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JAGUAR LAND ROVER

ONE GREAT COMPANY
TWO ICONIC BRANDS

For decades, Jaguar and Land Rover have been bastions
of British motoring heritage. Two brands with their
own iconic identities, unmistakeable personalities
and unwavering values. This remains true today.
Now they are greater than ever before.

Some of history’s greatest partnerships

are born out of a union between two strong
icons. That’s why, when Jaguar and Land
Rover joined forces in January 2013, it was
the beginning of an extraordinary journey
as a business. A journey that would see many
Jaguar Land Rover staff working side by
side across both brands and will go on to
see us rolling out the dual brand in retail
format by 2020, across dealers who follow
the same site dual brand retail format.

Our mantra of ‘one great company, two iconic
brands’ acknowledges this shift in the way we
do business. It’s imperative that we strike the
right balance: we need to keep the two brands
entirely distinct while, on the proper occasion,
reflect the united company we have become.

Welcome to the guidelines for the Jaguar
Land Rover dual brand identity. These pages
set out the fundamentals for when and how
to speak on behalf of both brands under

one roof. Rest assured, the principals we’ve
established are here to stay as we embed
them into the company to 2020 and beyond.
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SECTION 1 OUR APPROACH

JAGUAR LAND ROVER

THREE
GOLDEN RULES

‘Customers buy a Jaguar, or a Land Rover,
not a Jaguar Land Rover’
ANTHONY BRADBURY.

HERO THE PRODUCT BRANDS

Our ‘one great company, two iconic brands’ mantra
should always be respected. Clarity is key. The dual
brand identity should bring a sense of unity and
consistency to situations where both product brands
are present, but its role is purely to provide the stage
on which they can each shine. The toolkit is sympathetic
to both brands, but always remains in the background
so that it never overshadows them.

THE EXCEPTION, NOT THE RULE

There are times when a dual brand presence is the
recommended approach, but there should always be
a clear, objective justification for why it’s been used.
And when it’s used we should celebrate our two
product brands (where appropriate).

DUAL BRAND GUIDELINES

The audience always comes first. The dual brand
identity must only be used when there is a clear
customer end benefit in doing so or when operational/
functional realities prevent the brands from being
communicated or promoted independently.

For example, when the reputation of each product
brand is enhanced by grouping them together.

TREAT EACH SITUATION INDIVIDUALLY

While the dual brand may be appropriate to use for a
number of different audiences, it should never be used
as a blanket approach to branding. Every communication,
initiative, activity or environment should be assessed
individually, and branded dual or single accordingly.



SECTION 1 OUR APPROACH

HELPING YOU NAVIGATE
THE DUAL BRAND

These guidelines will help you apply the dual brand wherever its
needed, from printed collateral to sponsorship activity, events
to digital communications and more. Our aim is to help provide
clarity on when to use the dual brand and what it looks like.

WHAT THIS DOCUMENT CONTAINS:

- The strategic principles that underpin how - Examples for each audience that bring these
we assess any potential dual brand scenario. objectives to life in a real-world context.

- A decision tree to help you to clearly and - A breakdown of the new dual brand identity
quickly identify which brand voice is the best toolkit and how it leverages equities from both
for your situation. product brands.

- Definition of the key audiences for whom - Examples of how this identity should be
dual brand is relevant, and the objective applied across a range of different scenarios
for each audience. (best practice).

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

WHAT ISN’T IN
THIS DOCUMENT

Our aim is to arm you with a detailed and useful manual for using the
dual brand. However, there are limits to how exhaustive they can be.

These guidelines do not contain:

- Design recommendations for every single possible scenario for use
of the dual brand — however, we have covered all major touch points
and established clear precedents that can be applied to other formats.

- Information on how to approach scenarios that are to be single branded;
please see the respective Jaguar or Land Rover guideline documents
for this information.

If you can’t find the answers you need to a specific question, please liaise
with your local market brand team for further guidance.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

TWO POSSIBLE ROUTES
TO A SUCCESSFUL DESTINATION

There are always two possible solutions to any potential
branding scenario; dual brand or single brand.

DUAL BRAND SINGLE BRAND

Uses the visual identity defined in these guidelines Based on the principles we have established
that is distinct from, but sympathetic to, both in these guidelines, there will be times when
product brands. It has its own defined toolkit that it is not appropriate to use the dual brand.
should always be used correctly. The correct solution will be to use the correct

single brand visual identity. Some pieces of
collateral may need to be duplicated for each
brand, but protecting the integrity of our two
premium product brands is always our priority.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

JAGUAR LAND ROVER

WE HAVE IDENTIFIED
4 KEY AUDIENCES

If you are part of the Global Team or Local market, an Importer, Dealership
or Franchise, we have identified four key audiences for whom dual brand
communications may be relevant. We have defined clear strategies to help
you approach any potential scenario for each audience.

- CORPORATE RELATIONS - CORPORATE SALES

- CONSUMER ACTIVITY - INTERNAL & HR

DUAL BRAND GUIDELINES



JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

1.1
DECISION TREE

The decision tree on the following page is a
tool that allows you to assess when to use dual
or single brand for any possible scenario.

10



SECTION 1 OUR APPROACH

DECISION TREE

START HERE

These guidelines set out a detailed overview

of the strategic principles that explain when to CORPORATE SALES CORPORATE RELATIONS INTERNAL & HR

use dual brand. The examples we’ve used on the Is this a communication, @ > il & TR, (Y, n internal commun
. . . . initiative, activity or event activity or event designed for ! it ‘\’w‘

followmg pages aim to show how these prlnuples designed for a corporate sales investors, business/community o

are applled for each audience to provide clear opportunity? audiences or governmental affairs?

and consistent solutions.

However, this is only a snapshot of the instances
where the dual brand may be correctly used.
The decision tree is a tool that allows you to assess

. . Promoting Jaguar or Land Rover Is content (new or
when to use dual or Slngle brand for any pOSSIble product brands? Or a specific repurposed) solely about
scenario, from communications to sponsorship nameplate within one of our a specific nameplate

’ product brands? or product brand?

activity, events and any other initiatives. Before
you start you need to be clear on two things (o) @
regarding each scenario:

- Itsintended audience

- Its purpose Does it concern part
of the consumer journey

Introducing an overall
that has been designated

With these two pieces of information in mind, corporate sales offer or
L . . . . complete product portfolio? an operation/business
the decision tree will provide the strategic rationale necessity included on
needed to determine whether the use of a single el ey
or dual brand identity is appropriate. ~ Opering commurications
_ Delivery update / Invoices /
. Contracts Service reminder
Please start on the left hand side and select v ~Busnesscard
the correct audience. Stationery @_
Please refer - Site signage
Please refer . ~ Staff uniforms / name badges
to the scenario to the scenario - Dealer landing page
outlined on — Invite to a non product event.
outlined on 31.33 _ Tier 3 approved used press ad
pg. 21 of the pe S1- — Event / stand entrance
guidelines including Events ~ Signage at Dual brand event
and Cross-sale — elP Motorshow invite
h 4 h 4
SINGLE BRAND DUAL BRAND DUAL BRAND SINGLE BRAND DUAL BRAND

If you cannot find an answer to your query through the decision tree or the principles or scenarios set
out in the dual brand guidelines please contact the Central Marketing team for advice on next steps.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 11



JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

1.2
CORPORATE SALES

Corporate Sales covers fleet sales.
Communications are wide-ranging and
include collateral, initiatives and events

for both product brands to win new clients
and retain existing ones.

12



SECTION 1 OUR APPROACH

CORPORATE SALES

RATIONALE

JAGUAR LAND ROVER

START HERE

CORPORATE SALES

Is this a communication,
initiative, activity or event
designed for a corporate sales
opportunity?

Promoting Jaguar or Land Rover
product brands? Or a specific
nameplate within one of our
product brands?

Introducing an overall
corporate sales offer or
complete product portfolio?

SINGLE BRAND

DUAL BRAND GUIDELINES

®o—

v

DUAL BRAND

13



SECTION 1 OUR APPROACH

CORPORATE SALES
RATIONALE

Corporate Sales is a division that can offer customers the full suite of
Jaguar and Land Rover products, or focus on promoting a specific nameplate,
and needs the flexibility to use both the dual and single brand identities.

Where we are introducing Jaguar Land Rover Corporate Sales it’s important
that we use the dual brand identity to represent both product brands,
so customers are aware of the full range of our portfolio.

However, when the subject matter is communicating or promoting a specific
product brand or nameplate, we will want to use the appropriate single
brand identity. This is important so that we stay true to our ambition

to build equity, wherever possible, in each of these two iconic brands.

As the dual brand identity is sympathetic to both product brands, Corporate
Sales can create dual branded packs and include single product brand
collateral or pages.

. - BRAND
% = IMMERSION
I l ' l DAY

Dual brand Jaguar brand Land Rover brand

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

'
. CORPORATE | INTERNAL & HR CORPORATE PR/
. SALES | ACTIVITY RELATIONS
'
'

CUSTOMERS

DUAL BRAND

95%

DUAL BRAND PROMINENCE

50% impact on corporate sales activity will
be dual brand including:

— Brochures

— Corporate Sales homepage

— Presenter Pack e.g. folder/pen/note page
— Invite to non product/general event

— Delivery update/Invoice/Contract

— Business Card

— Letterhead

— Stationery

— Staff uniforms/name badges

Acitivities that will be single brand include:

— Press adverts

— TV/film content

— Single product brochures
— Single product fact sheets

14



SECTION 1 OUR APPROACH

CORPORATE SALES
EXAMPLES

COMMUNICATING AS A SINGLE BRAND

An Inwitation from Jaguar Land Kover

Ry
Customers are looking to buy in to the Jaguar 222 Ee~ o oW . HEADLINE GOES HERE
or Land Rover brands first and foremost. o Loy nved v Wi SRR e e o R
Am Irnitanion from Jaguar Land Rover

e

Lags
e 6 Muce T0L TRO8

The communication examples shown here relate to

a specific nameplate from a specific product brand
and therefore use their individual brand identities.

Above the line press ads will be single brand led, to
ensure that we are building emotional engagement,
brand affinity and awareness.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

P e P

NEW JAGUAR XE

Dear Mr XXXX,

Empostrunt poria sum quia quiassimus maximus ide es
lorem doluptiam si tem si omnimus adisciist quam, vendipit
as etum dolumenient prae por aspidit iisinctur autem
hiliqua temauiaes et reris cus, nulpa lorem ipsum dolor sit
amet dolupta veris.

Lorestio mos nonempo rectust alia ipiet demporae.
Issum que pelique pellant ionest, utem que is isin lorem
expernatem faccum quate doluptatiis este latur, dolor
quatureium dolorpo sseque doloreri sequibu sapicaboriti
sedia dolor rerovid molorecum repre des nobis enempossi
cor restibeatis pore cum num quibernam aut explitia que
et et excepuda nihil eost id.

Ro velignis venest, odia invendae. Pient aut et omnis
voluptur, sit, tem dolum rent utas excerna menem

Lorestio mos nonempo
rectust alia ipiet dolor
demporae nobis er sit
magnis nam aut quas
dolorib usciis id utectis
enis eosandae.

