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INTRODUCTION

OUR NEW BRAND

Baily Garner's new brand
has been created to better
reflect our interdisciplinary
and collaborative culture
and help us stand out
from the crowd as a team
of specialists working
together to deliver
outstanding projects.

These guidelines have
been produced to help
you use the Baily Garner
brand effectively,
consistently and correctly.

It will help inspire you to
create communications
that are fresh, compelling
and relevant to your
audience. We need

to make sure that all

our communications
reflect our brand.

Our brand is flexible but
to make sure it’s as strong
as possible, there are
things we need to make
sure are kept consistent.
This guide will give you

a feel for where to take

a creative stretch.

If you have any questions about

the guidelines, please contact —
XXX Our comprehensive
E. xxx@bailygarner.co.uk range of construction

T. 020 8094 100 consultancy services

ARCHITECTURE

BUILDING SERVICES ENGINEERING
BUILDING SURVEYING

COST CONSULTANCY

ENERGY AND ENVIRONMENTAL
INDEPENDENT CERTIFIER
PROJECT MANAGEMENT

QUALITY CONTROL INSPECTORS
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01. LOGO

INSPIRATION

Our logo reflects on

our interdisciplinary
approach and gets a
strong construction

feel from its isometric
grid, the foundations of
personalised B and G
letters. These initials have
then been combined to
create 6 variations of
the brandmark, creating
a forever changing
logo to represent our
multiple services.

THE 6 BRANDMARKS

.

Brandmark O1 Brandmark 02
Default

Brandmark 03

Brandmark 04

Brandmark 05

Brandmark 06



01. LOGO

BRANDMARK AND
WORDMARK

Our logo is key to our identity and
features on all material.

The logo is formed by one of the
6 brandmarks and the wordmark,
which can be on one or two lines.

The brandmarks and wordmarks
have been meticulously put together
for the logo to look harmonious.

The format and orientation defines
whether the ‘one line’ or ‘two lines’
version is preferable, although the
most commonly used version is the
2 lines option.

Most of the time, the logo is used
with the brandmark and wordmark
together but in some occasions,
such as social media profile icon,
the brandmarks can be used alone.
The wordmark should not appear
on its own.

The logos are available is a wide range
of formats, please always use the
original artwork provided.

The defaut logo uses Brandmark O1 and
will be predominant but any brandmark
can be used.

| I

BAILY
GARNER

Brandmark 01 2 lines wordmark
Default
BAILY
. GARNER
| || |
Brandmark 02 Wordmark
¢ BAILY
B ke £ Bl

BAILY
|2 GARNER

L J L i
Brandmark 08 Wordrmark

> BAILY
GARNER

Brandmark 06

Wardmark

BAILY GARNER

L

Brandmark O1
Default

BAILY GARNER

1 line wordmark

Brandmark 02

BAILY GARNER

J

Wordmark

BAILY GARNER

J

et

BAILY GARNER

Brandmark 04

Wordmark

é BAILY GARNER

Brandmark 05

Worgmark

Branomark 06

Wordmark

&



ROTATING THE LOGOS

The idea behind having
© brandmarks is to rotate
the logos to iliustrate how
Baily Garner constantly
evolves to adapt a forever
changing environment

On the website, the logo
changes randomly each
time a page Is refreshed.
On print. a different
version of the logo is used
on the set of brochures
for example.

&, BAILY
GARNER

& o cumnes

Create vision
Build success

EDUCATION
i it

COMMERCIAL

B_ BAILY
% GARNER

W,

CLAUDIAN WAY

h BAILY
“% GARNER

TRt

o

RESIDENTIAL

Srartion woltums

|5




01. LOGO

COLOUR VERSIONS

There are 4 colours versions
of the logo. Artwork is
available in various formats
for all the brandmark/
wordmark combinations
and colour versions.

BAILY BAILY
I~ GARNER GARNER

The colour version ° is
preferred where possible
and should be used for
most full colour work.
The colour version must © colour (cMYK/PANTONE/RGB) © park blue mono
be used on a white
background only.

On coloured background,
please use e the ‘Dark
blue mono’ version of
the logo on light colour
and o ‘White negative’
on dark colour to ensure
maximum contrast.

The black positive version
should be reserved to

8o i BAILY BAILY
GARNER GARNER

— ° Black positive
For colour break downs, please

see the Colours section.




