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Why a brand guide?

This Brand Standards guide is designed to make it easier for you to do
your part to uphald and maintain the Echo360 brand.

This begins with faithfully following and representing the brand guidelines
contained in this document, whether you are working on a product, a

document or presentation.

As a key member of the team, you are also a keeper of the brand. It is
very impartant that you fallow the guidelines and not deviate from them,
customize or adulterate them in any way.

We welcome any ideas or additional applications of the brand - please

reach out as noted below for review, discussion and approval,

Questions
If you're uncertain or have questions about anything related to our brand,
pleasa reach out to leff Peterson, jpeterson@echo36l.com.



Welcome to Echo360

Echo360: The global leader in inspired learning

We are the most holistic, global, technology platform for creating, delivering, and measuring learning
engagement outcomes in any learning environment. We offer an innovative model for inspired learning in
the post-Covid age. We offer coherent and compelling learner-centered experiences regardless of place

and time,

We are the innovator who enables the transformation of inspired learning by
making it more engaging, equitable and evidence-driven — unlocking the
growth potential of organizations and people.

Our brand is a vital part of our vision and strategy — and communicating the brand clearly and consistently

is critical to realizing our goals,

A brand is more than just visual elements: It's the way we show up and how we serve, support and treat
all Echo360 stakeholders. Let's focus our energies on building both a great company and brand that our

customers, employees, investars, partners and all stakeholders trust, admire and respect.,
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Brand promise

A simple and clear way to address immediate needs and create awareness of the full range of solutions we offer.

Who we are

The global leader in inspired learning

Why we are different

We are the most holistic, global, taechnology platform for creating, delivering, and measuring learning engagement
outcomes in any learning environment, We offer an innovative model for inspired learning in the post-Covid age.

It offers coherent and compelling learner-centered experiences regardless of place and time — equalizing education
across populations.

Our Promise

Engagement. Attention is perhaps the most valuable currency of our time. In order for meaningful learning to
occur there must be actions and interactions with the material, instructors and peers that are directly connected
to deepening understanding and connection. We deliver learning experiences in ways that are meaningful
and compelling.

Equity. There are so many different learners, different motivations, different needs, different environments/locations,
different styles. We provide fair and equal access to all.

Evidence. There are so many cost and budget constraints, plus pressure to attract and retain students and
employees. We understand learner needs and deliver an extraordinary experience that has meaningful,
measurable outcomes that scale.
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Our brand DNA

Maniacally Mission-Driven
We are here to serve — both our customers and humankind — to our fullest abilities. We embrace our roles as
agents of transformation: enabling the kind of inspired learning that changes people's lives. This impact is what

lights us up, keeps us going and pushes us farther and harder. We know that what we do translates

directly into a better world, and we do it with passion and purpose. WANIACAL [y
] ] *iﬁﬁiﬂﬂ-ﬂﬂl V-E?p
Massively Collaborative

We've always been the kind of company where people support each other and work together

)

for the greater good, And we've always been the kind of company that treats our customers as w “—:ﬁﬂg
partners, not as paychecks. Given our ambitious plans to take our offerings (and business) to the ﬁ} g %%._
L . L w =
next level, we know it will take all of us pulling together to get where we want to go. By joining =5 ol
| e 29 echos60 70
forces, our collective patential is mighty, %i‘} _%T =
|

Relentlessly Inventive ‘% LF

v

We inspire transformative learning experiences with our innovations, with a spirit of problem-solving v
that opens both doors and windows to opportunity. As experts in our field, we understand the true
promise — and complex constraints — of the new landscape for learning, and we're ready to amplify FALLNAN

1]
the impact of our offerings through savwy integration. We see the potential to deliver breakthrough "{-‘-‘SSE\T‘n‘J.l‘~I”=-""'-’-5L

solutions and are empowered to deliver them.

Moving at the Speed of Bright
Velocity is something we put at the core of everything we do. Not only because technology is moving fast,
but because our learners are moving even faster. And we see the impact it can have when we are able to see

around the curve to know what's next.
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Our rally cry

We own it.