WATCH THE LAUNCH FILM

Email newsletter introducing the new Jaguar XE

ABOVE & BEYOND

Land Rover specific advertisement

15



SECTION 1 OUR APPROACH

CORPORATE SALES
EXAMPLES

DUAL BRAND COMMUNICATIONS

Communications need to be flexible on branding
in order to best meet the customer’s brief.

The dual brand should be used where we
are representing the wider product portfolio
or information on corporate sales.

Please note the application of logos on the
Jaguar Land Rover corporate sales global
website is an exception in use of logos due
to customer/user conventions.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

HEADING
ONE

Jaguar Land Rover corporate sales global website

TAKE YOUR FLEET
TO A NEW LEVEL

Jaguar Land Rover Corporate Range Brochure

Jaguar Land Rover brochure cover

16



SECTION 1 OUR APPROACH

CORPORATE SALES
EXAMPLES

EMAIL ADDRESSES

Email content needs to be flexible on branding

to meet the desired purpose of the individual email.

A personal email from a corporate sales advisor
should be dual branded as a representative
of Jaguar Land Rover.

If the email promotes a single brand or product
it should be from the single brand.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

8en0e Jaguar Land Rover - Inbox
o @ [
| Message |
] & - - ponom - _ i
el > L (==l Rules~ . BU, Pw .
B & & (=« = 2 % L wmT
Delete Reply  Reply All Forward “ﬁ;‘f Maove LEJ“"" v Unread Categorize Follow Up

Jaguar Land Rover
Dunnakey, Matt
Sent: Wednesday, 3 September 2014 11:32

To: Hayley Kane; Kerry-Leigh McWilliams
Dear Mr X00(

Nulla in tincidunt lacus, et egestas lacus. Praesent ut sagittis urna, eget efficitur turpis. Cras tempor est id interdum pretium
eget convallis mi semper. Aliquam sit amet turpis sed lacus condimentum blandit sit amet eget ipsum.

Donec a quam quis augue ultrices faucibus.

Kind Regards
Matt Dunnakey

Matt Dunnakey

FLEET & BUSINESS MARKETING MANAGER

fTN( JAGUAR LAND ROVER UK

JAGUIAR T +44 (0)1926 923051
M +44 (0)7785 433844

Jaguar Land Rover has been named "Responsible Business of the Year 2013'.

17



JAGUAR LAND ROVER

1.3
CORPORATE RELATIONS

How we communicate through our Corporate Relations
is integral to how Jaguar Land Rover is perceived
by highly influential parties — investors, government
and community audiences, business journalists,
suppliers and business partners.

DUAL BRAND GUIDELINES
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SECTION 1 OUR APPROACH

CORPORATE RELATIONS
RATIONALE

CORPORATE RELATIONS

Is this a communication, initiative,
activity or event designed for @
investors, business/community
audiences or governmental affairs?

Is content (new or
repurposed) solely about
a specific nameplate
or product brand?

v

Please refer
to the scenario
outlined on
pg. 21 of the
guidelines

DUAL BRAND

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

CORPORATE RELATIONS
RATIONALE

It is vital to the success of our business that we speak with a compelling
single voice. Corporate relations communications should be dual branded.

Many of these audiences have a relationship solely with the Jaguar Land
Rover Group and not with the individual product brands (such as investors
and business audiences), so all content should always be clearly ‘owned’
by the dual brand.

From a strategic perspective, the dual brand can add greater gravitas
and authority when we are communicating vital or sensitive news to
these audiences. It also means that when we have good news to share
it has a positive halo effect on both Jaguar and Land Rover.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

' '
CUSTOMERS CORPORATE INTERNAL&HR | CORPORATEPR/ |
SALES ACTIVITY ! RELATIONS

DUAL BRAND

DUAL BRAND PROMINENCE

All activity will be dual brand including:

— Annual Reports

— Corporate PR

— Corporate Reports

— Local community or business sponsorships & initiatives
— General business meetings/conferences

— jaguarlandrover.com

— Media/Corporate websites

Corporate relations

communications should
be dual branded.



SECTION 1 OUR APPROACH

CORPORATE RELATIONS
EXAMPLES

ANNUAL/CSR REPORT, AGM COLLATERAL

These documents are more than a summary of our
business performance, they are a celebration of all
that we have achieved as one united company; from
innovation success to global growth and our ongoing
commitment to sustainability.

They provide an opportunity to focus on our vision
for both Jaguar and Land Rover by creating and
delivering experiences that customers love for life.

Corporate relations communications, reports

and brochures will always be dual branded but

can feature pages on a single product brand using
the dual brand look and feel. No additional colours,
fonts or logos should be introduced into these
communications.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
ANNUAL REPORT

2015-16,

Annual Report cover

Annual Report spread

A BRITISH INSTITUTION
POISE & POWER

21



SECTION 1 OUR APPROACH

CORPORATE RELATIONS
EXAMPLES

ANNOUNCEMENT OF A NEW LOCAL
COMMUNITY INITIATIVE, SPONSORSHIP
OR EDUCATION PROGRAMME OR FUN DAY

We proudly partner with local authorities and
community groups to identify initiatives which
need support. Some community initiatives may
have a single product brand focus but will be
presented as dual brand to ensure that both
Jaguar and Land Rover celebrate the corporate
level of investment in all activities like this.

For example, a local community event may be
sponsored by Jaguar Land Rover but the activity
and focus of that activity may revolve around

a single brand.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

ARE YOU READY
FOR THE CHALLENGE?

Primary School & In Schools Technology Challenge

jaguarlandrover.com/schoolchallenge

o~
—
SAGUAR

PRIMARY SCHOOL CHALLENGE

THE FORMULA 1®
TECHNOLOGY CHALLENGE?

FIINSCHOOLS CO.UK/PRIMARY

ABOVE & BEYOND

IN SCHOOLS TECHNOLOGY CHALLENGE

ARE YOU READY FOR
THE CHALLENGE?

4xdinschools.com

Initial dual brand communications

Jaguar branded flyer for local community event

Land Rover branded flyer for local
community event

22




SECTION 1 OUR APPROACH

CORPORATE RELATIONS
EXAMPLES

PRESS EVENT TO ANNOUNCE OPENING
OF A NEW PLANT

Both Jaguar and Land Rover receive equal
prominence. This should be seen as an initiative
attributable to the whole company which

is therefore dual branded.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

EMBARGO: 18 June 2014, 23:00 BST.

News Release

JAGUAR LAND ROVER CREATES 250 NEW JOBS AS HALEWOOD IS CONFIRMED
AS THE HOME OF THE NEW DISCOVERY SPORT

« 250 new jobs created by Jaguar Land Rover as company announces plans to build the
Land Rover Discovery Sport at Halewood.

« New jobs see the Halewood workforce treble in four years.

« More than £200m invested at the plant to support the Discovery Sport introduction.

Halewood, Merseyside, 18th June 2014. 250 new jobs have been created by the UK’s largest
automotive employer as the Land Rover Discovery Sport is today confirmed as the latest
model to be produced at Jaguar Land Rover’s Halewood plant.

The additional jobs announced to support Jaguar Land Rover’s newest model will see the
Halewood workforce reach 4,750 — more than treble the number employed there in 2010.

Commenting on the announcement, Jaguar Land Rover CEO, Dr. Ralf Speth, said: “The
Land Rover Discovery Sport is the next in a line of exciting new products to come from
Jaguar Land Rover. I am delighted that Halewood — and Liverpool — has been selected for
this new investment. It is totally deserved, and strengthens the ‘special relationship’ that
bonds Jaguar Land Rover to this great city.”

23



SECTION 1 OUR APPROACH

CORPORATE RELATIONS
EXAMPLES

CORPORATE WEBSITE

This will contain news that relates to both product
brands and the company as a whole and should
therefore be dual branded.

There should be the opportunity to navigate to and
explore single product brand offers within the dual
branded space.

Please note, applications are for visual purposes only.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

INVICTUS GAMES

JAGUAR LAND ROVER REPORTS
AUGUST SALES PERFORMANCE

'WORLD PREMIERE OF THE JAGUAR
XE AT LONDON’S EARLS COURT

SUSTAINABILITY REPORT
2012-13

The ‘Invictus Games’ presented by Jaguar Land Rover, is an international
sporting event for wounded, injured and sick Service personnel.

NEWS
LAND ROVER LAUNCHES

‘GALACTIC DISCOVERY!
COMPETITION

CASTLE BROMWICH
VOLUNTEERS MEET LOCAL
‘WOUNDED WARRIOR’

STAR STUDDED
WHEELCHAIR RUGBY MATCH
FOR INVICTUS GAMES

SOCIAL MEDIA

http://t.co/pMpmptWKIk

hitp://t.co/DFoeDhUDA

xe X % xw FTveE sHor

THE NEW XE.
THE DRIVER'S CAR.

Daar [Raciian],

Lt s ghva you 2 s gl it o Wit crating tha mast dynamic: and ffiiant Jaguac
sports salaan yet.

Thiling performance, agile handing ane tacils stesring al combine to oreat 3 true
drivars car.

Aqiity 3nd procision s 31l nary. XE is th fst Jaguar with ELetronic.P.vier Ascist
Steering, devaluped far & drive tha facls eflorlessiy alve

Inslippery condilons, XE exosls. Aworld s n Ihe calegary. il has All Surlaoe Pragrss.
Cantrol fo i, stabit.

I fact, XE abiays fesls connscted t you and th r2ad. Whether you s on a matanay or a
mauntain pass. ightreighl luminium double wishbons franl suspensian and Inleqral Rear Link
Suspensian guarantse dass lsadig handing

Tha New XE. So disthetive, s nstinctivs an so alf.
Mare YE v i comning. Ll than, shars and €nneal »iih us L frd ol mrs.

Steven De Plosy,
Globsal Brand Diractor, Jaguar

LAGUIA R

Fur e st 3w s e df, 235 4ad ur sz e,

sy oad Vit vy S L




SECTION 1 OUR APPROACH

CORPORATE RELATIONS
EXAMPLES

WHITE PAPER FOR
GOVERNMENT AUDIENCE

Any dialogue with government departments

or bodies should be conducted using the Jaguar
Land Rover corporate voice, which speaks

on behalf of both product brands.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

WHITE PAPER
SUSTAINABLE DEVELOPMENT

September 2015

25



JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

1.4
CONSUMER ACTIVITY

The Consumer category applies to all
communications, collateral, initiatives, activities
and events created by the Jaguar Land Rover
teams for a consumer audience, as well as those
created by our franchise network.

26



SECTION 1 OUR APPROACH

CONSUMER ACTIVITY
RATIONALE

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Please refer
to the scenario
outlined on
pg. 31-33
including Events
and Cross-sale

Does it concern part
of the consumer journey
that has been designated
an operation/business
necessity included on
the list below:

~ Opening communications
— Delivery update / Invoices /
Contracts Service reminder

~ Business card
_ Letterhead @_
— Stationery

- Site signage

— Staff uniforms / name badges

— Dealer landing page

~ Invite to a non product event

— Tier 3 approved used press ad

- Event / stand entrance

- Signage at Dual brand event

— elP Motorshow invite

A

v

DUAL BRAND

SINGLE BRAND

v

27



SECTION 1 OUR APPROACH

CONSUMER ACTIVITY
RATIONALE

With so many different consumer touch points and scenarios,
we need to be particularly strict about when to use dual brand.

Dual brand is always the exception, not the rule.