01. LOGO

CLEAR SPACE AREA

In order to maintain a
clear, consistent look

and feel for our logo,

a minimum amount of
breathing space should be
left around it. This space

is determined using the
height of the Y of BAILY as
shown on the diagrams.

GARNER

_BAILY GARNER .

A

BAILY GARNER

A




01. LOGO

DEFAULT A4 SIZE
AND POSITIONING

2 lines logos

On A4 format, the default
size and positioning for

2 lines logos is set as
described on the diagram.

To ensure consistency,
for all versions of the
brandmark, the logo
size is set using the
wordmark only, which,
on A4, should be 3Imm
wide per 12mm high.

The left, right and bottom
margins of the page

equal the height of the
wordmark, i.e. 12mm on A4.

The top margin of the
page is defined using the
width of the wordmark,
(e.i. 3Imm on A4). The
baseline of the wordmark
sits on this margin.

-

3imm

BAILY




01. LOGO

DEFAULY SIZE ARD
et

=

1line logos

The default size and
positioning for 1 line logos
on A4 format (portrait).

is set as described on

the diagram.

To ensure consistency, for all
versions of the brandmark,
the logo size is set using

the wordmark, which on A4
should be 60mm wide x
6mm high.

The left, right and bottom
margins of the page equal
twice the height of the
wordmark, i.e, 12mm on A4.

The top margin of the page
is defined using half the
width of the wordmark. On
this example, the logo width
is 60mm, so the top margin
is 30mm. The wordmark
paseline sits on this margin
whatever version of the
brandmark is used.

R

The 2 lines versions of the logo are the most commonly used.
However, when the format is prohibitive, such as narrow headers
or banners, the one line version should be used to ensure both
the wordmark and the brandmark are at a good size.

BAILY GARNER

60mm

B BAILY GARNER | 6mm L

(::1 Q {:) \‘!\-.l! | ‘.‘."i (3 {:) [__! E__\‘ (—_) \i"'\,-'{ [\]

b; BAILY GARNER

Create vision
Build success



01. LOGO

POSITIONING

The logo is preferably
positioned at the top

of the page, either left

or right, but in some
circumstances, it can be
positioned at the bottom.
The wordmark baseline
then sits on the bottom
margin, defined using
the wordmark height, as

shown on the diagram. X ;;—:r BAILY GARNER

._ . 2Y :
_XE BAILY GARNERT0.5x

2 BAILY GARNER X

¥% BAILY GARNER.X

- Rk

x [ GarRNER

BAILY

ﬁA'IL =3
GARNER

Tx

BAILY
' GARNER, X |




01. LOGO

STANDARD SIZES | T
- BAILY

2 lines logos "BNLY""""':”"'
The minimum size for the % ﬁ | Tx BAILY % Ber
2 lines logo is 8mm high. \ GARNER T . - —— GARNER

For standard print formats,
the sizes are defined as I

below: —Y = 8
e rb BAILY T,

x | v |

Minimum 8mm | 20.5mm

AS5/DL 85mm | 22mm o2 ||
| Lbsmuf T |
A4 12mm | 3mm A ARNER ]

. e BRI, i
_b'_.,mm. | =

A3 17mm | 43.5mm |




01. LOGO

STANDARD SIZES

1line logos

The minimum size for the
1line logo wordmark is
3.5mm high.

Here are a few example of
common sizes,

www.bailygamer.co.uk

= 5 BAILY GARNER

Create vision
Build success

Website: 168x17px

ﬁ BAILY GARNER

CREATE VISION
BUILD SUCCESS

Standard pull-up banner: 480x48mm

A4 portrait: 60x6mm




01. LOGO

DOS AND DON’TS

Our logo must always be
used with the correct clear
space area, colours, size
and proportions,

This page shows
unacceptable uses of
the logo.

Use the colour version

of the logo on white
background only. For solid
colour background, use the
contrasting mono version,
either dark blue or white.

The wordmark and
brandmark should be
treated together as one
logo. Don't alter the
components of the logo
or attempt to size them
individually.

Please always use the
original artwork, don’t
redraw the logo.

BAILY BAILY

»{
GARNER \% ?,?'

