newlhne



Newline Interactive Brand Guidelines n eW I | ﬂ e

ol
L.O0go




newline

Newline Interactive Brand Guidelines

OUR
LOGO

Lore eat a voluptatus remod quas nimo to .
officiatur apitiuribus solorru nducientur?

ab impore simodi arciant emporereperi

conseca tibusdae.

Need i+ v
a smaller size?

newiine newline

Download all logo assets

Minimum web size 110 x 23 px Minimum print size 200 x 4,23 mm
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L OGO
CLEARSPACE

The "n" establishes the essential clear
space around the logo, ensuring it has
ample room to breathe. This distance Is
crucial for maintaining visual clarity and
Impact.

Download all logo assets
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L OGO
VARIATIONS

Logo variations should primarily feature
the main brand colors, typically white or
black. Always ensure that the logo has
high contrast with the background for
optimal visibility.

Download all logo assets

COLOUR
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Logo in black

newlne

Logo in white

newline

Logo in Fun Blue

TAGLINE

newhne

Logo with tagline

in blac

k

ect. Create. Collaborate.

newhne

Logo with tagline in

white

ect. Create. Collaborate.

newhne

Logo with tagline in Fun

ect. Create. Collaborate.

Blue

BACKGROUND

newline

Black + Link Water

newline

White + Black

newline

White + Image

White + Texture

newline
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L OGO
WITH TEXTURE

This variant merges our main
graphic element with the logo itself.
It is specifically designed for select

applications, so be mindful of the size to
maintain visual details.

Download all logo assets
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To protect our brand integrity, avold @) Do not add a gradient to our wordmark. @) Do not add a shadow to our wordmark. @) Do not rearrange our wordmark elements.
altering, stretching, or changing the
colors of the logo in any way. It must
consistently appear as intended to uphold

brand recognition. [ \ = \/\ll l [ | = Find solutions with newline

e Do not place the logo over a low-contrast background. @ Do not use a 3D effect on our wordmark. e Do not use a 3D effect on our wordmark.

newline newline newline

e Do not stretch our logo in any direction. @ Do not use an unauthorized color on our logo. @ Do not change the spacing between our logo elements.

Download all logo assets
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OUR
FAVICON

The favicon should only be used with
prior approval and when the brand is
already highly recognizable. It should not
be used in isolation, as maintaining brand
recognition is crucial.

Minimum web size 16 x 16 px

Download all logo assets
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Fun Blue

PRIMARY om0 o
COLOURS

The primary colors are fundamental White

to our brand identity and should be P p—
consistently applied to the logo and other RGB 255,255, 255
branding elements.

Black
HEX 000000

RGBO, 0,0

Download all logo assets
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SECONDARY
COLOURS

Secondary colors are utilized regularly in
various applications, serving as accent
colors that complement our primary
palette. These colors add versatility to our
branding.

Download all logo assets

Link Water

HEX E4ESF7
RGB 228, 233, 247

Strikemaster

HEX A85FA2
RGB 168, 95, 162

Scorpion

HEX 5C5758
RGB 92, 87, 88

Cerise

HEX D94187
RGB 217, 65,135

newline
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GENERAL LAYERS
COLOURS

The colors of our main graphic elements

represent the layers of our brand identity.

It's important that the order of these
layers Is never altered to maintain visual
hierarchy.

Download all logo assets

Trendy Pink

HEX A95EAGL
RGB 169, 94, 166

Deluge

HEX 8975A9
RGB 137,117,169

Endeavour

HEX 005BSA
RGB O, 91, 154

Affair

HEX 7A4285
RGB 122, 66, 133

East Bay

HEX 545A90
RGB 84, 90, 144

Fun Blue

HEX 00519D
RGBO, 81, 157

Wisteria

HEX 83609A
RGB 131, 96, 154

Matisse

HEX 006ASE
0, 106, 158

Biscay

HEX 003263
RGB 0, 50, 99

newline
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PRIMARY
TYPEFACE

Roboto is our primary typeface, chosen

Roboto

for its modern and clean aesthetic. Use ABCDEFGHIJKLMNOPQRSTUVWXY/Z

G e abedefghikimnoparstuvwxyz

brand presence. 1234567890
Roboto Thin Ag
Roboto Light Aa
Roboto Reqular Aa
Roboto Bold Aa

Download all logo assets
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SECONDARY
TYPEFACE

Secondary typefaces should be used

to address additional communication
needs. They are particularly effective for
emphasizing specific claims or adding
Important notes to our materials.

Download all logo assets

Tuk Free

ABCDEFGHIIKLLMNOPGRSTUVWXYZ
abcdetalniklimnopdrstuvwiyz
1234507540

Tuk Free Ad

ABCOEFH [FHANODOLITAN NS

bedfrhgtlmnpy iy
(2545678590

Pty Comif 7

newline
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LAYERS
TYPEFACE

Layers symbolize the depth and
interactivity of our screens, reinforcing
the idea that our products offer a rich
user experience that extends beyond just
visual displays.

newline

'UN UNIVERSO DI SOLUZIONI

2024 5%

o, ¢, integrated
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teje systems
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LA MARCA DE "'(L" :

PANTALLAS INTERACTIVASH L
CON MAYOR CRECIMIENTQ#g:
DEL MERCADO '

M Amplia gama de pantallas interactivas
M Monitores interactivos de entre 55" y 98"

M La central europea esta ubicada en Madrid

M 3aiios d antia para el

newline

1255
[

newline




Newline Interactive Brand Guidelines n eW I | ﬂ e

Photography




Newline Interactive Brand Guidelines

LIFESTYLE
PICTURES

When selecting lifestyle images, focus
on contexts that showcase real-world
Interactions with our products. This
approach helps potential users relate to
the display in their own environments.

newline
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MO TION
PICTURES

Emotion-driven images featuring
expressive people, including children,
should feature vibrant backgrounds.
These visuals convey feelings that
resonate with audiences, enhancing
emotional connection.
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@ cssfa J@@@?@%}Q.‘g i
DOODLES /ﬂD D@«;\ﬁ ‘@v %ﬁﬁ @)

ILLUSTRATION

Doodles are an essential graphic resource
used primarily in educational contexts.
They enhance the visual appeal and
touchability of our interactive displays,
making the content more engaging.

Trendy Pink doodles over + white Background
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A s

Elara is the eighth largest moon o
Jupiter. And with a size of only 2%
of Europe, the smallest of the four

Galilean moons.

POWER UP YOUR COLLABORATIVE WORKSPACE

Elara Pro, a Google EDLA certified powerhouse, seamlessly
integrated with Google Apps. This flexible solution ensures a
superior user experience in any workspace. High-precision
writing, immersive sound with a subwoofer, NFC-enabled login
and hybrid UC redefine collaboration. Reinvent your workspace,
setting a new standard in corporate excellence with Elara Pro.

MODULAR SYSTEM

Elevate your experience with our universe
of solutions. Customise your display with
Newlines' accessories. Mix and match to create
the perfect fit.
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Enhanced 100 W Powered Secure Multi
Wi-Fi & Bluetooth USE Type-C User Profiles

&
NEWLINE INTERACTIVE ECOSYSTEM ﬁ

TheNewlinelnteractive Ecosystemenhances productivity Powerful High Quality Sound

with versatile tools that seamlessly integrate with any
software ar device, meeting all classroom needs

Performance incl. Subwoofer

- AUNIVERSE OF SOLUTIONS
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