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Brand Values

We work in partnership
with our customers to
achieve results for them
and us.

We will become the
dominant information
and enquiry source for
the industry.

o |

Our pedigree in
journalism and print
means we understand
the commercial real
estate industry.

We are always looking
for new ways to drive the
market forward.

We listen, learn and react
to the market conditions
and needs of our
customers.



Language & Style

Confident Fresh

We are a trusted and credible source, a leader Our innovative approach is reinforced by the
in the market. This bold position should be colloquial style of writing. It captures attention
reflected through a dynamic writing style by focusing on our customers needs. Think
that conveys our knowledge without about what our customer wants to hear.

being pretentious.

Clear Engaging

Our audience is busy, so make your purpose We talk directly to our reader, and draw them in
The way we write reflects our brand'’s clear from the first sentence. Every message by using active language and spgcific examples.
should be easy to understand. Check you're Our key messages are always actionable

values, and creates a distinctive voice in using colloquial language, and remove any and acheivable.
the market unnecessary words.

Our tone of voice can be summed up in four words: confident, clear,
fresh and engaging. When we write we need to support the brand’s
position as a leader in the market. By utilising these tone of voice rules,
we can make sure our messages are noticed, clearly understood, and
provoke the response we desire.




Brand Elements

A guide to our identity assets
and visual specifications.




Brandmark

Horizontal

Full colour version
should be used at all
times where possible.

Wl Commercial Real Estate

The mono black version
is only to be used when
full colour process is

unavailable. wlll] Commercial Real Estate

The white reverse
version is only to be
used when full colour

process is unavailable. ||II|I Commercial Real Estate

Stacked

Full colour version

should be used at all

times where possible. Commercial
RealEstate

The mono black version
is only to be used when

full colour process is Ill Commercial

unavailable.

Real Estate

The white reverse
version is only to be

Horizontal Brandmark vs ;iifevsvgiesnuf#a”vzﬁlaobul; li.ll ggglmgsﬁgﬂaal
Stacked Brandmark. '

Where possible use the Horizontal Brandmark. This is the primary logo.

Commercial Real Estate Brand Guidelines



Brandmark
Visual Integrity

To ensure the Horizontal
brandmark is always

prominent, there must
be an area of clear
space around it.

willl Commercial Real Estate

This area is defined
by the 3 “blocks” of
the icon for horizontal
brandmark and 2
"blocks” for stacked
brandmark.

wlill Commercial Real Estate

Stacked

Commercia
Real Estate

Commercial
||II Real Estate

Commercial Real Estate Brand Guidelines



Brandmark Relationships
Fairfax Media

Media and the
Commercial Real

Estate brandmark
appear together, H - -- Media
appear together Wil Commercial Real Estate @ ,,,,,,,,
Commercial Real

Estate ‘e’ should be

equal to the height of

the 'F' in the Fairfax

Media brandmark.

Brandmark ratio

Colour

Media

Black

Media

White

Commercial Real Estate is part of the
Domain Group, a Fairfax Media business.

Fairfax Media is a leading multi-platform media company in
Australasia and it is important that the Fairfax Media brandmark is
represented in communications to the trade marketing audience.
Commercial Real Estate’s alliance with Fairfax Media is an
establishing key point of difference from its competitors.

When placing Commercial Real Estate brandmark with a
secondary logo, always place Commercial Real Estate brandmark
first either on the left or on top.



Brandmark Relationships
Fairfax Media Mastheads

across the mastheads,
only black, white or

e, FINANCIAL REVIEW FINANCIAL REVIEW

There is a small and
large size for The
Australian Financial -
Review and The Age. FINANCIAL REVIEW
The small usage is
used for digital and in
instances where the
logo is too small to
see the details in the
large usage.

Brandmark (Large Usage) Brandmark (Small Usage)

FINANCIAL REVIEW

THE &&2. AGE

The Sydney Morning Herald

The Spdney Morning Herald

Fairfax Media is the largest producer of
newsprint publications in Australia and
New Zealand.