At a time when humans are so distracted and stressed — and the pandemic has made everything unpredictable and
in flux — getting people to actively engage in learning is no small task. But it is a challenge we have never been more
ready to take on.

We uniquely understand the needs of instructors — enabling them to transmit their passion and mastery, with tools that
amplify what they do well, and fill in the gaps for what they don't.

We make sure every single learner is enabled and engaged — regardless of their location, maotivation or learning style,

We fearlessly accept being the ones who are elevating, celebrating, and transforming the symbiotic experience of
teaching and learning — that magical exchange that propels individuals, companies and countries forward on their
evolutionary path,

If the pandemic was the shot heard around the world that signaled no more life or business as usual, the new Echo360
is the reverberating response that proves how challenges and constraints can give birth to the mast inventive and
inspired solutions.

It's on our watch.

Echo360 | Brand Guidelines | Version 1.0



Brand voice

Our brand voice matches who we are: a confident, capable, best-in-class technology company that is all about serving and
supporting people. We are laser-focused on helping our customers create meaningful learning experiences and know that our tools
are a means to this end. This emphasis on the human impact of what we do comes through in how we communicate.

» It's about them. We always keep our customers' goals and objectives in mind and speak to how we can support
them versus simply listing our own features and capabilities. It's about clearly understanding and articulating how

. . we are solving the customers problems; delivering on their use case,
Orientation
» It's about empathy. \We know that all learners, companies and organizations are different and we bring this insight

and understanding to our messaging.

> It's about impact. We go beyond sharing our uptime, tools and technology and translate that into what customers

really want: equitable, accessible, engaging experiences for all.

> Write from a place of conviction and caring.
0 > Use clear, accessible language vs industry jargon and tech buzzwords,
one > Speak confidently, without arrogance or condescension,
» Hesist the urge to be cute, clever or intellectually superior,

= Use active language that reflects our energy, dedication and passion,

> Feel free to use the words "we” and "our” when speaking of the company. This humanizes us and keeps the

emphasis on the people part of our business.
Usage »

= Use "I" sparingly, We are self-assured global leaders.
= Emojis are not appropriate for external communications,

> Only use ALL CAPS for headers or core focus items, not for emphasis in text.
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Our logo

The cornerstone of our brand is our logo, We've developed an identity for
Echo3B0 that:

> Befits a modern, global technology company

= |s memorable, ownable and “wearabla" ®
> s flexible and versatile enough to apply to sub-brands
> Looks fresh / good / impressive in multiple applications

The Echo360 logo is solid, clean and refined. It's professional but doesn't
take itself too seriously. The subtle notch in the h creates a bit of intrigue
and establishes an interesting graphic element that can be used in a
number of ways (see examples on the pages ahead). The color palette is
confident. The typography is modern and distinctive. The overall effect

suggests an innovative company that has personality and bold ideas,
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Our logo is a graphic symbol that is vitally important to our company. It represents who we are

0 u r Iog o and our reputation in the marketplace, and therefore needs to be properly applied and carefully
protected. Always use an approved version of the logo as shown here and be sure to uphold the

"safe zone" as shown to give the logo room to breathe in every application.

‘echoseo

Primary - Preferred Primary - Alternate on dark background

echo360

Black Reverse Alternate Reverse

echos60 echo360 echo
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Logo don'ts

DON'T modify colors DON'T stack DON'T condense or stretch

echos60 gcho echo360

DON'T change the relationship between DON'T print black over any color but DON'T use old brand marks

elements Magenta
eche

echo360
 turning.

360

Please report any incorrect usage to Jeff Peterson, jpeterson@echo3&l.com.
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The Echo360 primary colors should be the dominant palette in every branded communication.

