesed andreetuero erci estie mincilit num.

Heading level 1, 33/36pt
running over two lines

Heading level 2 at 22/24pt, Semibold v iom et S
running over one or two lines e

Introductory copy at 16/18pt. Util ullam aut
aliquam velessectet n erostrud eu feum
quat. Elesed andreetuero erci estie mincilit num.

ftites Introductory copy at 16/18pt, Ut il ullam aut
Camiser vt liquar velessectet lan henim erostrud eu feum

quat. Elesed a estie minilit num
essequa mconumsan ute dolobor.

Heading level 3, 16/18pt v

Meadogleel st s Saild. ST

L ——
et o gt
frsinpeirarmarii pooy .
[ty : premaneion

Heading level 3,
16/18pt over twolines

jaieerstiaeiy




A4 newspaper covers

A4 internal newspaper cover grid

7.25

62.6

313 7.25

Example

7.25

1=

I\IevvsPaper

4__Business unit

"

TATA STEEL TATA

NevvsPeper

-

Regional
results:
How the
teams
finished.

SCHOOLS FIND THE
WINNING FORMULA

fre dolnie iy o bt dcbort
odiam, volorp

7.25

Newspapers

Newspapers are identified by their masthead. The name/
title of your newsletter should be set in the solid area
between the horizon line and the black bar.

1 & 2 Brand marks

The Tata Group and Tata Steel brand marks should be
positioned as specified on page 8. The brand marks
are set in Tata Blue on a white background.

3. Publication title
Myriad Pro Light, Myriad Pro Bold.
Size depends on title.

4. Sector/descriptor/tagline

Myriad Pro Bold and Myriad Pro Regular, 12pt, sentence
case. The sector descriptor is only used on the front of
sector specific publications.

5 &6. Issue & date
Myriad Pro Light, capitals, 14/17pt. Month follows the
same point size but in sentence case.
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A4 newspaper covers

Examples

A4 internal newspaper examples

TATA STEEL

Lutem voloreet praessim
quamconse consequ ipisci blan
vullamcommy niscipis dolobore
feugue dolesto ea feuisc.

Page8

UILDI

It wis autpatum dolumsan utpate dolore dolendre ming er
iriustis dolobortio odiam, volorperos nur nos nissim et in ut-
ncreet vulla commy nim at praessent n venibh et

FUTURE

‘wis autpatum dolumsan utpate dolore dolendre ming er iriustis dolobortio
odiam, volorperos num nos nissim et in.

4w
TATA

NewsPaper

Business unit - Sector / Function

Lutem voloreet praessim
quamconse consequ ipisci blan
vullamcommy niscipis dolobore

feugue dolesto ea feuisc.
Page6

NG THE

“ It wis autpatum dolumsan utpate dolore
dolen dre ming er irustis dolob ortio odiam,

"

e i YooTPEOS UM o5 issim
m voloreet praessim quamconse conseq pisci blan
iy sonpon ey SteDecorsentyons 99
nostru colenibh ex e wlaore veros aliqui essequi tat wisl
utpat i doluptat de dolobor nm pt i, utnuk in hent vullan uat
Lutem voloreet praessim ipisci blan  pute dui et ad aui
tineruscitat.
int, d

Duislet,
adiam oxercll iquat, veliqui tinis! ulput lutem veliquitet prat, - magna core core consed elessim venderila facilaore facirl-
quat. Consed im il eum ip exeriure

Dolortonse volorts in hent vullan uta loboreet dolore  wis te tin vendit delesequat. Ommodolore feugiatnis! uput

olorersim amet uiscit lortie min

ute magna core core consed elessim lore vel eunsandignim zzrliguam, vull ate facils ibh enibh
Vendreil facilaore faci eriiquat, Consed tate euguero  ea core consendrem et uscps ust.

Wisi Lobor sequis nulluptat. Em quis dolobore velesequat il i hent vullan utat loboreet dolore dolorer sm amet lute:
Volor at nonsenis nibh ero er
alit nibh essent wismodigrim eiure dionseq uatuero stiscipis  alisseq uicit lotie min ute magna core core consed elessim
nim diat. Aud d
nim vullamet erift, quis do corero enibh er sim zzrl u faci-

‘Consed tate cuguero consent accum fsmod ent aliseq uis-

er sum dip-

ismalortis eum ip exeriure con henim nullaorts,

TELEPHONE: 00000 000000 em

Editorial

TATA STEEL

vullamcommy niscipis dolobore
feugue dolesto ea feuisc.