In Australia, The Sydney Morning Herald, The Age, and The
Australian Financial Review are the three largest mastheads across
news and business media. These highly respected mastheads
provide a diverse range of marketing and advertising solutions
unique to the Australian commercial property industry.

Representing the mastheads within communications boosts client
and readership trust by creating familiarity with the Fairfax Media
audience, highlighting that Commercial Real Estate is a trusted
partner of Fairfax Media and offers the best mix of media.



Brandmark Relationships
Domain Group

Domain Group is one of Australia’s leading
multi-platform property destinations.

The Domain Group provides residential, commercial and rural
property marketing solutions and search tools, plus information
for buyers, investors, sellers, renters and agents Australia wide.
Commercial Real Estate represents the commercial property arm
of the business.

The Domain Group brandmark needs to be included in all
corporate communications, including but not limited to, the
letterhead, press release, business cards and corporate hospitality
emails where appropriate.

The Domain Group Horizontal Stacked

brandmark requires a
minimum clearspace of
the height of the 'D".

Domain group [g)%”ﬂlgin

Domain

Domain group group

Domain group Domain

group




Colour Palette

CRE Sriracha is our recognisable brand colour, but it should be
used sparingly as an accent colour that compliments the brand.

CRE Sriracha is to be used for all Call To Actions.

Use the additional tints for complex graphics or illustrations to give
additional depth.

Secondary colour palette should be used sparingly.

Commercial Real Estate Brand Guidelines

Primary

Sriracha

PMS 7417

R:255 G:83 B:40
C:1 M:83 VY:85 K:0
#FF5328

Secondary

R:17 G:160 B:0
C:80 M:4 Y:100 K:0
#11a000

R:102 G:203 B:58
C:61 M:0 Y:91 K:0
#66cb3a

R:205 G:240 B:172
C:0 M:81 Y:89 K:0
#cdfOac

R:255 G:199 B:0
C:0 M:23 Y:93 K:0
#ffc700

R:255 G:237 B:161
C:1 M:5 Y:46 K:0
#ffedal

R:6 G:181 B:169
C:73 M:0 Y:41 K:0
#06b5a9

R:216 G:239 B:237
C:18 M:0 Y:9 K:0
#d8efed

R:255 G:49 B:30

C:0 M:87 Y:84 K:0
#ff311e

R:255 G:190 B:184
C:0 M:35 Y:21 K:0
#ffbeb8

Royal Navy

PMS 282

R:11 G:32 B:71

C:100 M:82 Y:12 K:62
#0B2047

Neutrals

N1

N2

N3

N4

R:250 G:251 B:252
C:2 M:1 Y1 K:0
#FAFBFC

R:242 G:245 B:247
C:6 M:3 Y:3 K:0
#F2F5F7

R:230 G:233 B:237
C:12 M:7 Y:6 K:0
#EG6EQED

R:208 G:211 B:217
C:22 M:15 Y:12 K:0
#D0OD3D9

R:81 G:91 B:110
C:71 M:57 Y:37 K:25
#515B6E

R:60 G:71 B:91
C:80 M:65 Y:41 K:34
#3C475B

R:30 G:41 B:61
C:94 M:80 Y:46 K:54
#1E293D

R:0 G:0 B:0

C:100 M:100 Y:100 K:100

#000000

Tints

R:255 G:136 B:98
C:0 M:58 Y:59 K:0
#FF8862

R:255 G:104 B:65
C:0 M:70 Y:72 K:0
#FF6841

R:255 G:75 B:33
C:0 M:80 Y:84 K:0
#FF4B21

R:255 G:47 B:0

C:0 M:87 VY:93 K:0
#FF2F00

R:226 G:39 B:0
C:1 M:93 Y:100 K:0
#E22700

R:196 G:31 B:0
C:15 M:97 Y:100 K:6
#C41F00

R:167 G:25 B:0
C:22 M:98 Y:100 K:18
#A71900

21



Typography

Avenir Next is used for print and online.

Avenir Next is the font that is used in all communications, with the
exception of EDMs and internal communications where Avenir
Next cannot be used.