Our primary purpose is to strengthen and build equity in both
product brands. Jaguar and Land Rover have clearly defined and
distinct target audiences and we want to communicate to them
using the product brand that we know will resonate the most.
Many of our franchises now offer both brands, so there is a need
to define precisely when it is appropriate to communicate on
behalf of both, to preserve the integrity of each product brand.

Dual brand assets should never be used for product launches,
price based sales promotions and events, aftersales direct
marketing or product promotions. Dual brand is usually only
permitted if the scenario concerns an essential part of the
customer journey. For example, activities or communications
directly related to a dual brand retail dealer, such as dealership
signage, launch comms, dealership business cards, servicing
reminders and invoices.

The only other instance where dual brand is allowed is when
we are communicating news that relates to the Jaguar Land
Rover Group to consumers, but this will be clearly indicated
by the global marketing team.

Dealers can reference themselves as Yaguar Land Rover Dealer
Name’ on dual brand communications or areas where they are
promoting both brands. On all product launches, price based
sales promotions and events, aftersales direct marketing or
product promotions single brand references should be used,
e.g. ‘Land Rover Dealer Name’.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

DUAL BRAND

'
CUSTOMERS | CORPORATE INTERNAL & HR CORPORATE PR/
| SALES ACTIVITY RELATIONS

50% 95%

DUAL BRAND PROMINENCE

5% impact on consumer activity will be dual brand including:

— Opening communications

— Delivery update/Invoices/Contracts service reminder
— Business Card

— Letterhead

— Stationery

— Site signage

— Staff uniforms/name badges
— Dealer landing page

— Invite to a non-product event
— Tier 3 Approved used press ad
— Event/stand entrance

— Sighage at dual brand event

— VIP Motorshow invite

The above only applies to dealers who operate both brands
out of the same retail building.

Acitivities that will be single brand include:

—Tier 1, 2 and 3 TV, press & digital advertising

— Product brochures

— Primary brand websites landrover.com / jaguar.com

— Motorshow stand, Event stands, Experience centres
(separated down the middle, Jaguar on the left,
Land Rover on the right with a dual brand reception
and hospitality area)

— Social media

— Sponsorships relating to the strategic sponsorships
or partnerships from the two separate brands

28



SECTION 1 OUR APPROACH

CONSUMER ACTIVITY
EXAMPLES

AFTERSALES COMMUNICATIONS

Branding will depend on the origin and purpose

of the communications. Marketing collateral

(such as a poster or email) will be single branded,
based on the product brand that the customer has
purchased. However, a personal letter or service
reminder direct from a dual brand dealer will be
dual branded as it comes directly from the dealer
as a representative of Jaguar Land Rover.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Mr A Jones 01. Month 2015
Company Name

135 — 142 Brewhouse Yard

London EC1V 4DG

Dear Mr Jones

This is a letter confirming your Land Rover Discovery is due for a service.
Please contact us on 0800 432 567 to book your appointment.

Yours Sincerely

Roger at Stratstone of Mayfair
Dealership Manager
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SECTION 1 OUR APPROACH

CONSUMER ACTIVITY
EXAMPLES

APPROVED USED ONE PAGE PRESS
AD FOR BOTH BRANDS

The page should be split into two distinct single
branded spaces with Jaguar occupying the

first space and Land Rover occupying the second
space so that the two logos sit apart and are

as distinct from each other as possible.

The dual brand dealer details will sit at the bottom
of the page as a sign off. While this is not an ideal
scenario, treating one ad as two separate executions
will ensure that the integrity of both of our premium
product brands is retained. This is only acceptable in
print where space is constrained, not in digital or TV.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

/

JAGUAR
APPROVED CARS SAGUAR

JAGUAR XJR JAGUAR XJR JAGUAR XJR JAGUAR XJR

Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua,
Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.
£8,995 £8,995 £8,995 £8,995

JAGUAR XJR JAGUAR XJR JAGUAR XJR JAGUAR XJR
Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua.
Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.  Ugia inilo icimos ut lorem dolores.
£8,995 £8,995 £8,995 £8,995

LAND ROVER —=
APPROVED CARS ABOVE & BEYOND

LAND ROVER DEFENDER LAND ROVER DEFENDER LAND ROVER DEFENDER LAND ROVER DEFENDER
Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua Description ximinu orit ua.
Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores.
£15,995 £15,995 £15,995 £15,995

LAND ROVER DEFENDER LAND ROVER DEFENDER LAND ROVER DEFENDER LAND ROVER DEFENDER
Description ximinu orit ua. Description ximinu orit ua. Description ximinu orit ua Description ximinu orit ua.
Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores. Ugia inilo icimos ut lorem dolores.
£15,995 £15,995 £15,995 £15,995

JOE BULLARD CARS
71-75 High Street, Ascot, SL5 7HS joebullard.com
T 44 (0)20 7514 0433 info@joebullard.com
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SECTION 1 OUR APPROACH

CONSUMER ACTIVITY
EXAMPLES

MARKET/DEALER RUNNING A DRIVE EVENT
(EXCLUDES SALES PROMOTION)

It’s important to clearly brand physical
environments for events.

When the event is a single product launch, the
invite should come from the single product brand.

When the event is a multiple product launch
the invite should be dual branded.

When you want to invite customers from the other
side of the business the invite should be from the
product brand they have an exisiting relationship
with. The introduction header/image should be a
neutral image with secondary content or information
from the product brand you are introducing.

When consumers arrive at the event, the reception
area, entrance or gateway should be single branded
if only one brand is present or dual branded if both

product brands are being promoted.

From here there will be two zones, left and right.
One zone should be Land Rover branded and only
feature Land Rover products. The other zone
should be Jaguar branded and only feature
Jaguar products.

Family and product brands will be clearly
represented in each zone through signage
and creative assets.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

HOSPITALITY
(SHARED SPACE)

DUAL BRANDED

JAGUAR LAND ROVER

BRANDED BRANDED

DUAL BRANDED

RECEPTION
(SHARED SPACE)

USE INDIVIDUAL BRAND LOGOS IF SPACE PERMITS USE DUAL BRAND ONLY IF SPACE IS LIMITED
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SECTION 1 OUR APPROACH

CONSUMER EVENT
EXAMPLES

NEW YORK AUTOSHOW INVITE
TO THE JAGUAR LAND ROVER STAND

As the majority of customers will have

a relationship with or knowledge of one single
brand, the invite to this event for mass audiences
should be from the single brand they have a
relationship with, with the content tailored

to promoting the whole portfolio.

If the invite is going to more targeted audiences
(e.g. owners of both brands) who have the potential
to buy across the portfolio or VIP’s that are
interested in both brands, the invite should

be dual brand.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

8o Meew ¥tk Matarghun
s

= = B e .

B & & S« -5 S ma ™
Dein  Maghy  Maghydd Farsard U5 ume Lt O e

New York Motorshow - laguar Land Rover
Mgt Lins v

Hagir Laricd Rowve

NEW YORK AUTOSHOW
YOU’'RE INVITED

Empostrunt poria sum quia quiassimus maximus ide es doluptiam si

tem si omnimus

disciist quam, v
por aspidit iisinctur autem hiliqua temqui

dip

it tum dolumenient prae

t reris cus, nulpa lorem

ipsum dolor sit amet dolupta veris doluptatur...

NEW JAGUAR XE

Sum quia quiassimus maximus ide es
new Jaguar XE doluptiam si tem si
omnimus adisciist quam

autem hiliqua temquiaes et reris cus
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SECTION 1 OUR APPROACH

CONSUMER EVENT
EXAMPLES

CROSS-SELL EMAIL PROMOTING THE
F-TYPE TO LAND ROVER CUSTOMERS

Be careful about use of branding when cross-selling
between the two product brands.

When the introduction is from the brand that

the customer has a relationship with, in this case
Land Rover, the initial look and feel and the overall
framework should be Land Rover. The customer
should be in no doubt that this is a communication
from Land Rover and therefore Land Rover
introduces the Jaguar activity. A Jaguar image

or information could be included in the body

of the email.

Once the customer registers an interest in the
Jaguar, subsequent communications should come
directly from the Jaguar product brand according
to the Jaguar visual identity guidelines.

Please do adhere to any data privacy/legal
requirements in your market.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

sa6
o

- oy
W s & - >
= W
&n Iewitation from fnguar Land Bover

# Mk 234 1400

A Iewtamson from laguar Lsnd Rorsr

- P

et Ctpiege Tobow s

FIND OUT MORE

Introductory email from the brand the customer

has a relationship with

o0
| — A mnftamion froem laguar Land Rower
0

e

e & i g 1B

|- il il - S - B
| e el e B

An ewitation from Iaguar Land Bover
Thueudin, M 2034 1908
Rckerd I

A e

Dear Mr XXXX

Empostrunt poria sum quia quiassimus ma
lorem doluptiam si tem si omnimus

Lorestio mos nonempo
rectust alia ipiet dolor
hiliqua temaquiaes et reris cus, nulpa lorem ipsum dolor sit demporae nobis er sit
amet dolupta veris. magnis nam aut quas
dolorib usciis id utectis
andae.

Lorestio mos nonempo rectust alia ipiet demporae.
Issum que pelique pellant ionest, utem que is isin lorem
expe n faccum quate doluptatiis este latur, dolor
dolorpo sseque doloreri sequibu sapicaboriti
ovid molorecum repre des nobis enempossi
pore cum num quibernam aut explitia que
nihil eost id. WATCH THE LAUNCH FILM

Subsequent communications from the newly
introduced brand

venest, odia invendae. Pient aut et omnis
voluptur, sit, tem dolum rent utas excerna menem
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

1.5
INTERNAL & HR

Now we’re two iconic brands under one roof, we use
the dual brand for company-wide communications
but use our single brands when talking about
a nameplate or product brand.
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SECTION 1 OUR APPROACH

INTERNAL & HR
RATIONALE

INTERNAL & HR

De
conc
or the J.

h 4 h 4

SINGLE BRAND DUAL BRAND

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

I N T E R N A L & H R CUSTOMERS CORPORATE E INTERNAL & HR E CORPORATE PR/
R AT I O N A |_ E SALES ! ACTIVITY ! RELATIONS

Almost all Jaguar Land Rover staff now work for both brands, and many 5 5
dealership staff work in dual branded environments. For these reasons, there 5 5
will be instances where it is appropriate to use the dual brand, especially for E :
more functional communications that contain group wide news, information 50% E 95% E 100%

or initiatives.
DUAL BRAND PROMINENCE

DUAL BRAND

However, it’s our ambition to ensure that the two product brands are always
put in the spotlight (where appropriate). When the purpose of a communication o o _ _ _
or initiative is solely to share information about a particular nameplate Majority of all activity will be dual brand including:

or product brand, we use the relevant single brand. )
— Emails

— Newsletters

— Dealer portals

— Intranet

— Stationery

— PPT, Word, Excel templates

Acitivities that will be single brand include:

— Brand or product roadshow

— Product reveal event

— HUB / brand website

— HUB bulletin regarding a specific brand

— Almost all Jaguar Land
formation st Rover staff now work
for both brands.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 36



SECTION 1 OUR APPROACH

INTERNAL
EXAMPLES

HR EMAIL TO STAFF ABOUT HEALTH
AND SAFETY

Communications designed to inform all company
staff about vital information, regardless of whether
they work on both product brands or not, should
be dual branded.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Toerry Talk — Mareh 2014 - Inbo

!
5 |
1

et Cissgorice Patm

—=n

~ 7 P P

A SAFER WORKPLACE
BEST PRACTICES

Fugia dundictur ad quiantiumque natiata spideles et omnihicimpos
duntiae nestrume porem sitas aut excearuntem. Nequi repudit, consed
maios reraest ut ex ese etusda conestio tempelit as volorat inus
evellabor sit qui nonsequ untesequo molestrumet omnihillori ut...