Page 8

NewsPaper

it
lore dolendre ming er irlusts dolobortio
‘odiam, volorperos num nos nissim et in
utpatio con hendreet vulla commy nim at

velutatadiam, commy nim vullamet eril, quis
do corero enibh er sim zzil eu facilan ssit
volests dunt velsi e corem in vel e eugiam

quera essectet, sum dipismolortis.

Lutem voloreet praessim
quamconse consequ ipisci blan
vullamcommy niscipis dolobore
feugue dolesto ea feuisc.

Page6

rem delit iuscips ustrud magna facidui
psummod tionse do dolortionse volortis! n
hent vullan utat oboreet dolore dolorer sim
amet lute dipn utat loboreet dolore dolorer
sim amet lute dipismod ent alisseq uiscit
lorte min ute magna core core consed eles

sequ fpisci blan vullamcommy niscipis dolo-

at wisl utpat nim doluptat del dolabor nim
Ipitals.
Voloreet alit dolorem nonum dio delenit

ulput praesti smodiem nuluptat it adiam
‘exercl quat, veliqui tnis! ulput luer i
et prat vent am volenia mconsequat lumsan

core consed elessim vendrerila acilaore faci

essent wismodignim erure dionseq uatuero

lore ea autem vellt isi te tin vendit delese.
quat. Ommodolore feugiatsl uiput lutem
vellqi te prat, vent am volenia mconsequat
fumsan volore. i

d
tate euguero consent accu ismod ent alsseq
uiscitortie min ute magna core core consed
elessim vendrerila facilaore faci erliuat.
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It wis autpatum dolumsan utpate
dolore dolendre ming e iriusts dolobor-
o odiam, volorperos num nos nissim ¢t
in utpatio con hendreet vulla i

at pracssent i venibh et velquisi.

Lutem voloreet praessim quamconse
consequ iisci blan vullamcommy niscipis
dolobore feugue dolesto ea feuisc Tisit
nostrud dolenibh ex et vullaore veros al-
i esequi at wis! utpat i dolupiat del
dolobor inim pit alis

Noloreet alit dolorem nonum dio del-

Jandem ustncinc et er
fusel ta, Ut wisit vendreet,

lincipit aci blandiam ureet ad minit,

delt uscips wstrud o
mod tionse do dolortonse volortis! in hent
ot dipismod ent aisseq isil lrtie min
ute magna core core consed elessim ven-
dreila fcillaore fa riligua.
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94 Folders

Information and Press pack folders

A4 Information and press pack folder examples

qv qv
TATA STEEL TATA TATA STEEL TATA
Information Information
SECTOR SECTOR

¥»

TATA STEEL TATA Press pack TATA STEEL

Press pack

rATAsTEELf@\ 'Is\TT;A

SECTOR




PowerPoint is a commonly used presentation application. It often
has the tendency to become over-cluttered with information and
therefore complicated and difficult to decipher. Our templates have
been modified to help maximise space and achieve consistency.
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PowerPoint

Typography

Use Arial and Arial Bold for digital applications,
as our corporate typeface, Myriad Pro, may not
be available on all computers.

Colour

Itis key that our primary colours are dominant,
reinforcing the impact of our memorable blue
Tata Steel brand.

Date Arial Bold 16pt

Title slide Arial Bold, 28pt

Subtitie Arial REJHSE SRR Tata Blue is dominant in the system while white
and black appear as canvas and body copy colours.
Secondary colours are included as supporting
colours to this primary statement, e.g. in charts
and diagrams. PowerPoint templates are available
from your IT department.

"ﬁ The colour palette
TATA STEEL TATA

Primary colour palette Secondary colour palette

Date Arial Bold 16pt

Title slide Arial Bold, 28pt
Subtitle Arial Regular, 28pt

Neutral Deep Blue

R190 RO
G185 G43
B166 B69

&

TATA STEEL TATA

Title slide Colour



PowerPoint

¥w

TATA STEEL TATA

Date Arial Bold 16pt

Title slide Arial Bold, 28pt.
Subtitle Arial Regular; 2

Title slide 1 with image

Slide layout for image and text
Subheading

Diate diamcon umsandrem vulluptat
praessis ad dolobor eriureetum dolor
ipsuscidunt lum endionse ming el ing
euguercil digniamconse commy numsan
ver sequisi.

Im ipit, vulputat. Em zzril ute tis aliquam,
consent aut nullut ad mod digna autat.
Utnon eum zzrilla ndionsed dip etueros
nos nim digna feu feum irl ulluptat.