GARNER . BAILY
GARNER :GARNER

O O

Don’t distort the logo Don’t change the Don’t change the relative  Don’t rotate the logo
composition of the logo proportion of the elements
or add anything to it

BAILY BAILY L BAILY
GARNER GARNER | GARNER

O O

Don’t use the colour Don’t change the font Don’t change the colours Don’t outline the logo with any
logo on a colour colour or shadow
background




01. LOGO

DOS AND DON’TS

If placing the logo over
photographs, please
make sure it is still clear
and impactful.

Mono is the preferred
option on a photographic
background, except if the
part of the photo where
the logo stands is solid
white (or very light colour).

If the photo is too busy,
please place the logo in a
white band either above or
below the image.




01. LOGO

CO-BRANDING

Co-branding is necessary
when a project involves
several organisations,

Most organisations

will have co-branding
guidelines that must be
respected and we need to
ensure that we do our best
to work in line with partner
requirements.

Several type of documents
need co-branding and the
rules will depend on the
level of partnership on

a project.

." %}

Y BAILY
GARNER

Report front covers

Baily Garner is the lead organisation on
the project: our default logo is placed at
the top (left of right) of the document
(which can be portrait or landscape). The
supporting organisations’ logos should
be placed along the bottom of the page
and given the same size and weighting.

. LOGO

Lo 10GU

‘I.LOGO

Baily Garner is NOT the lead
organisation on the project: our

default logo will be placed with other
supporting organisations’ logos. The lead
organisation’s guidelines apply first but
the clear space area and minimum size
of our logo must be respected.

B

BAILY
GARNER

Baily Garner and another organisation
lead the project: our default logo is
placed at the top of the document,
either left of right, opposite to the other
organisation’s logo. The supporting
organisations’' logos should be placed
along the bottom of the page and given

the same size and weighting.




01. LOGO

CO-BRANDING

Consultation boards
The positioning of the
logo also depends on
Baily Garner’s role in
the project:

o Same level of
partnership: All logos
have the same size and
weighting. Our logo

is positioned in the

top left or top right
corner of the page if
Baily Garner produces the
board, otherwise, other
organisations’ guidelines
apply but the clear
space area and minimum
size of our logo must

be respected.

e Leading organisation:

Our logo is separated
from the supporting
organisations’ logos and
is prominent.

o Supporting
organisation: the lead
organisation’s guideline
apply but the clear
space area and minimum
size of our logo must

be respected.

RALY & BAILY
B @oco m‘ro (EEY l% g 1060 % GARNER

o Same level of partnership

a BAILY
- GARNER

BAILY
060 2 GARNER . )

LOGO

S Bher W0

o, ©
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02. COLOURS

COLOUR PALETTE

Our colours are an essential
part of our visual identity.
They are bold, viorant and
reflect our personality. A
consistent colour palette
will help us stand out and
ouild trust and recognition
with our audience.

More white is right

While a good use of colour
can bring documents to
life, white space helps to
keep things clean and
simple, increases legibility
and communicates
elegance, openness

and freshness.

Which colour mode?
CMYK For commercial
orinting - 4 colour
(process colour) litho or
digital printing.

Pantone For commercial
printing - spot colour litho
or screen printing.

RGB or Hex For screen
use - including web, email,

Word and Powerpoint

RAL For painting

Swatches for
Indesign and
colour theme
for Microsoft
application

STEEL BLUE
C78 M52 Y25 K8
Pantone 653C
R69 G106 B144
Hex #456 A90
RAL 260 40 35

SKY BLUE

C62 MO YO KO
Pantone 2985C
R82 G194 B240
Hex #52C2F0O
RAL 670-6

are available in
CMYK and RGB.

DARK BLUE
C100 M80 Y29 K34
Pa e 648C
k21 G50 B92
Hex £15325C
. 270 20 29

YELLOW
* C9 M7 Y80 KO
D!E;,jcjfcrcfﬁi . Pantone 603C
CMYK values R241 G221 B71
nenians | Hex #FIDDA7
RAL 260-3
To keep our image consistent, no other colours should
be used. Tints are tolerated in odd occasions, such as
charts and infographics, to extend the colour palette when
additional colours are needed.

ORANGE

CO M82 Y80 KO
Pantone 7625C
R232 G74 B52
Hex #E84A34

RAL 2009
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03. FONTS

EXTERNAL MARKETING
MATERIALS

Gotham is our font for all
external marketing materials
such as brochures, policies,
tenders etc...

Headlines

Headlines should use
Gotham bold and be all caps.
Any colours from the palette
can be used. Recommended
sizes can vary depending on
the material.