INVICTUS GAMES GENEVA MOTOR SHOW DAVID BECKHAM
Prince Harry launches a new Jaguar Land Rover showcase design Jaguar announces David Beckham as
international sporting event for injured  and innovation leadership at the Geneva ~ Brand Ambassador for Jaguar China and
and sick service personnel... Motor Show... will support significant...
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SECTION 1 OUR APPROACH

INTERNAL
EXAMPLES

SENIOR LEADERS/MANAGERS
PRESENTING A NEW PRODUCT
OR BRAND SPECIFIC STORY

When revealing news to staff about a new product
from a particular nameplate or product brand,
it should be from the relevant product brand.

Reveal of new Discovery Sport

DURBRAND DOCUTKGOURERAND DENTTY  CREATME ASSCTS  TOCLSDSUPRORT  PLANS

WELCOME

LEARN ABOUT DUR EXECUTION NEW IDENTITY HELP IS AT HAND
STRATEGY PRINCIPLES GUIDELINES

S LD ECVER LANORIVERINE | JAGUARLAND SOVERAEWSSOON | CONTACT

landroverbrand.com homepage

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

INTERNAL
EXAMPLES

INTERNAL NEWSLETTERS

Their purpose is to showcase news about both
Jaguar and Land Rover, as well as any group wide
activity. The content will vary from issue to issue,
but the look remains dual branded.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

OUR MONTHLY NEWSLETTER

TIUM NERTE PERBITE ESTORUM
LABUS TUDET DOLOR LIPSUM

Tum ius opublicidesi sultord iurendit num non silin vissigil

host. Us millign

INVICTUS GAMES

Prince Harry launches a new
international sporting event for
injured and sick service personnel...
Pg-2

labore, volectatem sa dolor cuptatur. Itaspe
net verchic ilitiis sitatio nsequat. pg.4

GENEVA MOTOR SHOW

Geneva Motor Show...
pg7

DAVID BECKHAM

Jaguar announces David Beckham as
Brand Ambassador for Jaguar China
and will support significant...
pgl0

N° 27 — SEPTEMBER 2014

HEADLINE

Magnimusaes explignam, velit
officium dolor acerum quam, dolor

commod qui tessequ iationsequid...

pgla
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SECTION 1 OUR APPROACH

INTERNAL
EXAMPLES

JAGUAR LAND ROVER
INTRANET / DEALER PORTALS

These types of websites, information and assets
relate to all areas of the business and should

be dual branded. Certain areas of the site

will relate solely to one of the single product
brands, but the framework should remain

dual. ‘One company, two iconic brands.’

EXCELLENCE IN MOTION

With an ever-evolving history and exhilarating future, this is the
place to drive your pursuit for succ This is where you'll push
the boundaries of your potential. This is where you’ll put
excellence in motion.

SEARCH & APPLY

GRADUATE &
APPRENTICE

JOIN US IN BRAZIL COMMERCIAL &
BUSINESS AREAS

ENGINEERING &
MANUFACTURING

PRODUCTION OPERATOR
OPPORTUNITIES

LOCATIONS MANUFACTURING
OPEN DAYS 2014

Please note the application of logos on
the Jaguar Land Rover intranet/dealer
portal is an exception in use of logos
due to customer/user conventions.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 1 OUR APPROACH

INTERNAL
EXAMPLES

POWERPOINT, WORD
AND EXCEL TEMPLATES

Their purpose is to present information about both
Jaguar and Land Rover as well as Jaguar Land
Rover. Templates will therefore vary depending
on the ownership, purpose and audience

of the presentation.

Please note: Notional PPT design only.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

INNOVATION

01 September 2014

TECHNOLOGY

SAGUAR LAND ROVER MHOATION az
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

SECTION 2
OUR TOOLKIT

TOOLKIT OVERVIEW
DUAL GRID

UNIFIER

DUAL LINE

COLOUR

TYPOGRAPHY

ART DIRECTION
LAYOUT PRINCIPLES
CHARTS & DIAGRAMS
ROYAL WARRANTS




JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

UNITY
OUR APPROACH

An approach that captures the idea
of unity by physically connecting our two
brands together through a central point
of contact. Celebrating shared attributes,
our brands join forces to create the power
of two and a united look and feel.
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SECTION 2 OUR TOOLKIT

DUAL TOOLKIT

OVERVIEW

PRIMARY UNIFIER

DUAL LINE

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

COLOUR

SECONDARY UNIFIER

TYPOGRAPHY

L o
R"‘\_v
MOAGUAFE

LAND~
<ROVER
A

JLR EMERIC SEMI BOLD

R y S JLR EMERIC EXTRA LIGHT
R
T \-) JLR Emeric Regular

Georgia Regular

ART DIRECTION ROYAL WARRANTS
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SECTION 2 OUR TOOLKIT

DUAL ASSETS UNIFIER
| N T RO D U CT | O N Unites our logos, sitting

centrally within layouts.

THE FRAME

Frames imagery and
colour giving layouts
power and poise.

JLR EMERIC
Our primary typgface L U X U RY I N M OT I O N
used on all headings. JAGUAR LAND RO\/ER

DUAL LINE

GEORGIA

Unites Jaguar Red

and Land Rover Green. Our secondary typeface

used for descriptors
and pull-out information.

Commercial & Key Accounts

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 45



JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.1
DUAL GRID

A flexible yet robust system that
underpins our two brands and helps
to unify them in a balanced way.
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SECTION 2 OUR TOOLKIT

DUAL GRID

LANDSCAPE FORMATS

The Dual Grid determines the size and placement
of our core assets. Use the Dual Grid to construct

all dual brand communications.

The grid is constructed in the following way:

STEP 1: CALCULATING ‘X’

- Draw a line from the bottom corner
to the top opposing corner of the page.

- Divide the length of this line by
50 and round up to calculate ‘X’.

STEP 2: THE FRAME
- X = Frame width (page margin).
- The Frame appears along all four edges.

- The area within the Frame becomes
our content area.

STEP 3: ROWS

- Divide the height of the content
area by 24 to create rows.

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

eale JU2JU0D

SMOJ T
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SECTION 2 OUR TOOLKIT

DUAL GRID
PORTRAIT FORMATS

The portrait Dual Grid is constructed in the same X
way as the landscape Dual Grid. The only difference
is the content area, which is divided into 36 rows.

The grid is constructed in the following way:

STEP 1: CALCULATING ‘X’
- Draw a line from the bottom corner
to the top opposing corner of the page.

- Divide the length of this line by
50 and round up to calculate ‘X’.

STEP 2: THE FRAME
- X = Frame width (page margin).

- The Frame appears along all four edges. o
- The area within the Frame becomes %
our content area. E

[

STEP 3: ROWS # © ¢
- Divide the height of the content @
area by 24 to create rows. 3

H

wn

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 2 OUR TOOLKIT

DUAL GRID
DOUBLE PAGE SPREAD

For double page spreads, the grid is calculated on

a single page and extended on to the opposite page.

The grid is constructed in the following way:

STEP 1: CALCULATING ‘X’

- Draw a line from the bottom corner
to the top opposing corner of the page.

- Divide the length of this line by
50 and round up to calculate ‘X".

STEP 2: THE FRAME
- X =Frame width (page margin).
- The Frame appears along all four edges.

- The area within the Frame becomes
our content area.

STEP 3: ROWS

- Ifthe single page is portrait, divide the height
of the content area by 36 to create rows.

- Ifthe single page is landscape, divide the height
of the content area by 24 to create rows.
STEP 4: OPPOSITE PAGE

- Extend the Frame, content area
and rows onto the opposite page.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

BaJE JU9U0D

A

Extend on to opposite page
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.2
UNIFIER

A vertical device where our two brands
meet. The Unifier creates balance
and equilibrium, reflecting the power
and stature of both brands.

50



SECTION 2 OUR TOOLKIT

UNIFIER
INTRODUCTION

The purpose of the Unifier is to unite our two logos
and provide an elegant way to combine content
from each brand.

There are two versions: Primary and Secondary.
They are used in the following ways:

PRIMARY UNIFIER

- Used against photography or flat colour.

- Never used against a flat white background.
- Always Grey Black.

- Vertical and horizontal versions.

SECONDARY UNIFIER
- Used against white backgrounds.
- Never used against photography or flat colour.

- Contains the addition of the Dual Line
above the logos.

- Both vertical and horizontal versions.

Primary and Secondary Unifiers are always placed

top and centre of applications using our grid system.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

PRIMARY UNIFIER

BAT R BA

LAND~
<ROVER

SECONDARY UNIFIER

BAT R A

LAND~

<ROVER

KENSINGTON DEALERSHIP
OPENING JULY 2014
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SECTION 2 OUR TOOLKIT

PRIMARY UNIFIER

There are two lock-up versions of our Primary VERTICAL HORIZONTAL
Unifier: vertical and horizontal. They add flexibility
to the system; either lock-up can be used to

best suit the format. In general, content heavy
applications work better with the horizontal
version to maximise space.

The Primary Unifier is always Grey Black (except
for mono and greyscale versions) and only holds the
logos. The only exception to this is in Sponsorship
(see page 167 for more guidance).

For mono and greyscale versions, see page 64.

The Primary Unifier is used with a single image
or background colour. When two images exist,
the Full Drop Unifier is used (see page 56 for
more guidance).

It cannot be used against a white background.
The Secondary Unifier should be used (see page
59 for more guidance).

KENSINGTON DEALERSHIP
OPENING JULY 2014

sty 014

HEADING IS
PLACED HERE

Sub heading placed here

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

PRIMARY UNIFIER

CLEAR SPACE & MINIMUM SIZE

The Primary Unifier is a set lock-up that must
be used at all times. Ensure the clear space
and minimum size rules are followed.

N.B. Y = 1/2 height of Jaguar logo.

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

3/4Y

1172y

3/4Y

VERTICAL HORIZONTAL

CLEAR SPACE 3/4Y

2v

11/2Y

3/4Y

3/4Y 1 3/4Y 3/4Y 1 3/4Y

MINIMUM SIZE

CLEAR SPACE

3/4Y | 3/4Y

24 mm

46 mm

3/4Y | 3/4Y
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SECTION 2 OUR TOOLKIT

PRIMARY VERTICAL UNIFIER

SIZE & POSITIONING

The size and positioning of the Primary Vertical
Unifier is always calculated using our Dual Grid
and is done so in the following way:

STEP 1: SIZE

- The width of the Primary Vertical Unifier is 5 X.