COIOI' pa IEtte It's okay to add accent colors selectively as needed for clarity or visual interest but they should

never overshadow or distract from the primary palette,

Primary Accent Black and Grays

Raspberry Grape Cobalt Sky Black Medium Gray Light Gray
CMYK 131100 310 5110020 99| 97|41 77|22|4|0 70|67|64|74  0|0|0|25 0jojo]io
RGB 213| 0108 144 | 39 | 142 46 49 | 145 0157 | 209 3531 32 199 | 200 | 202 230 | 231|232
HEX #D5006C #90278E #2E3191 #009DD! #231F20 #C7C8CA #EGETES
Contrast Ratio  51g- 652-1 10.69:1 3n: 16.3:1 167:1 1231

on white

WCAG 2.0 level A4 requires a contrast ratio of at least 4.5:1 for normal text and 31
for large text, WCAG 2.1 requires a contrast ratio of at least 31 for graphics and user
interface components (such as form input borders), WCAG Level AAA requires a
contrast ratio of at least 71 for normal text and 4.5:1 for large text.

Large text is defined as 14 point (typically 18.86px) and bold or larger, or 12 point
[typically 24px) ar larger.
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Digital color palette

Primary

Raspberry
#D5006C

Accent

Grape
#90278E

Cobalt
#Z2E3191

Sky
#0090

Black
#231F20

The Echo360 digital palette provides variations of a few of our core colors, in order to provide

additional range and usage. Additional color variations should not be created, Our brand colors

should be use in core headlines and sections, with smaller, body content or data shifting to black.

This page shows the darkest variation and lightest variation of each brand color.

Primarily used for larger text/headlines.

Can be used for: Can't ba used for:
Headlines that are 18px +  Text that is smaller
Subheads that are 18px + than 18px

Primarily used to indicate a link ar if an
action can be taken.

Can be used for:
Links

Primarily used for headlines and to indicate an
“on"” state.

Can be used for:
Headlines of any sire
Subheads of any size
Text of any size

Primarily used for larger text/headlines.

Can be used for: Can't be used for:
Headlines that are 18px+  Text that is smaller
Subheads that are 18px + than 18px

Default color for any text that's not a headline. body copy.

Can be used for:
Copy of any size
Faragraphs
Headlines
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Raspberry Light
#FAEDEE

Grape Light
#FEF2F9

Cobalt Light
#FOEFFT

Sky Light
#EAFOFS

Primarily used for background shapes.

Can't be used for:
Text of any size.

Can be usad for:
Background calor ar
shape with text over it.

Primarily used for background shapes.

Can't be used for:
Text of any size.

Can be usad for:
Background calar ar
shape with text over it

Primarily used for background shapes.

Can't be used for:
Text af any size.

Can be used for:
Background calar ar
shape with text over it

Primarily used for background shapss.

Can't be used for:
Text of any size.

Can be usad for:
Background calar ar
shape with text over it
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Echosystem

The Echosystemn is a unique way of grouping the products and services
we offer all of our clients - focusing on offering them full solutions vs
one-off features. When talking about products or features within the

Echosystem categories, leverage the specific color for each category.

Mote: colors are not exclusively reserved for each category.

Mo wordmarks should be created without approval. Please reach out to
leff Peterson (jpeterson@echo360.com) if you would like to discuss a
new brand extension,

echovideo echoengage

Wi PERSON

Craate, CRphing, Manage, o and
search video with the most
powweriul plationm anywhese.

From in-parsen 10 wriual 1o pped
classrooms, we Fawe the ools 1o
engage pour eamers.