Subheading

Any subheading should
contrast with the size of any
headlines. Recommended
sizes can be from 12pt to 21pt
depending on the material.

Body copy
Gotham light 9pt is used for
all body copy.

Caption, small print

For font sizes under 9pt,
Gotham Book might be
preferred to Gotham Light.

Paragraph Style are available in
Indesign templates to provide
guidance on fonts.

GOTHAM BOLD
ALL CAPS FOR
HEADINGS

ABCDEFGHI
JKLMNOPQRS
TUVWXYZ

Gotham light sentence case can be
used for subheadings on main title

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

Gotham Bold sentence
case for subheading in copy

ABCDEFGHI
JKLMNOPQRS
TUVWXYZ

Gotham Light for body copy type style.

ABCDEFGHI
JKLMNOPQRS

TUVWXYZ
Examples of

document using
Gotham

%_-

BAILY
GARNER




03. FONTS

EVERY DAY USE
AND INTERNAL
COMMUNICATION

Arial is our font for
everyday use, letters,
emails, presentations, all
administration and internal
communications.

Headlines

Headlines should use a
bolder version of Arial.
The preferred colour
dark blue and all caps.
Recommended sizes can
range from 14pt to 24pt

depending on the material.

Subheading

Any subheading should
contrast with the

size of any headlines.
Recommended sizes
can be from 12pt to 21pt

depending on the material.

Body copy

Arial 11pt is our defauit
font and must be used for
all body copy.

ARIAL BOLD
ALL CAPS FOR
HEADINGS

Arial Bold sentence case for
subheading

Arial Regular 11pt, default font for internal use.
Body copy type style

5. TERMS AND CONDITIONS

COOPER SCHOOL ARTS BLOCK NEW BUILD

Role: Architect, Empleyer's Agent,
Independent Tester and COM Coordinator MLM and AMP
Client: Medway PCT, Ryhurst LIFT, Community Care 2011 Shortistad
Medway Community Care

Key partners; Rydon Construction, Fife Belcher,

Project value: £4 million Awards: Bullding Better Healthcare - Best

Medway Culture & Deslgn -New Buld Shortlisted

1 Definitions
In these conditions:-

a) “The Company” means Baily Gamer
LLP.

b) “The Client” means the person to whom
the Company is providing the service
under the contract.

c) “The Contract’ means the agreement
between the Company and the Client
for the provision of the services
including these conditions of contract.

d) “The Services® means the service to be
provided by the Company under the
confract,

2 General Condition
Unless expressly agreed in writing and

signed by one of the Company’s Equity
Members, all proposals, offers or orders

4 Variation andfor A d

The contract includes for such services as
are described therein and based upon our
knowledge of the project at the time the
proposal is presented. Any variation or
extension of the service or variation or
extension to the project not included in the
contract, will be the subject of a separate
proposal or offer on the terms of these
conditions and shall not be included within
the contract until accepted by the Client
and confimed by the Company.

5 Basis of Professional Charges

Percentage Fees

Where a percentage fee applies, the total
cost of construction means the final total
{or, until this is determined, the most
recent professionally prepared estimate

for services are made and d only
upon the terms and conditions set out
herein. The Client’s order or

pproved by the Client, or, where no such
estimate is approved, a fair and
reasonable estimate) of all amounts
ble to the Cc under the

g agr It or accep
of the Company’s proposal or offer shall
not become a binding contract unless they
incorporate a copy of these terms and
conditions.

3 Period of Acceptance
Unless otherwise referred to, our offer is

open for acceptance within 60 days only
after the offer date.

Buﬁding conlract, excluding:

* VAT payable on such amount;

* any costs incurred by reason of any
negligence of, or any breach of the
contract by, the Company;
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04. BRANDING ELEMENTS

BRANDMARK SHAPES

The brandmarks are used as
the main branding element.
They are flexible and can

be used in many ways to
structure the space, bring a
touch of colour, house text
and imagery or make things
stand out.

Any of the 6 brandmarks
can be used in its entirety
or cropped, isolated shapes
can also be extracted

and used separately

at any scale, although
where possible, it's best

to try to keep the scale
consistent throughout the
same document.

fn certain situations, the
composition of a brandmark
can be amended slightly to
better accommodate the
layout, but it should be kept
as close as possible from
the original to avoid diluting
the brand.