STEP 2: POSITIONING

- The Primary Vertical Unifier is centred to
the format and overlaps the frame by 1/4 X.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Overlap = 174 X
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SECTION 2 OUR TOOLKIT

PRIMARY HORIZONTAL UNIFIER

SIZE & POSITIONING

The size and positioning of the Primary Horizontal
Unifier is always calculated using our Dual Grid
and is done so in the following way:
STEP 1: SIZE
- The width of the Primary Horizontal

Unifieris 9 1/2 X.
STEP 2: POSITIONING

- The Primary Horizontal Unifier is centred to
the format and overlaps the frame by 1/4 X.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Width=91/2 X

Overlap = 1/4 X
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SECTION 2 OUR TOOLKIT

PRIMARY UNIFIER
FULL DROP

Width = 5 X

The Full Drop Unifier has been designed to unify
our two brands when two separate vehicle images
are used together.

The Full Drop Unifier can only be used vertically.
It must never be used with the Horizontal Unifier.

The Full Drop Unifier is placed in the following way:

STEP 1: PRIMARY VERTICAL UNIFIER
- Place the Primary Vertical Unifier.
- The width of the Primary Vertical Unifier is 5 X.

STEP 2: EXTEND

- The Primary Horizontal Unifier is extended
over the image area and overlaps the bottom
of the frame by 1/4 X.

When a single image is used, use the Primary
Unifier (not Full Drop).

For more detailed guidance on grids and page - S ---- Overlap = 1/4 X
layouts, please see page 98.

For more detailed guidance on using and pairing K E N S | N GTO N D E A L E R S H | P
photography, see page &6 OPENING JULY 2014

jaguarlandrover.com

When a single image is used, use
the Primary Unifier (not Full Drop).

KENSINGTON DEALERSHIP
OPENING JULY 2014

[——

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 2 OUR TOOLKIT

EXCEPTIONS

Exceptions apply to the following applications:

ONLINE
- The logos are positioned top left
on a Grey Black background.

- Their size and relationship to each
other follows the Horizontal Unifier.

END FRAMES

- The logos are centred to the format
on a Grey Black background.

- Their size, clear space and relationship to
each other follows the Horizontal Unifier.

For more detailed guidance on end frames,
please see page 151.

DIGITAL BANNERS
- The Unifier is full-bleed to the format.

- The Jaguar and Land Rover logos are
replaced with digital versions (please
see core Jaguar and Land Rover identity
guidelines for more information).

GREYSCALE & MONO VERSION

- A mono version of the Primary Unifier has been
created for use in embossings and etchings only.
For more guidance, please see page 64.

Please note the application of logos on the
website is an exception in use of logos due
to customer/user conventions.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

ONLINE

ABOUT US

d

LOCATIONS WORKING HERE

EXCELLENCE IN MOTION

With an ever-evolving history and exhilarating future, this is the
place to drive your pursuit for success. This is where you'll push
the boundaries of your potential. This is where you’ll put
excellence in motion.

SEARCH & APPLY

GRADUATE &
APPRENTICE

read more

JOIN US IN BRAZIL OUR PEOPLE COMMERCIAL &

BUSINESS AREAS

read more read more

DIGITAL BANNERS

KENSINGTON DEALERSHIP_.'
BUILDING No, STREET NAME;
CITY, POSTEO DE

END FRAMES

MONO VERSION
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SECTION 2 OUR TOOLKIT

PRIMARY UNIFIER
DON'TS

Sebastian Bonnevile o1. Month 2015
KENSINGTON DEALERSHIP Company name and Sons Itd
OPENING JULY 2014 135~ 142 Brewhouse Yard Subject lorem et most
London EC1V 4DG etvolupta dolores

Dear Mr Surname

Ximin

d tem. Harchic to

» 3
con nulliss itatem as sectorae offcil luptat earum nos earcia quam, consequi dolorem hiliqui
anime anta it ad malnntat Iahornm ilitiaseah ins aatis aliane aue o ot dola dolecei:

Don’t create a Full Drop Unifier using the Horizontal Unifier. Don’t use the Primary Unifier against a white background. Don’t sit the Primary Unifier flush to the Frame. It must overlap
Use the vertical version. Use the secondary version. the Frame by 1/8 X.

Pl

Don’t bleed the Primary Unifier off the edge of a page. Don’t place the Primary Unifier over very dark areas of imagery. Don’t crop photography behind the Primary Unifier

It must sit within the Frame, overlapping it by 8X. in a way that looks visually awkward.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

SECONDARY UNIFIER

There are two lock-up versions of our Secondary
Unifier: vertical and horizontal. They add flexibility
to the system; either lock-up can be used to

best suit the format. In general, content heavy
applications work better with the horizontal
version to maximise space.

The Secondary Unifier always holds the logos

and the Dual Line. A second Dual Line is always
present at the bottom of the page and sits against
the Frame (see page 61 for more guidance).

The Secondary Unifier is only ever used against
a white background. With photography or flat
colour backgrounds, use the Primary Unifier
(see page 52 for more guidance).

For more detailed guidance on grids and layout
principles, please see page 98.

For the greyscale version, see page 64.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

VERTICAL

HORIZONTAL

saGUAR %

HEADLINE ONE
HEADLINE TWO

1 September 2014
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SECTION 2 OUR TOOLKIT

SECONDARY UNIFIER
CLEAR SPACE & MINIMUM SIZE

The Secondary Unifier is a set lock-up that must
be used at all times. Ensure the clear space
and minimum size rules are followed.

N.B. X = 1/2 height of Jaguar logo.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

VERTICAL

HORIZONTAL

X = 1/2 height of Jaguar logo

MINIMUM SIZE
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SECTION 2 OUR TOOLKIT

SECONDARY VERTICAL UNIFIER

SIZE & POSITIONING

The size and positioning of the Secondary Vertical
Unifier is always calculated using our Dual Grid
and is done so in the following way:

STEP 1: SIZE
- The width of the Secondary Vertical
Unifieris 5 X.

STEP 2: POSITIONING

- The Secondary Vertical Unifier is centred
to the format and positioned so that the
Dual Line sits against the Frame.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Width = 5 X
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SECTION 2 OUR TOOLKIT

SECONDARY HORIZONTAL UNIFIER
SIZE & POSITIONING

Width=91/2 X

The size and positioning of the Secondary Horizontal X

Unifier is always calculated using our Dual Grid ~~ ~--—1

and is done so in the following way:

STEP 1: SIZE

- The width of the Secondary Horizontal
Unifieris 9 1/2 X.

STEP 2: POSITIONING

- The Secondary Vertical Unifier is centred
to the format and positioned so that the
Dual Line sits against the Frame.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

SECONDARY UNIFIER
DON’'TS

Don’t use the Secondary Unifier against imagery.
Use the primary version.

(<]
> <D

HEADLINE ONE
HEADLINE TWO

o1 Sepeemiber oy

Don’t use the Secondary Unifier without the Dual Line.
It must always sit at the bottom of the page on the Frame.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Sebastian Bonneville
Company name and Sons ltd
135~ 142 Brewhouse Yard
London EC1V 4DG

Dear Mr Surname.

= @D
)
sncuns ®

o1. Month 2015

Subject lorem et most
etvolupta dolores

con

tem. Harchic to

anime anta

hiliqui

Don’t alter the lock-up of the Secondary Unifier in any way.

SaGUAR

Sebastian Bonnevlle
Company name and Sons ltd
135~ 142 Brewhouse Yard
London EC1V 4DG

Dear Mr Surname.

Y Lano--)

“ROVER )

o1. Month 2015

Subject lorem et most
etvolupta dolores

Ximin
liss tat

, tem. Harchic to

hiliqui

ime anta

Don’t place the Secondary Unifier on the top edge of the page.

It must sit against the Frame.

Don’t use the Secondary Unifier against flat colour.

Use the primary version.
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SECTION 2 OUR TOOLKIT

GREYSCALE & MONO UNIFIERS

GREYSCALE GREYSCALE PRIMARY UNIFIER GREYSCALE SECONDARY UNIFIER

Greyscale versions of both Primary and Secondary
Unifiers can be used where colour print is limited

(e.g. newspapers).

Please use the Primary Unifier against imagery
and flat colour and the Secondary Unifier against
white backgrounds.

Horizontal

Horizontal

Vertical Vertical

MONO MONO UNIFIER

Mono versions should only be used for special
finishes such as foiled, embossed, embroidered
or spot varnish.

Only the Primary Unifier exists as a mono version.

Horizontal

Vertical

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.3
DUAL LINE

A celebration of both brands unified in a
horizontal line. Half red for Jaguar and half
green for Land Rover, symbolising our unique
and powerful partnership.
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SECTION 2 OUR TOOLKIT

DUAL LINE
INTRODUCTION

Our Dual Line represents the individuality of our
two brands in a unified manner. It can be used
in the following ways:

WITH THE PRIMARY UNIFIER

Centrally aligns to the Primary Unifier
(e.g. above-the-line applications and brochure covers).

Set width of 5 X and thickness of 1/8 X when
used with either Vertical or Horizontal Unifier.

Acts as a footer or is used to divide content
(e.g. subhead).

Maximum of one Dual Line can be used.

WITH THE SECONDARY UNIFIER

Used in applications with white backgrounds
(e.g. letterheads).

Centrally aligns to the Secondary Unifier.

Set width of 5 X and thickness of 1/8 X when
used with either Vertical or Horizontal Unifier.

Sits at the bottom of the format on the Frame.
Maximum of one Dual Line can be used.

WITHOUT THE UNIFIER

Centrally aligns to content (e.g. brochure spreads).
Set thickness of 1/8 X.

Width can flex to the page grids.

Maximum of two Dual Lines can be used per spread.

Used in a number of different ways
(see pages 69 and 70).

The Dual Line is a 50/50 split of Jaguar Red and

Land Rover Green. Red is always to the left. When
communicating a single brand or product a solid white
or Grey Black line may be used instead of the Dual Line

(see page 112 for more guidance). In charts and diagrams,

grey keylines are used to divide content (see pages 115
and 116 for more guidance).

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

WITH THE PRIMARY UNIFIER

LUXURY IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts

WITHOUT THE UNIFIER

WITH THE SECONDARY UNIFIER

saGuAR %

HEADLINE ONE
HEADLINE TWO

01 September 2014

LOOKING FORWARD
NEW CHALLENGES




SECTION 2 OUR TOOLKIT

DUAL LINE
WITH THE PRIMARY UNIFIER

The size and position of the Dual Line is always
calculated using our Dual Grid and is done
so in the following way:

STEP 1: WIDTH
- The width of the Dual Line is 5 X.

STEP 2: THICKNESS
- The thickness of the Dual Line is 1/8 X.

STEP 3: POSITIONING

- The Dual Line is centred to the Unifier
and aligns to the rows.

- It must sit no lower than one row
from the Frame.

The Dual Line is always a set width of 5 X
when used with either the Vertical or Horizontal
Primary Unifier.

N.B. X = width of the Frame.
To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Thickness = 1/8 X

Width = 5 X
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SECTION 2 OUR TOOLKIT

DUAL LINE
WITH THE SECONDARY UNIFIER

The size and position of the Dual Line is always X

calculated using our Dual Grid andisdone ~ ---1 -
so in the following way:

STEP 1: WIDTH

- The width of the Dual Line is 5 X.

STEP 2: THICKNESS

- The thickness of the Dual Line is 1/8 X.

STEP 3: POSITIONING

- The Dual Line is centred to the Unifier.

- When used with the Secondary Unifier,
the Dual Line always sits on the bottom

edge of the Frame.