ANWLL Ty
ANYTIME

echoexam

Create mulli-modal assessments and
generate analyiics within ssconds

echoauthor

Creatng effectise and engaging
malerials for your kamers has never
baen sasier -or mom impactul

REMoTE)HYBRIP
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echovideo

echoengage
echoauthor

echoexam
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Echo products

echovideo
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Our solutions and brands are well recognized by our clients and prospects. We are leveraging that
awareness, plus the power the new Echo360 brand brings, to create a set of logos that are aligned
visually and connect to the Echo360 name. Please use the logos below when showing a product logo.

echoengage echoexam

pointsolutions examview
dojo360

mobiview

echoauthor

echopoll knowbly
workspace



Echo events & publications

In addition to our products and Echosystem, we offer our prospects o=

and clients industry-leading events and information, that only Echo360 ec hoex e rl e n ce
can provide. echoexperience, echoconnect, and echocast are just a few p

examples of what we offer. Make sure you, and our clients, are signed 2022

up for Echo360 emails so they receive the latest information,

Mo wordmarks should be created without approval. Please reach out to
leff Peterson (jpetersoni@echo360.com) if you would like to discuss a

new brand extension.

echoconnect

echocast
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Typography

The primary corporate font is Acumin Pro Condensed and should be used in all marketing and company

collateral. For email and certain applications like PowerPoint or Word docs that will be sent externally,

use the system default font Arial to ensure proper legibility.

FRIMNT AMD WER

Acumin Pro Condensed Light

Acumin Pra Condensed Light lfalic
Acumin Pro Condensed Regular

Acumin ProCondensed Regular italic
Acumin ProCondensed Semibold
Acumin Pro Condensed Semibold Iltalic
Acumin Pro Condensed Bold

Acumin Pro Condensed Bold Italic
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Acumin Pro SemCondensed Light

Acumin Pro SemiCondeansed Light lfalic
Acumin Pro SemiCondensed Regular
Acumin Pro SemiCondensed Regular ltalic
Acumin Pro SemiCondensed Semibold
Acumin Pro SemiCondensed Semibold Italic
Acumin Pro SemiCondensed Bold

Acumin Pro SemiCondensed Bold Italic

Acumin Pro Light

Acumin Pro Light ltalic
Acumin Pro Regular
Acumin Pro Regular ltalic
Acumin Pro Semibold
Acumin Pro Semibold Italic
Acumin Pro Bold

Acumin Pro Bold Italic

SYSTEM

Arial
Arial ltalic
Arial Bold

Arial Bold Italic
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Graphic elements

Rectangle Notch

Version A: Only overprint black on fuscia

Photography

Fosition a darker area where the notch
appears to increase visibility.
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Wersion B

ech

ech

ech

The "Motch,” from the notch in the "n" in our logo, is a simple yet
strong branding element that can be used in a number of ways.

Use this shape as a reference: it is less than a half-circle

Use it sparingly in a single application to make it more powerful
(try not to fill a page with notches).

Wersion C
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Graphic elements

Circle Notch

Only usethis with photagraphy. Be sure to
position the "360" over a dark area of the
photo for legibility.
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Side Notch

echo360

Always anchor this version to the side of
the document or printed application.

Pattern

The circle in our logo can also be
presented without the notch when
used in a pattern like this, Use
patterns sparingly to draw attention
to a particular section or create visual
interest.
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General look and feel

A major component of the new brand is a lighter, more
open look and feel that uses a generous amount of white
and white space. While there are no specific rules about
the amount of white space required, here are some general
guidelines to follow:

= Try nat to fill the page with content. If you have a lot, either
try to edit it down or add an extra page or slide. Sometimes
this is not possible but it's always worth trying.

= Use color sparingly for emphasis — on any specific
application there are usually a few key points that we want
to make, or draw attention to. Reserve the brighter colors

for those elements.

> Use text reversed out of blocks of color sparingly, it at all.
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For reference

LEARNING,
INSPIHED

Sohsans Tol
wawry lmarsing
chnlenge.

Fxawe g et pews oty e

DIFFERENT CHALLENGES,

SAHE GD&I.S

PAINLESS. [==]

Auila hantian Bain !m
e i it ettt g}

TITLE HERE

SEOOMOARY TITLE
MICHTH YEAR

An example of a lot of content but still
captures the lighter, more open feel.