Ostrud dolent lan ut aliquat, commodo
lutpat wisim velesto odolensi tat. Ut ent
non utpat. At do consed tionseq uipisit
augait velenit, sequatin etummy nonse-
quat ut ationsed el diat augait luptatin
henit alt lametum sandrem dit ing,

TATA STEEL

A large image can be placed within the grid as shown,
with annotations or caption copy on the left

aw»

TATA STEEL TATA

Date Arial Bold 16pt

Title slide Arial Bold, 28pt
Subtitle Arial Regular, 28pt

Title slide 2 with curve graphic background

Slide layout for full page image
Subheading

w»

TATA STEEL TATA

A full image with no captions or annotations can be placed
in the content area. Avoid full bleed images for content slides
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PowerPoint

Slide layout for full page text
Subheading

—

Diate diamcon umsandrem vulluptat praessis ad dolobor eriureetum dolor ipsus
cidunt lum endionse ming el ing euguercil digniamconse commy numsan ver.

+ Ostrud dolent lan ut aliquat, commodo lutpat wisim velesto odolenisi
~ Utent non utpat do consed tionseq uipisit augait velenit, sequatin
« Nonsequat lut ationsed el diat augait luptatin henit alit lametum

Im ipit, vulputat. Em zzril ute tis aliquam, consent aut nullut ad mod digna autat.
Ut non eum zzrilla ndionsed dip etueros nos nim digna feu feum iril ulluptat.

Key messages can be highlighted Arial Bold and in Tata Steel blue.
Ostrud dolent lan ut aliquat, commodo lutpat wisim velesto odolenisi.

Ut ent non utpat. At do consed tionseq uipisit augait velenit, sequatin etummy
nonsequat lut ationsed el diat augait luptatin henit
alit lametum sandrem diting.

TATA STEEL TATA

Body copy has three levels of bullets

Slide layout with 2 columns
Subheading

Column heading Arial Bold

- Diate diamcon umsandrem vulluptat

Column heading Arial Bold

- Diate diamcon umsandrem vulluptat

praessis ad dolobor eriureetum praessis ad dolobor eriureetum

+ Dolor ipsuscidunt lum endionse ming + Dolor ipsuscidunt lum endionse ming
eling euguercil digniamconse commy eling euguercil digniamconse commy
numsan ver sequisi numsan ver sequisi
Tata Steel blue should be used to + Ostrud dolent lan ut aliquat, commodo
highlight key points. Em zzril ute tis lutpat wisim velesto odolenisi tat. Ut ent

aliquam, consent aut nullut ad mod
digna autat. Ut non eum zzrilla ndio
nsed dip etueros nos nim digna.

non u

+ At do consed tionseq uipisit augait
velenit, sequatin etummy nonsequat lut
+ Ostrud dolent lan ut aliquat, commodo ationsed

lutpat wisim velesto odolenisi tat. Ut ent « I diat augaitluptatin henit it lametum

sandrem diting
+ At do consed tionseq uipisit augait
velent, sequatin etummy nonsequat lut
d

+ Augai veleni, sequatin etummy nons
ationse d

equat lut ationses

+ El diat augait luptatin henit alit lametum
sandrem diting.

TATA STEEL TATA

Use Arial regular and bold when creating text charts

Slide layout with chart

Subheading
Chart Heading Diate diamcon umsandrem vulluptat
Chart subheading praessis ad dolobor eriureetum dolor

ipsuscidunt lum endionse ming el ing
euguercil digniamconse commy numsan
ver sequisi.

Im ipit, vulputat. Em 2zil ute tis aliquam,
consent aut nullut ad mod digna autat.
Utnon eum zzrilla ndionsed dip etueros
nos nim digna feu feum irl ulluptat.

Ostrud dolent lan ut aliquat, commodo
lutpat wisim velesto odolenisi tat. Ut ent
non utpat. At do consed tionseq uipisit
augait velenit, sequatin etummy nonse-
quat lut ationsed el diat augait luptatin
henit alit lametum sandrem dit ing.

2010 2011 | 2010 2011 | 2010 2011| 2010 2011 | 2010 2011

@Sheet ®Output! @Output2  ® Output3
®Output4  ®Output5

TATA STEEL TATA

Charts should be placed on the left hand side with
body copy on the right

Slide layout with table

Subheading

Table Heading Diate diamcon umsandrem vulluptat

Table subheading praessis ad dolobor eriureetum dolor
ipsuscidunt lum endionse ming el ing

Grade R (Nimm) Rm (Nimm) euguercil digniamconse commy numsan
ver sequisi.