All typeface weights are also available in Italic to highlight small
amounts of information where required.

Avenir Next Bold
Avenir Demi Bold

Avenir Next Medium
Avenir Next Regular
Avenir Next Ultra Light

Avenir Next Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
0123456789'&/()$=@;:,.

Avenir Demi Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!&/()$=@;:,.

Avenir Next Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789!&/()$=@;:,.

Avenir Next Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567891&/()$=@;:,.

Avenir Next Ultra Light
ABCDEFGHIUKLMNOPQRSTUVWXYZ
sbedefghijklmnopgrstuvwxyz

E
N1IAASLTQOIR, /(\E — ()
01234567891&/()$=@:",




Typography

Arial is used for online and internal
communications where Avenir Next
cannot be used.

Avrial is a web-safe typeface present on all computer systems. By
using Arial we have greater control on how communications will
look, as the text is less likely to default to another typeface. Arial
Regular is used for body copy, Bold is used for headlines and lItalic
is used to highlight small amounts of information.

Arial should only be used for for eDMs and in Microsoft
applications like Word, PowerPoint, and in editable PDF fields
where Avenir Next is unavailable.

Arial Bold

Arial Bold Italic

Arial Regular
Arial Reqgular Italic

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgqgrstuvwxyz
0123456789!&/()$=@;:,.

Arial Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!&/()$=@;:,-

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
0123456789!&/()$=@;:,.

Arial Regular Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!8/()$=@;:,.



Typography
Writing the brand

Commercial Real Estate is always
written as title case.

commercialrealestate.com.au
is always written in all lowercase.

Expression in typography is encouraged,
but don't forget to apply basic fundamental
typographic principles.

When referring to the brand Commercial Real Estate, always
write as title case. When referring to commercial real estate as

an industry, write in lower case. Always keep the URL on one line.
Where possible never uppercase the brand name in full.




Typography
Hierarchy & Grid

The following represents an example of how type
hierarchy is created in Commercial Real Estate'’s
communications. It can be used as a reference for
different media and sizes.

It also shows an example of how the grid used. The
grid has 6 columns with 5mm gutters and a top margin
of 30mm, an inside/outside margin of 15mm, and a
bottom margin of 20mm.

Commercial Real Estate Brand Guidelines

Headings ---------------cmomommoo e

Heading styles are Avenir
Next Demi Bold or Regular
type size 40pt leading
45pt. Headings are either
Sriracha or Royal Navy
colour. No full stop is put
atthe end of headings.

Leading

Leading is the space
between lines of copy and
are S5pts more than the
type size for headings and
3pts for body copy.

Tracking

Tracking is the space
between individual letters
and should be set at-10.

Case

Sentence case is

our standard for all
communications. We are
not an uppercase brand.
We use other treatments
such as colour and weight
to highlight or emphasis
titles and information.

Justification

Left alignmentis
preferred, however
there are exceptions.
It'simportant to take

the time to balance the
ragged edge of the

text as effectively as
possible while still feeling
natural. This improves the
legibility and neatness of
the block of text.

Size and Weight

Limit type to no more than
five sizes andavoid the use
of too many styles.

Sub headings or

Pull Quotes -------------

Sub headings and pull
quotes are set to Avenir
Next Demi Bold type size
30ptleading 35pt. No full
stop is put at the end of
headings.

Body Copy

Headline -----------------

Headlines are set to Avenir
Next Demi Bold type size
15pt leading 18ptin Royal
Navy colour.

Body Copy ---ocoo

The body copy is Avenir
Next Regular type size 8pt
leading 11pt. N7 colour.

Bullet Points or

Numbers ---ccccoo___

Bullet points or numbers
are Sriracha with a left
indent of 3mm and first
line indent of -3mm.

Call to Action -------------

CTAs are set to Avenir
Next Demi Bold type
size 15pt leading 18ptin
Sriracha colour.

Disclaimers - - - - - - ___

All disclaimers should be
Avenir Next Regular type
size 7ptleading 9pt.

N5 colour.