- - "‘"'-'-4-ﬂ-----

1

(e}

O
‘

‘

1
(Y]
(@]

See next page for examples
of how the brandmark shapes
can be used.




04. BRANDING ELEMENTS

_ BAILY
GARNER

HEALTH

Inneent v sShitiods

Cropped brandmark housing pictures

BAILY
GARNER

ENVIRONMENTAL
POLICY

Cropped brandmark and separate shape
housing picture

BAILY
. GARNER

SAXON WEALD

TENDER SUBMISSION

Separate shapes

FEE PROPOSAL e

BALLY BalLY
GARNER GARNER

B B

CHRISTMAS
RECEPTION

BAILY
é GARNER

Cropped brandmark with seperate
shapes used as layers with with
cut out images

The mono version of
the brandmark can
also be used



04. BRANDING ELEMENTS

LINES, OVERLINE AND
UNDERLINE

Our layouts use a lot of
white space. Lines are
therefore a great way to
structure information and
add a subtle dash of colour.

Lines are often used in our
literature such as policies or
tender documents to define
the page header and make
the main heading stand out.
Lines are also obviously
very useful for charts or
where the space needs to
be divided. Please use a
light stroke weight such as
0.25 or 0.5pt for lines going
across the page.

Overline is used to
highlight specific
information such as picture
captions, people's name, or
headers. It can also be used
in charts or to structure
the space on the website.
The overline stroke weight
should be 1or 2pt.

Underline (rules under)
are used in subheading
style or to isolate
paragraphs of text.

1.2 PROVIDE A STRUCTURE CHART IDENTIFYING THE KEY MEMBERS
of your propo.sed dellvery team and w_ho will undertake the role

he of lead outlining

) k g in tl
their credentials for this role.

e Wl s Law Wl
Fia—ework Vanager and lozdl
conlact John s 2~ Eauly Par ner

sEocen at Na onal Con‘aiénzes and
evenls o~ a rage of subjecs Irom
ho.sing ~ai~te=ance 2 buldig

m (h-client parrner no liames res  partormance evaluatian Ind

2 Eea forexa=ole Cambiuma New envrranmental performanse
Survesor, iat o= al Projact Sattlement Cambiidge gl serng

Managemant Professianzl BREZAM  over 650 ho=es He "asalsoatez  [ra lenms acin r-nae ml aune e =
Asspssorand Code tor Susiacabla s oimodove s Agenllc s aller 1055 diffe-ant Ziseiolings whic~

Uiciale

Hzmes Assessors and nzs beer ind vizuzl s tes b sl
. Frame sork Manager.

b G 4 ah S John s the Part-a'ship lead “or

Lnare men huilding Service: Uiz g Intormatizn M=celling (2IM)
and 2cled as Fla~ewoik Vanager  and ha: led clie- iesen anzns
16 aida talige e L iUl and semina < on this and ather
Logal Authoriies anz Hous ng (e b et P S

PROJECT TEAM STRUCTURE CHART

SAXON WEALD

6 &

FRAMEWORK PROJECT TEAM PROJECT TEAM PROJECT TEAM
MANAGER LEAD LEADER LEADER
Michofie Minogue Clive Smith M
s Tgari 0w JEA e,

s

ARCHITECT ARCHITECTURAL QUANTITY ASSISTANT
Aya Irinkava-Studankova ASSISTANT SURVEYOR QUANTITY SURVEYOR
VAGH Tyt PR Gulistan Aclan Duncan Cameron ahas Crask
A on, VS Se g vieT

OESIGN ADMINISTRATOR
Laura Day
o

© 1 LSEREE RenAIERENT & SRR

See the Examples section for
more illustrations of how the
lines are used.

MEET THE PARTNERS

e're proud of our poople From the most senor aquity

partners ko 1ainees Just STaring out. cus team combines

ANDT TOOKEY
e

Myt U2 110t e e e My
P e | AT e
ConuaLancy Inat 31 tre ) in praving
e buaet UL auiarince As & chiTtanC
Srtyor uakhed prapect manager vabor
mager 2l gt e, My Bigarts
fat 1argea om plaared TanGRenc T
B e et 3 e a0 D0
@atmizy anct coteasry
b oA lahu e o

Gotham
Bold 7pt

drnve and professionalism with 3 ccmmitment tc excellence

EQUITY PARTNERS

5

BRADLEY WEBSTER 1AN MAUN

4 iy g 0 Clng a1

“Ae 2 diarivied suremr e c0e: manepr s 4 chanere e e ven e 30 s
Ty g ence wohOe new Duld 13 S |4 P ey e e P
- — e e 1100 110 et mnie D afterte