The Dual Line is always a set width of 5 X when

used with either the Vertical or Horizontal

Secondary Unifier.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

--- Thickness = 1/8 X

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 2 OUR TOOLKIT

DUAL LINE
WITHOUT THE UNIFIER

It can be used in the following ways: 1 DIVIDING CONTENT 2 TABLE ANCHOR

1 DIVIDING CONTENT
- To separate copy within layouts.

- Centrally aligns to copy. BUS TIMETABLE

2 TABLE ANCHOR FROM JULY 21

- Only for tables with dual brand communication.

- Not to be used on charts for single brand

or product communications.

- Sits at the top of charts and aligns to content. TOWARDS GAVDON

- Only one Dual Line per chart. i — o

3 PAG E FOOTE R LEAMINGTON PARISH CHURCH 0700 0742 0800
- Can expand to page margins (e.g. PowerPoint). ARy JAGUAR LAND ROVER o718 0805 0825
4 MERCHANDISE HERITAGE MOTOR CENTRE 0722 0810 0830
- Used to inject colour on to items such as pens.

- lts size is determined by the format.

- Only one Dual Line per item.

In all instances, the Dual Line is always a 50/50

split of Jaguar Red and Land Rover Green.

Red is always to the left. 3 PAGE FOOTER 4 MERCHANDISE

HEADLINE MAXIMUM
OVER TWO LINES

Short intro paragraph in Georgia 16pt orem ipsum dolor sit
amet, consectetur adipisicing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 2 OUR TOOLKIT

DUAL LINE
WITHOUT THE UNIFIER

The size and position of the Dual Line is always
calculated using our Dual Grid and is done

so in the following way:

STEP 1: THICKNESS

- The thickness of the Dual Line is 1/8 X.

STEP 2: WIDTH
- The width can flex to content or the page grid.

STEP 3: POSITIONING

- The Dual Line centres to content and,
where possible, sits against the rows
on the grid.

Please note, the application of the Dual Line on
merchandise is an exception and should be judged
on an individual basis.

N.B. X = width of the Frame.

To construct the Dual Grid, please refer to page 50.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Width can flex
B S —

EXCITING CARS

- EXCE/IENTSERVICE g

Thickness = 1/8 X

Erspers piciatem faceaquia cores remos ma
commo berias excepel una ecendi nulpa

venemporias ium dolorem erit veligen imender

ol 1 g 1: o
IOt Stae ont stmodr conretus ut ocirsseqtts

eumquam utesti solorm cullupero iditae

nusto met, earum labor sae non nobis dolles
delesenim volupt quia volup.

70



SECTION 2 OUR TOOLKIT

DUAL LINE
DON'TS

JAGUAR LAND ROVER WORLD
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

inim veniam, quis nostrud
+44 (0)1926 641 11.

Don’t make the Dual Line thicker than 1/8 X.

Don’t flip the colours. Jaguar Red must always sit
on the left and Land Rover Green on the right.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

LOOKING FORWARD
NEW CHALLENGES

2013 preers pers piciatem faceores
smo lonma commo berias excepel

Don’t extend the Dual Line so that it bleeds off the page.
It should not extend past the Frame.

Don’t alter the colour proportions. There must be a 50/50
split between Jaguar Red and Land Rover Green.

Don’t place the Dual Line above the Unifier.

JAGUAR F-TYPE

LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standards.

Don’t use the Dual Line in solid Jaguar Red or Land Rover Green.
For single brand communications, a solid line may be used in Grey
Black, white or one of our secondary colours.
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.4
COLOUR

Uniting Jaguar Red and Land Rover
Green with a strong and neutral palette
that allows the partnership of our brands
to take centre stage.
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SECTION 2 OUR TOOLKIT

COLOUR

PRIMARY PALETTE

GREY BLACK C50 M30 Y40 K90
RGB 18 25 23

JAGUAR RED CMYK: 0 100 63 29 LAND ROVER GREEN CMYK: 92 12 92 64 WHITE CMYK: 0000
RGB: 158 27 50 RGB: 0 90 43 RGB: 158 27 50

SECONDARY PALETTE

CMYK: 30 20 19 58
PANTONE: 424C

RGB: 76 81 84

GREY 2 CMYK: 1912 13 34
PANTONE: 422C
RGB: 128 133 136

GREY 3 CMYK: 18 8 11 26 GREY 3 25% TINT
PANTONE: 421C
RGB: 145 155 157

GREY 4 CMYK: 647 13 GREY 4 25% TINT
PANTONE: 420C
RGB: 198 199 195

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 73



SECTION 2 OUR TOOLKIT

COLOUR

JAGUAR RED & LAND ROVER GREEN

Jaguar Red and Land Rover Green are used as
a visual thread through communications and
never occupy more than 10% of the format.

They can be used together or individually

in the following ways:

DUAL LINE

- A 50/50 split of both colours representing
the unity of our two brands.

BRAND SPECIFIC COPY
- Colours can be used individually
for headlines and descriptors within
brand specific communications.
CHARTS & DIAGRAMS

- Used together on charts and diagrams
that represent both brands.

- Used individually for brand specific
charts and diagrams.

Jaguar Red and Land Rover Green can only

be used against the following background colours:

- Grey Black

- White

- Grey3

- Grey 3 25% tint
- Grey4

- Grey 4 25% tint

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

DUAL LINE

PASSION
AT ITS BEST

n aut Ibuntiss
ondet; nonfica;
tervit, co videssuperet
publibem are poentimum poena, imilis.

BRAND SPECIFIC COPY

LUXURY IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts

CHARTS & DIAGRAMS

JAGUAR F-TYPE
LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standards.

62.8 mpg

RANGE ROVER EVOQUE
EXTRA URBAN

RANGE ROVER SPORT

15005
380Nm

RANGE ROVER EVOQUE

15095
380N

court.

12
2011 2012 2013

2014
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SECTION 2 OUR TOOLKIT

COLOUR
DON'TS

JAGUAR F-TYPE
LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standar

nd Rover

Don’t use large volumes of Jaguar Red or Land Rover Green.
They should occupy no more than 10% of the format.

JAGUAR F-TYPE
LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standards.

Jaguar Land Rover's gitateste nos adis end amus etas nempore,
cuscipis verem. Namo impori imagnatis sunt eveliqu ibuscil magi
natur; oui doloresti com. Nonsequi arum facerrovid et et ducil
mi nct iaspist et arci culla dolorat ect.

Don’t use Land Rover Green for Jaguar single brand
communications or vice versa.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

KENSINGTON DEALERSHIP
OPENING JULY 2014

July 2014

Don’t use Jaguar Red or Land Rover Green for headlines
or body copy on adverts or covers.

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

Obit, sunt. Ed utem solecupta des ue

et la voluptiume quam arum naturion
rendessitae moluassim parite nes. Dios eum
accupidelest exces si ressequatem videl
iunt mi, alitio. Neque aligeni si ut es nullame
doluptiorior magnatibus.

Duciist, quatint isciis nim que molorem
porerfe rspedia poresequam essitas dolupt
doleseque aut eatenda venietur et sum

vit maximinvera sollanda sam asfaccupta
nulparum inimint esequi antem fugitas modi
aut raturibusam eicium id mi, quaereptatur
se plandi neseque nem quam quam ni

dolluptibus nonsequi con reptaerio corestia
culparit untorpo rumquiae pe et odia sunt,
sam ut laceatiae vendantium fuga. Nem.
Itatem acid est, con niati aut aut explis ea
everis es doluptatium est, sin um nimus
raerciis re commos doluptaest, conet ipsae
antium fugitis et vit autemquam, accus ant
ommolorecus moluptatur?

Quias inctectectus debis ventus nes exerum
quatem fuga. Et es experrum quas arum re
rae plaudae ipsunt qui odicipsume volupit
dolupta quae nos aut as vendio. Nem quae
liquia doluptias rem qui blamustiam.

Don’t set body copy in Jaguar Red or Land Rover Green.

Don’t set headlines in both Jaguar Red and Land Rover Green.
They must appear in one colour only.

16.8%
16.3% UNITED KINGDOM
OTHER
4.8%
EUROPE
16.9%
ASIA-PACIFIC
21.6%
ASIA-PACIFIC
20.6%
CHINA

Don’t over use Jaguar Red and Land Rover Green. Their use should
feel sophisticated and considered.
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.3
TYPOGRAPHY

Partnership is visually demonstrated in our
typographic style. Bold weights combine with
light, sans serif matched with serif. Delicately

balanced and always unified.
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY
INTRODUCTION

Our primary font is JLR Emeric and is supported
by our secondary font Georgia.

The solid sans serif font complements and contrasts
with the warmer and lighter serif font. The use

of bold and light weights reflects the duality of
our brands and the balanced partnership within
Jaguar Land Rover.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JLR EMERIC SEMI BOLD
JLR EMERIC EXTRA LIGHT

JLR Emeric Regular

Georgia Regular
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY
JLR EMERIC

PRIMARY HEADINGS/HEADLINES, SUBHEADS & ANNOTATIONS BODY COPY

JLR Regular for main body copy font. Uptas mo ex essunto
H E A D L I N E ov E R runtisciusae dolupid ma ipid quisi aut eatis millignis ipidel

est, con nonse dusda de pores autatiamus es dolectius

T \/\/ O L | N E S debit hil iducius dollabo. Ovitiures quossiti quas sumquis.
Serit; hocciora mende es antem Rommo mei praet, nium

JLR Emeric SemiBold
JLR EMERIC SEMIBOLD JLR Emeric Regular
JLR EMERIC EXTRA LIGHT JLR Emeric Extralight

- Used on all primary headings/headlines and subheads. - JLR Regular used for standard body copy. SemiBold

and ExtraLight included for flexibility and hierarchy.
- Always UPPERCASE, never lowercase.

- Sentence case.
- SemiBold on first line, ExtraLight on the second.

) - 0-20 tracking depending on level of content.
- 100 tracking.

- Leadingis 120% of the t i .g. 10ptt 12pt leading.
- Type size and leading are the same e.g. 25pt type on 25pt leading. cading s oorthetypesize e.g. Upttypeon Loptieading
- Large volumes of copy must be left aligned.

- Short paragraphs may be centred.
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY
GEORGIA

PULL-OUT QUOTES, FACTS & FIGURES

Pull-out copy

- Used for pull-out quotes, facts and figures.

- Never used for primary headings/headlines or product descriptors.
- Sentence case.

- 20 tracking.

- Leading is 120% of the type size e.g. 10pt type on 12pt leading.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

SHORT DESCRIPTORS & INTRODUCTORY PARAGRAPHS

Georgia Regular for short introductory
paragraphs. Uptas mo ex essunto runtisciusae
dolupid ma ipid quisi aut eatis millignis ipidel

est, con nonse dusda de pores autatiamus.

Te minciaspe volupta quo corem fuga.

- Short introductory paragraphs of up to 8 lines.

- Can also be used for short, one-line descriptors of up to 5 words.
- Sentence case.

- 20 tracking.

- Leading is 120% of the type size e.g. 10pt type on 12pt leading.

- Introductory paragraphs set larger than body copy size
and smaller than the headline.
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY
HEADINGS /7 HEADLINES

Primary headings and headlines are always set
in JLR Emeric. This includes brochure covers,
title pages and advertising.

For pull-out quotes and figures in brochures
and other similar applications, Georgia can also
be used for variety within layouts.