ENGAGE EVERYONE,
AN\'TIME.
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Digital applications

Social Media Favicon Email Signature

Jeff Peterson

— -
LEARNING, 11; Chief Marketing and Experience Officer
) 0: 651.334.5567 c: 612.365.123
echosso i ipeterson@echo360.com
Echo360, Inc. h
.:.l}:::?::}ﬂ combines all of the video capabilties you reed into & single, smart sclutian thal I8 50 aasy ec 0360
Visit website ) (" wore 11921 Freedom Drive, Suite 910
_ Reston, VA 20190
Haimme Ao Pamiy Jaba Paople Widean
echo360.com

We're pagsionate aboul beaching end kaming! 3M+ studeras love our active leaming,
Iaksrati

hvsibsgty For s minm v, srcinl il srytiging calign sepiiern,
1T Rwstan, VA &7 achafBd.c [T Joiewea Agiil 3009
18K Fellovwerg 148K Followers

Hal felomsad] oy o s pou e ol g
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PowerPoint template

TITLE HERE

SECONDARY TITLE

MOMNTH YEAR

Echo360 | Brand Guidelines | Version 1.0

DISCUSSION GUIDE

+ Ham

o Ham?

ITEM 1: DESCRIFTION

This is example content - fill in content as
Bpplicable
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Website

Our website is an ideal example of our brand standards
in action, demonstrating appropriate use of white space,
images and headlines. The website is updated frequently,

50 visit often to see the latest iteration at echo360.com

Echo360 | Brand Guidelines | Version 1.0
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LEARNING,
INSPIRED.

SEAMLESS
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Collateral

echosso

ENGAGE EVERYONE,
ANYWHERE,

ANYTIME.

The Echad6d Laamisg Engagement platform i the mest compgrebesaies snbtios dor widee recording.
and strsaming, viten cosbank 1, mudimrce engagemant, and anakytics

sy ik o
paweshl plattarm st

Vg Masagumens
Lachure Caprure
Vidaa Ascariog
Live Sy
Vidaa Fiftiog
Vg Dby
Vids Sasrch & Dlacawny
Vi Clowsd

Vit Plapors
Vidas Captioring
Vigas Ascoiatan
Vg Anakiis
Vi (hiraeg
Vs ipkasding
Mk Kiasa
Rorphs Revorey
]
Kl

Echodd, the glabal leader in inspired leaming

instrvrioo Toois

Live Latsans
Fracraag

FaenPORY e
) ClnsaaT
WV

BT P dasigenians

AR wlacsng
Enforownand

Gravtoo Supering
ifotwls npanme
Liva Priing
Chekioud

Shde v
Geruicakoe
Arcopmou Aarpone
Aggrcbronou Taak
Conteat Managamect
4 Solasanr
Harchrere
intagrations

solutiens Tor instituticns and onganizations,
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echoexam

Heal leva data,
PR TR, e

eanl-of S
——

Tust Gemwration
aeavee Types

Lo Seniar Cortast
Pukkrhers

LS Erparts
Anportng & Asakics

echoauthor

Crasting maturih ko your lnamars bas
APV DR BlraT 00 R

Tempalriar snd loals
Convesy Bbauy
AERAITRY WA
AavaHin
Codgtamation fouiy
Flambhy Cours DUDars
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Email templates

echocas

A FREE OMUNE EVENT PRESENTED BY B0 HG80

MATEILE TOHIN HPRHE AHD
REWGTE FEACHRG

Video engagemant
for you and your
students

TEROAY, AT |1
T ]

Lram e deior S ATl consnciatan SApISENG sbl, sad dam
rtrarrrrey e mamrrand ISl Lavem ipaus Sioe Ml ase,
e I B, S dam SRy RIS Bulaso]
il Linem igaus S 61 A, Sonsscimlier adRang ol ind
A Aorurey Sl el el BEAD MORE

WILL YO A0IN UBY

L T

360 LEARNING, INSPIRED.
Lo rirere e ascm e i At s ews
P ——

]

o008

Raui 4 s e ke, 9 B, . 0, 1Y TR PR

e b g e
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