PRI | P e aT

BRI warviten 1ATaTE, froncing wrigy-
#OOTT InG I lrtat e b KhmGA Bt
mopim w10 by, wors 420 marn 0"

LTI e T L0

tarng ani deumang tnethe BICY

bty bt e b

> Walbrook Building, Cannon Street.

re-acquisition

Architect: Fo

Gotham |
Bold 7pt
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05. SITE SIGNAGE

STANDARD SIZE SIGNS

Our site sign design
clarifies which role(s)
Baily Garner are providing
on the particular project

Site Signs are printed on
either 3mm Dibond (Alu
Composite Board) or on
5mm foamex. They are
traditionally produced in
two sizes:

Smaill:
4" wide x 1 high
(1220mm x 305mm)

Large:

8" wide x 2’ high
(2438mm x 610mm)
Bespoke sized signs can

also be provided depending
on the requirement.

BAILY
GARNER

www.bailygarner.co.uk

EMPLOYER’S AGENT

1000mmx2100mm

BAILY
GARNER

www.bailygarner.co.uk

BUILDING SURVEYING
COST CONSULTANCY

BAILY
. GARNER

www.bailygarner.co.uk

BUILDING SURVEYING
COST CONSULTANCY

PROJECT MANAGEMENT

BAILY
» GARNER

www.bailygarner.co.uk

EMPLOYER’S AGENT
BUILDING SURVEYING
COST CONSULTANCY

PROJECT MANAGEMENT

. BAILY GARNER

EMPLOYER’S AGENT
BUILDING SURVEYING
COST CONSULTANCY
PROJECT MANAGEMENT

www.bailygarner.co.uk
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EXAMPLES

BROCHURES

-
BAILY
GARNER

2. PROFESSIONAL CAREERS IN
THE BUILT ENVIRONMENT
The construction induslry Is ane ot the lsrgest In Hio world and accounts for avar

2 million Jobs In Uia UK. Tha Induslry contributas ovor E100 blihon Lowsids UK.
GDP and its performance is a hey indicator an the heath of the economy,

% buah e ronrmors plays an

conor < rawih ynd orow g
2 austanazlo am norv=ant for e

160200 mu
¢ camities worn e,

[ ————

8 BUILDING SURVEYING

e want yau t be ablg 10 cloarly understand what
Wa do af Bally Garnet ang whal makes us itand
Ut from the compotttien, The loliowing socion
therctors provides an avervicw of our principal
a0rvices and deplh of exporlonca which we hopa yau
tind of Intetest In considering your fiial catea) path,

weeator masn 10 B+ Gatrar

ARCHITECTURE

ENVIRONMENTAL
& BUILDING SERVICES

GQUANTITY SURVEYING

harared Proect Hanagann :
on3e. 1 By Garm

VorhaR g | oy -0 lror b 4ckate 8 vavor cacermm.

o1 11T foar aq0 2ecommm on

ol nta ) il

& BAILY
GARNER

-

COMMERCIAL

The sector ls spaniing

in » competitive
which highlighis the need
for etficlent detign, high
kN it e, et
sk management and »
Brosctive, can-do approsch.

[ N—

PROFESSIONAL SERVICES

Bally Garner provide s “di=
comprahermive service
1o the Commercial
Sectar. Our sarvices can T
be taliored to provide
the maat oftective
ety

L
10 any combination
of spacialists:




EXAMPLES

FEE PROPOSAL*

BAILY
GARNER

FEE PROPOSAL

CONTENTS

1. Introduction
. Project Description
. Fee Proposal

4. Service Proposals
. Terms and Condi

w N

IS

S. TERMS AND CONDITIONS

1 Defintions
I thaso conditions -
) “The Company’ means Bay Gamer
P,

b) “The Cllen” means the person to whom
tne Company 1 providing bne sarvice
under the contrac

) “Tho Contmcl means Ihe agresment
botwaon tho Company and tho Clion
o the provision of the services.

4 Yarlation and/or Amendment

T it IRt R 400 et B8
re desenbed herein and based upan our
knowfedge of the projec at the lima lhe
proposal is presentad. Any varalion o
oxtansian of b0 serviee or venation or
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