We're making sure your
property can’t be missed

..................... Powerful advertising across

print and digital

---------------------- Nis solor magnienesti dolentus, verrum volupta con porest,

sequidu ntoristo doloritio.

Me venimusda dit rem ulparum sit odigni autaest, optat repe ped quamiam et aperuptios repernatur sintent es
nonest evellup tasperferro id maios non exceped ignatios sam latquatiam niassim quibusae honet, con porecabore
sum quae latur sintist, sant quam et dunt.

Volorer iberisit posam qui comnis nis ulparcianis et, voluptatia quunt, od utem ipsandam hit volores minti con
parum am raecte et liquae odis et od et queieicto eum et alia doluptatem is ipit accab iur reium dolumqui nus
modit ad quibus net' explibus sinctaquae ent es'nonest evellup taspéerferro id maios non excéped ignatios sam
latquatiam niassim quibusae nonet, con porecabore sum quae latur sintist, sant quam et dunt.

+ Explate mquiatu reicatemqui dolorit, et odio.

+ Etaspelenditincte eos maio blabori onsequidiae.

1. Unt autem velibus autem eiciis eturem fuga.

2.Ficiis sit ipite et ipiet que voluptinus ute con nis am sundunture occusae voluptatur.

--------------------- For more information contact your Commercial Manager

--------------------- Rum inimincimi, eatis npem aspid quam, quaetet @ mqlupitissi optatur, sinctemod quam.



Graphic Device
Wedge - Primary

The Primary Wedge point is set
ata 16° Angle and -16° Angle

Examples of application

Looking for
commercial space?

or sale or lease

Looking for
commercial space? Commercial

- commercialrealestate.com.au Real Estate
Th W d : e commercialrealestate.com.au

The Wedge graphic device is a dynamic element that can be
added to imagery or used as a solid colour device with copy.
The graphic device has been developed from the point of one of
the blocks in the logo icon. The blocks are both the Royal Navy
and Sriracha and this is why the Sriracha Wedge is only ever used
on one side of the device. The device should only point out and
never cut into an image or the solid Royal Navy block.

Find your next
commercial property
on your iPhone

Download the
app today

The Wedge can be kept a soid colour or used as a
multiplied transparency.

The Primary Wedge

The "Primary Wedge" is a large full cut of the device and should

will Commercial Real Estate Commercial
be used where possible. The cut should only ever pointdownor |G R wll Commercit Rt stse RealEstate
to the right. The device can be abstracted to extend out where
appropriate (as shown in example). Back Cover Front Cover



Graphic Device
Wedge - Secondary

The Secondary Wedge point is
set ata 24° Angle and -24° Angle

Examples of application

Looking for
commercial space?

The Wedge

The Wedge graphic device is a dynamic element that can be
added to imagery or used as a solid colour device with copy.
The graphic device has been developed from the point of one of
the blocks in the logo icon. The blocks are both the Royal Navy
and Sriracha and this is why the Sriracha Wedge is only ever used
on one side of the device. The device should only point out and
never cut into an image or the solid Royal Navy block.

Find a range of properties
for sale or lease to suit any
commercial need.

Looking for
commercial space?

Start searching today commercialrealestate.com.au
commercialrealestate.com.au

Commercial
Wil Commercial Real Estate Real Estate

Online Rate Card nsw

The Wedge can be kept a soid colour or used as a
multiplied transparency.

Chosis your ideal position within the se:

Elite Placement

T h e P ri m a ry Wed g e A lizting you just can’t miss

The Secondary Wedge is a partial cut of the device. The cut can
point down on the left or right side of the creative or point out

to the right at the top. It should never point out to the left or
from the bottom. The Sriracha Wedge is always anchored to the
edge of the artwork. The Secondary Wedge point can be used to
direct the eye to pieces of information as an anchor point to key
messaging or the brandmark.

=
FIGMINL REVIEW  THE . ACE el
B

Tt fiphacy Florsang Bresls

il CommercialReslEstate




Imagery
Environments

The photographic style for
CommercialRealEstate’s environment
is warm, with dynamic architectural
compositions.