All product headlines must be set in JLR Emeric
and must never appear in Georgia.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

overy rolled off the
utumn 2013,

JAGUAR LAND ROVER ANNUAL REFORT

1,000,000

Land Rover Discovery ralled off the
production line in autumn 2013,

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

Either JLR Emeric SemiBold or Georgia Regular can be used on pull-out quotes and figures in brochures.

XFR-S

AT ITS BEST

ENGINE

soL
83 kW/385 PS | 5000 cm*

JLR Emeric SemiBold must be used on all product headlines.
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SECTION 2

OUR TOOLKIT

TYPOGRAPHY
HIERARCHY

PRIMARY HEADLINE

- JLR Emeric SemiBold and ExtralLight.

- Always UPPERCASE.
- Aligned centre.
- 100 tracking.

- Point size and leading are the same

e.g. 25pt on 25pt leading.

INTRO PARAGRAPH

- Georgia Regular.

- Sentence case.

- Centrally aligns to headline.

- 20 tracking.

- Leading set 120% of copy size
e.g. 10pt on 12pt leading.

- Set smaller than headline
and larger than body copy.

BODY COPY

- JLR Emeric Regular.

- Sentence case.

- Large volume of copy over two
columns, left aligned with text

box aligned centrally to headline.

- 0-20 tracking depending
on amount of content.

- Leading set 120% of copy size
e.g. 10pt on 12pt leading.

- Set smaller than intro copy.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

EXCITING CARS
EXCELLENT SERVICE

Erspers piciatem faceaquia cores remos ma
commo berias excepel una ecendi nulpa
venemporias ium dolorem erit veligen imender
ibu sdae omnit simodi conetus ut ocii ssequis
eumquam utesti solorm cullupero iditae nusto
met, earum labor sae non nobis dolles delesenim
volupt quia volup.

Et que quam sed et quam aut erro con

ecaerunt liquunt que qui cuptas aspere
rovidit inum que et la voluptiume quam
arum naturion rendessitae molupti mo

onemqui volupta ssimus adit.

Obitaecum net maximenimpe se coribus
eumqui quia doluptiunt eum faccus aut idit
vitio. Editias aut eum accum ipsum quo to
delenis quias etur, eosandaeri doluptist,

nis aut apis re necest, officius es nusa con
estemolupta audant officaepedit facium
quos aperumquas aut dem quam ape et
latiis etur restio. Ibus explanditat.

Is autemodignis minvelicat inctotatis
auditas sint, odialst, cum soluptas velic
torem estibus mod mil ipsapedio. Natem.
Nam, nonsequ ossitati temollatecat que
nulpa sequi ommolores quid quam intibus
digent fugit que nusciur, sed quam.Qui
comnita tinveles eum volut aut enti

aut assunt. Oluptat volore sequissunt
magnatese nobit quia verum et la at ut

ipsum quo to delenis quias etur, eosandaer
hic tem et aut plitior epedit ea ditior sit
accusam autatus alitior.

Recesequiate periatque optatiora voloreh
entur, autempo ritius a a que dolorem
experestio beatur si torum estis ad
moloria in rerspel ilit volupid et escil mo
enimaion corpor si sus utas re, et latas
sum nulluptur arum ullorem quae pos
restis int auditas cor se volorest que
same et estotati repudandunt odictotatisi
dicabor eicit, ulpa dusdandaerum quia
nest laceper chitis enis quo doloreptur?

Otaectatiur sundunt ommost, con
perovid et que idunt, eum venis receped
militae roviditas asimos et iusam que
sum quundicidit elibus, ut alitatur? Quid
ut resequiEcae serum doluptur reris qui
omnimag niament volorru mquaerum,
suntiur ressi quid quam, tecea ped quas
nam faci voluptatum laborenistio totat
autemodignis minvelicat velic.
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY PULL-OUT FIGURES
H | E RA RC H Y - Georgia Regular.

- Sentence case.
- 0-20 tracking.

LAND ROVER FLEET SERVICES 32—33

62.8 mpg

RANGE ROVER EVOQUE
EXTRA URBAN

RANGE ROVER SPORT RANGE ROVER EVOQUE
Powelr 150PS Power 150PS
Torque 380Nm Torque 380Nm
Maxifaum Speed (mph) 112 Maximum Speed (mph) 112
Acceleration 0-60 mph in 10.65 Acceleration 0-60 mph in 10.65
LR-SPV6 DIESEL COUPE
baf (m Urban (mpg)
3| urb | 62.8 E irba
Comtfined (mpg) € ombine
ions (g/km) ; ;

LR-VB SUPERCHARGED PETROL FIVE-DOOR
L

Lo -‘ ::“r | ‘) ) |

ANNOTATIONS CHARTS

- JLR SemiBold & ExtraLight. - Headings in JLR SemiBold,

- Always UPPERCASE. UPPERCASE at 100 tracking
- Aligned to content. - Body content in JLR Emeric
- 100 tracking. Regular, sentence case

at 0-20 tracking.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

PRIMARY HEADLINE
JLR Emeric SemiBold and ExtraLight.

Always UPPERCASE.

Aligned centre.

100 tracking.

Point size and leading are the same
e.g. 25pt on 25pt leading.

PRODUCT HEADINGS

- JLR Emeric SemiBold.

- Always UPPERCASE.

- Aligned to content or grid.
- 100 tracking.

PASSION
AT ITS BEST

Et que quam sed et quam aut Ibuntiss

Epoptere horsuppl
in tandio, dem inte confeci pra re enata qui
iam ad aderi senici se quonore ntemus

FR-

ENGINE

5.0 Liter V8 Coupé
283 kW/385 PS | 5.000 cm?

5.0 Liter V8 Cabrio
283 kW/385 PS | 5.000 cm?

5.0 Liter V8 Kompressor Coupé
375 kW/510 PS | 5.000 cm?*

5.0 Liter V8 Kompressor Cabrio
375 kW/510 PS | 5.000 cm?

5.0 Liter V8 Kompressor Coupé
405 kW/550 PS | 5.000 cm?

5.0 Liter V8 Kompressor Cabrio
405 kW/550 PS | 5.000 cm?*

CONSUMPTION/EMMISIONS

Out of town
8.0-8.6 17100 km, iinerorts 18.9-17.1 /100 km,

Combined
12.3-11.2 /100 kr; CO2-Emission: 292-264 g/km

INTRODUCTORY COPY

JLR Emeric Regular.

Sentence case.

Large volume of copy over two
columns, left aligned with text
box aligned centrally to headline.
0-20 tracking depending

on amount of content.

Leading set 120% of copy size
e.g. 10pt on 12pt leading.

Set smaller than intro copy.

HEADINGS IN BODY COPY

- JLR Emeric SemiBold.
- Always UPPERCASE.
- Aligned to content.

- 100 tracking.
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DIGITAL
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JLR Emeric Regular
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SECTION 2 OUR TOOLKIT

TYPOGRAPHY
DON'TS

Jaguar F-Type
Leading The Offensive

Jaguar’s new model offerin; s new standar

Don’t use Georgia for primary headings/headlines. Use JLR Emeric.

EXCITING CARS
EXCELLENT SERVICE

Don’t use JLR Emeric ExtralLight for the first line of a headline
and JLR Emeric SemiBold for the bottom line. Use SemiBold
for the top with ExtraLight for the bottom.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

VOYAGE OF

DISCOVERY

10,000 MILE JOURNEY

Obit, sunt. Ed utem solecupta des ue

sequatem videl iunt
mi, alitio. Neque aligeni si ut s nullame
doluptiorior magnatibus.

Duciist, quatint isciis nim que molorem
porerfe rspedia poresequam essitas dolupt
doleseque aut eatenda venietur et sum

vit maximinvera sollanda sam asfaccupta
nulparum inimint esequi antem fugitas
modi aut raturibusam eicium id mi,
quaereptatur se plandi neseque nem quam

quam ni dolluptibus nonsequi con reptaerio
corestia culparit untorpo rumquiae pe et
odia sunt, sam ut laceatiae vendantium
fuga. Nem. Itatem acid est, con niati aut aut
explis ea everis es doluptatium est, sin um
nimus raerciis re commos doluptaest, conet
ipsae antium fugitis et vit autemquam,
accus ant ommolorecus moluptatur?

Quias inctectectus debis ventus nes exerum
quatem fuga. Et es experrum quas arum re
rae plaudae ipsunt qui odicipsume volupit
dolupta quae nos aut as vendio. Nem quae
liquia doluptias rem qui blamustiam.

Don’t set body copy in Georgia. Only use JLR Emeric Regular.

Revenue

£9,87m

2011 2012

£13,512m

£1,115m

£1,479m

434,000

375,000

£1,382m

£1,974m

Net cash

-£354m

Don’t use Georgia within charts and diagrams. Only use JLR Emeric.

£456m

XFR-S

Don’t set product headlines in Georgia. Use JLR Emeric.
Georgia can be used within layouts for pull-out quotes and figures.

Voyage of Discovery
10,000 Mile Journey

Obit, sunt. Ed utem solecupta des ue

et la voluptiume quam arum naturion
rendessitae moluassim parite nes. Dios eum
accupidelest exces si ressequatem videl
iunt mi, alitio. Neque aligeni si ut es nullame
doluptiorior magnatibus.

Duciist, quatint isciis nim que molorem
porerfe rspedia poresequam essitas dolupt
doleseque aut eatenda venietur et sum

vit maximinvera sollanda sam asfaccupta
nulparum inimint esequi antem fugitas modi
aut raturibusam eicium id mi, quaereptatur
se plandi neseque nem quam quam ni

dolluptibus nonsequi con reptaerio corestia
culparit untorpo rumquiae pe et odia sunt,
sam ut laceatiae vendantium fuga. Nem
Itatem acid est, con niati aut aut explis ea
everis es doluptatium est, sin um nimus
raerciis re commos doluptaest, conet ipsae
antium fugitis et vit autemquam, accus ant
ommolorecus moluptatur?

Quias inctectectus debis ventus nes exerum
quatem fuga. Et es experrum quas arum re
rae plaudae ipsunt qui odicipsume volupit
dolupta quae nos aut as vendio. Nem quae
liquia doluptias rem qui blamustiam.

Don’t set headlines in JLR Emeric lowercase.
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.6
ART DIRECTION

We convey the proud union of our brands
through product photography and the character
and spirit of JLR through images of people
and places. Our art direction is authentic and
dynamic, driven by a genuine narrative.
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SECTION 2 OUR TOOLKIT

ART DIRECTION
PRINCIPLES

Our art direction for people, product or places follows
three principles:

AUTHENTIC

Our photography should always look authentic, whilst
portraying our subjects (people, products or places) in the best
possible light.

Realistic photography reinforces our credibility, demonstrating
a real-world example of what can be expected from the brand.

Photography with applied filters and excessive post production
should be avoided within dual brand activity.

DYNAMIC

Given the dynamic nature of our brands, it is logical to portray
the subjects of our photography actively participating in their
given environment. Ideally, vehicles should be captured in
motion, and in a dynamic yet realistic way. When vehicles are
static, it’s important that the art direction works to make the
products look purposeful and believable in their environment.

When photographing multiple cars from Jaguar and Land
Rover in one shot, primarily they should be stationery in order
to capture the best possible images. Consistency is key.