Name 1 185 189 310-450 290315

ame Im ipit, vulputat. Em zzril ute tis aliquam,

Name 2 185 189 310-450 290315 consent aut nullut ad mod digna autat.

Name 3 85 189 310450 200315 Ut non eu zzrila ndionsed dip etueros

p— PP prr 290915 nos nim digna feu feu irl ulluptat.

Name 5 185 189 310-450 290315 Ostrud dolent lan ut aliquat, commodo

Name 6 185 189 310-450 290-315. lutpat wisim velesto odoler L Utent
non utpat. At do consed tionseq uipisit

Name 7 185 189 310450 290315 augait velenit, sequatin etummy nonse-

Name 8 185 189 310450 290315 quat lut ationsed el diat augait luptatin

Name o pre— Tro450 290315 henit alit lametum sandrem it ing.

Name 10 185 189 310-450 200315

Name 11 185 189 310-450 200315

Name 12 185 189 310-450 200315

Name 13 185 189 310-450 200315

TATA STEEL TATA

Simple diagrams and tables should be created using
the primary colours

PowerPoint
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3D Tata Group brand mark

Never construct the 3D brand mark
where the depth is greater than the
measurement taken from the central
part of theT’in the Tata ‘T’ symbol

part of the 'T"in the Tata ‘T’ symbol

ATA

Never use different materials or colours
for the front and extruded parts of the
3D brand mark

The depth of the 3D form should never be deeper
than the measurement taken from the central

TA

Never use bevels or other special
effects or finishes when constructing
the 3D brand mark

TA

Never construct the 3D brand mark
using the negative shapes from the ‘T’
and the outer oval as the solid parts

Constructing a 3D Tata Group brand mark

When constructing our brand mark for three dimensional
applications it is important that the final product remains
true to the original appearance of the printed brand mark.

Most importantly any 3D brand mark that is commissioned
should use the solid parts of the ‘T’ symbol as the solid
parts of the final product as in our printed brand mark.

As this will create three separate pieces of the ‘T’ symbol
and the letters that make up the Tata wordmark will
create a further four pieces it is essential that the spacing
between these elements remains consistent with the
original brand mark when applied to any surface.

The depth of any 3D constructed brand mark should
never be deeper than the measurement taken from

the central part of the ‘T"in the "T" symbol (x). This will
ensure that the 3D construction will never be too bulky
or change the legibility of the brand mark when viewed
from different angles.




3D Tata Steel brand mark DRAFT

TATA S"I|'EEL

Never construct the 3D brand mark
where the depth is greater than the
measurement taken from the central
part.of theT"in the word STEEL (x)

The depth of the 3D form should never be deeper
than the measurement taken from the central
part of the 'T"in the word STEEL (x)

T T

Never use different materials or colours Never use bevels or other special
for the front and extruded parts of the effects or finishes when constructing
3D brand mark the 3D brand mark

Constructing a 3D Tata Steel brand mark

When constructing our brand mark for three dimensional
applications it is important that the final product remains
true to the original appearance of the printed brand mark.

The depth of any 3D constructed brand mark should
never be deeper than the measurement taken from

the central part of the ‘T’in the word STEEL (x). This will
ensure that the 3D construction will never be too bulky
or change the legibility of the brand mark when viewed
from different angles.
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Exhibitions

Exhibitions are an ideal way to reinforce the Tata Steel brand
presence, and any space, large or small, should be managed
effectively and consistently.

We have created some illustrative examples that can be used
as a reference when designing your exhibition stands.



Exhibitions

Exhibition stands

Curved twin panel display

Standard panel displays

COMBINING GLOBAL
EXPERTISE WITH LOCAL
CUSTOMER SERVICE

TATA STEEL

COMBINING GLOBAL
EXPERTISE WITH LOCAL
CUSTOMER SERVICE

borersed dole seniam,
aquatio eummy num
‘modolessequiscidunt

“The Tata Steel brand

represents a mark
of quality

and streng

TATA STEEL

“The Tata Steel brand
represents a mark

of quality, loyalty
and strength.” er

Pop-up banners

TATA STEEL

TATA STEEL

Exhibition stands
Shown here are some examples of different approaches
to exhibition stands.
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While care has been taken to ensure that
the information contained in this brochure
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liability for errors or information which is
found to be misleading.
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