Images with orange hues or a pop of orange colour is desired.
The orange overlay works best with images that have contrasting
light and dark colours and clear space. Ensure the images are
selected per spec size and ensure the key focus of the image

is not lost when cropped.

Commercial Real Estate Brand Guidelines

Retail

il

35



Imagery
People and Devices

Examples of products and people

Commercial Real Estate’s imagery of
people needs to be natural and real.

Where possible, use the images that are included in our extensive
image library. If you do need to source images please keep in
mind some key attributes:

1. Have areal feel
Subjects in the image are not looking directly into the camera,
making the scene appear more natural and realistic.

2. Keepitlocal
Make sure that the location of the image is Australian or generic.
For example you don't want to have the view out of an office
building to show an American cityscape.

3. Relevent
When choosing an image make sure it is relevent to the
people type i.e. do they look like investors? or agents? or small
businessman? Does it depict the correct type of event?

Commercial Real Estate Brand Guidelines
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Imagery
Products

When displaying digital PRIMARY

products or screenshots

from the Commercial
Real Estate website, all
agency branding needs PROPERTY

to be made generic.

CRE Property is a mock
agency created to
replace all real

agency branding. PROPERTY

Please ensure that this is
ALWAYS updated in any
product imagery that is

used. See examples of SECONDARY

application on the right.

Displaying product imagery correctly is an
integral part of communications.

Commercial Real Estate offers a diverse range of print and digital
products to its clients. The various products include; print and
digital display advertising, online listings to agents and the mobile
iPhone app.

Itis important that these products are displayed in a clear, concise
way and that the imagery is current and correct. Itis a requirement
of Apple that only the current version of iPhone is used, for all
Apple Marketing guidelines and to download the current

Apple products go to the following website:
https://developer.apple.com/app-store/marketing/guidelines

Commercial Real Estate Brand Guidelines

Examples of digital products

Product Listings Website and Mobile Site

@TPROPERTY e i ne G Platinum

AUCTION

§  50Samplo Road
wis  SUBURE

Exceptional Office Space

Fully fitted offices of approximately
30 sgm arranged over 2 levels with

n impressive double height gallery,

Elite Digital Display Advertising - Tablet App

CONTACT AGENT

1.& 2/151 Sample Street
war  SUBURB

B Commarcial Invastment with a twist
This property offers the investor the
best of both worlds. A great oppon...

$800,000

142 Sample Streat

SUBURE Priority Placement

CONTACT AGENT

228 Sample Avenue
Suburb STATE Standard

9

iPhone App

Highlighted Product Listing




Graphic Elements
lconography

Commercial Real Estate graphic elements
are used to communicate information in a
quick, simplistic way.

Graphic elements include icon family, call to action buttons,
statistics, graphs and tables. The following pages detail how and
where these elements should be used.

Web Property Type Icons

g A

[ o)
Development/ Land Industrial / Warehouse
% ommmm
% I—I'
Rural / Farming Hotel / Leisure
Medical / Consulting International

Other Icons

Here is a small sample see Studio for more icons

999

L
¢
o

K

Offices

=

Parking / Car Space

€

Showrooms / Bulky Goods

O BB

Serviced Offices

Other

B =



Graphic Elements
Tables

When laying out rates and data driven information you will need
to put this information in a table. There are a few key styling
elements that need to be adhered to when placing this
information in a table.

Tables

Sizes

38 x 7 - Full Page
28 x5
20 x 7 - Half Page

20x 4

GST

ex GST

inc GST

ex GST

inc GST

ex GST

inc GST

ex GST

inc GST

Monday - Wednesday

$27,319.93
$30,051.92
$14, 378.91
$15,816.80
$14,378.91

$15,816.80

| $8,216.52

$9,038.17

Use alternating swatches to differentiate between the
information where necessary, i.e. rates that need the

information visually separated.

Main swatch N3 and if a secondary swatch required

use N4.

Headline to be white
text on Royal Navy.

Centre all type in the
table cells.

2pt line space between
table cells
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