If the vehicles are in motion, they should both be moving.

If stationary, both should be static. One car should not be in
motion if the other is stationary.

Places or environments without cars or people should
showcase an iconic location where there is normally activity;
for example a racetrack, off-road area or manufacturing site.

People always have a purposeful role to play; they should be
engaged in a task or in conversation.

NARRATIVE

Imagery should tell a story. This narrative can be real or
implied, for example, a shot showing a Range Rover Sport
breaking a Pikes Peak record or the engineering site where
the new F-Type was developed.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

ART DIRECTION
CATEGORIES

PRODUCT PEOPLE PLACES

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 87



SECTION 2 OUR TOOLKIT

PRODUCT

1. DUAL BRAND

2. SINGLE BRAND

BESPOKE SHOT — BOTH BRANDS IN ONE IMAGE

When shooting two vehicles from both brands, the cars should
be stationary. This allows us to compose both cars carefully
and follow the existing preferred angle rules. Both cars should
be given equal prominence and shown to their full potential.

The cars should be complementary in colour and shot in a location
that is iconic, yet relatively neutral; this could be somewhere
external, or a shared Jaguar Land Rover facility.

A selection of pre-approved dual brand images will be made
available on the HUB for use in dual brand activity.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

EXISTING LIBRARY IMAGES JOINED BY THE UNIFIER

Paired photography from both libraries have been selected
with similar angles to provide visual symmetry, and cars and
backgrounds with complementary tonality.

Pre-approved paired photography has been selected based on
the product similar specification or lifestyle attributes and can
be downloaded as a pair from the HUB. These will be updated

periodically with the latest images.

See pages 89 to 95 for more guidance on how to pair imagery.

INDIVIDUAL SHOTS FROM EXISTING LIBRARY

This type of image should be used separately, for example,
on a brochure spread where one specific brand is being featured.

88



SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

This table shows which vehicles may be paired together
when joining existing library images with the Unifier.

Images must always feature our most recent products
and be relevant to our audiences. We have selected
products which have a similar market positioning or
based on comparable lifestyle attributes. Therefore
some of our older products do not feature.

Please contact Brand Support with any new pairings J AG U A R
that do not follow these principles.
SPORTS LIFESTYLE
F-TYPE F-TYPE
LAND ROVER CONVERTIBLE  COUPE X761 XF xJ
RANGE ROVER Y Y N N Y
RANGE ROVER o
LUXURY SPORT Y N v R’ and above N
RANGE ROVER L538
EVOQUE Convertible v v v N
DISCOVERY
LEISURE SPORT N N Y Y N

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

When using two separate images joined by
the Unifier, Jaguar must always be featured
on the left and Land Rover on the right.

The following pages demonstrate pairings
that have already been established and guiding
principles on how to match imagery.

The three key principles on the right apply o
to all image pairings. Vehicles are scaled

proportionally.
Please contact Brand Support with any new e ...

pairings that do not follow these principles.

Vehicles sit on
the same baseline.

©

Images both shot from the same camera angle.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 90



SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

WORKS BECAUSE:

- Complementary colour tones.
- Vehicles at opposite angles.

- Skyline at the same level.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

WORKS BECAUSE:

Similar landscape and colour tones.

Vehicle angles are a mirrored reflection.

Skyline at the same level.

Similar vehicle colours.
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SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

WORKS BECAUSE:

- Similar colour tones.

- Vehicles travelling in the same direction.
- Skyline at the same level.

- Similar landscapes.

- Similar lighting.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

WORKS BECAUSE:

Vehicles facing the same direction.

Same perspective.

Skyline at the same level.
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SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

WORKS BECAUSE: WORKS BECAUSE:

- Complementary lighting and colour tones. - Similar colour tones.

- Vehicles at opposite angles. - Vehicles at the same angle.
- Bold vehicle colours are contrasting and complementary. - Similar perspectives.

- Same vehicle colours.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 93



SECTION 2 OUR TOOLKIT

PRODUCT
DUAL IMAGE PAIRINGS

WORKS BECAUSE:

- Vehicles at opposite angles and both stationary.
- Similar urban environment.
- Streets at the same level.

- Complementary colour tones (cool tones
of Jaguar and warm tones of Land Rover).

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

DUAL IMAGE PAIRINGS
WHAT DOESN’'T WORK

Dusk vs day images mean lighting and colour tones Bright lighting of the Land Rover image is too much of a contrast Perspectives do not match. Land Rover image is shot from a higher
are too contrasting. to subtle lighting of the Jaguar image. angle than the Jaguar image. Road angles are not similar.

Vehicles do not sit on the same baseline. Vehicles are not scaled proportionally. Land Rover terrain is too extreme and polarising in contrast
with the Jaguar image.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 95



SECTION 2 OUR TOOLKIT

PEOPLE

In line with the rest of our photography, subjects
in portraiture should be engaged in a task

(e.g. working or in conversation) and in a realistic,
believable environment that suits their role.
When photographing people, do so in a way that
accentuates vibrancy and energy as they work and
interact with others. Avoid cold or sterile images.

Real locations from Jaguar Land Rover allow us

to show people working in their true environments.
Strong directional lighting elevates seemingly
everyday scenarios to epic events.

Colours should be realistic with compositions
that complement our colour palette; rich, deep
blues, browns and greys. These contrast with
our predominantly white framework and the
Grey Black of the Unifier.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

PLACES

Real locations from Jaguar Land Rover allow us
to showcase believable and unique environments.
Strong directional lighting elevates seemingly
everyday scenarios to epic events.

External locations capture the excitement of

both brands through great driving roads and off
road environments. We keep the same production
levels and dramatic lighting for landscapes as well
as portraits.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.7
LAYOUT PRINCIPLES

The Dual Grid is key to creating page layouts.
The following pages show how the toolkit
is used with the grid to create layouts that

are distinct to our dual brand.
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SECTION 2 OUR TOOLKIT

A4 COVER
WITH A SINGLE IMAGE

Principles for placing a single image and copy
on to the Dual Grid:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE UNIFIER

STEP 3: PLACE IMAGERY
- The content area for imagery is 16 rows.

STEP 4: INSERT COPY

- Copy sits below imagery and centres
to the format.

- The area for copy is 8 rows.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

The same principles apply when using
the Primary Horizontal Unifier.

v

- = o e Dy

© LUXURY IN MOTION

JAGUAR LAND ROVER

Commercial & Key Accounts

= eale afew|

SMOJ 9T

eale Adod

smol g

LUXURY IN MOTION

JAGUAR LAND ROVER

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

A4 COVER
WITH TWO IMAGES

Principles for placing two images and copy
on to the Dual Grid:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE FULL DROP UNIFIER

STEP 3: PLACE IMAGERY
- The content area for imagery is 16 rows.

- Jaguarimagery must be placed on the
left and Land Rover on the right.

STEP 4: INSERT COPY

- Copy sits below imagery and centres
to the format.

- The area for copy is 8 rows.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

© LUXURY IN MOTION

JAGUAR LAND ROVER

o

Commercial & Key Accounts

= eale afew|

SMOJ 9T

eale Ado)

smol g
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SECTION 2 OUR TOOLKIT

A4 COVER
WITH FLAT COLOUR

Principles for placing flat colour and copy
on to the Dual Grid:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE UNIFIER

STEP 3: PLACE FLAT COLOUR
- Flat colour fills the content area of 24 rows.

STEP 4: INSERT COPY

- Copy sits below the Unifier and aligns
centrally to the format.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

The same principles apply when using
the Primary Vertical Unifier.

JAGUAR LAND ROVER

ANNUAL REPORI

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

eale JU2U0D

SMOJ 7

2015-16
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SECTION 2 OUR TOOLKIT

SINGLE PAGE SPREAD

Principles for placing imagery and copy
on to the Dual Grid for a single page spread:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE UNIFIER

STEP 3: PLACE IMAGERY
- The content area for imagery is 24 rows.

STEP 4: INSERT COPY

- Copy sits below imagery and centres
to the format.

- The area for copy is 12 rows.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

The same principles apply when using
the Primary Horizontal Unifier.

OPENING JULY 2014

vz

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

o KENSINGTON DEALERSHIP

OPENING JULY 2014

July 2014

= eale aSew|

SMOJ 17

= eale Ado)

SMoJ ZT
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SECTION 2 OUR TOOLKIT

DOUBLE PAGE SPREAD

Principles for placing imagery and copy
on to the Dual Grid for a double page spread:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE UNIFIER

STEP 3: PLACE IMAGERY
- The content area for imagery is 24 rows.

STEP 4: INSERT COPY

- Copy sits below imagery and centres
to the format.

- The area for copy is 12 rows.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

The same principles apply when using
the Primary Vertical Unifier.

KENSINGTON DEALERSHIP
OPENING JULY 2014

Sy

KENSINGTON DEALERSHIP

OPENING JULY 2014

July 2014

= epale afew|

SMOI 7

= ease Ado)

SMOJ ZT
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SECTION 2 OUR TOOLKIT

48 SHEET

Principles for placing imagery and copy
on to the Dual Grid for a 48 Sheet poster:

STEP 1: CONSTRUCT THE DUAL GRID

STEP 2: ADD THE UNIFIER

- Only the Primary Horizontal
or Full Drop Unifier can be used.

STEP 3: PLACE IMAGERY
- The content area for imagery is 16 rows.

- If using the Full Drop Unifier, Jaguar
imagery must be placed on the left
and Land Rover on the right.

STEP 4: INSERT COPY

- Copy sits below imagery and centres
to the format.

- The area for copy is 8 rows.

STEP 5: ADD THE DUAL LINE

- The Dual Line sits on the Frame or
on rows to divide content within copy.

The same principles apply when using the Primary
Horizontal Unifier and use of a single image.

OPENING JULY 2014

jaguarlandrover.com

©

= pale aew|

SMOJ 9T

eale AdoD

smol g

KENSINGTON DEALERSHIP

OPENING JULY 2014

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

A4 LETTERHEAD
WHITE BACKGROUND

Principles for placing imagery and copy
on to the Dual Grid for an A4 letterhead:

STEP 1: CONSTRUCT THE DUAL GRID
STEP 2: ADD THE SECONDARY UNIFIER

STEP 3: ADD THE DUAL LINE

- When used with the Secondary Dual Unifier,
the Dual Line always sits at the bottom
on the Frame.

STEP 4: ADD CONTENT
- The content area is 36 rows.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

CROPPING THE VEHICLE
LANDSCAPE FORMATS

When featuring vehicle photography with the horizontal or
vertical version of the Unifier, apply the following safe areas.

Vehicle safe area

LUXURY IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts

Vehicle safe area

LUXURY IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

CROPPING THE VEHICLE
PORTRAIT FORMATS

When featuring vehicle photography with the horizontal or
vertical version of the Unifier, apply the following safe areas.

i Vehicle safe area 3 i 3
3 3 3 Vehicle safe area 3
ax | EEmeRi e R ix | il i
KENSINGTON DEALERSHIP KENSINGTON DEALERSHIP
OPENING JULY 2014 OPENING JULY 2014
July 2014 July 2014

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 2 OUR TOOLKIT

CROPPING THE VEHICLE
FULL DROP DUAL UNIFIER

When featuring vehicle photography with the
Full Drop Unifier, apply the following safe areas.

2X | ro2X
| |

2X

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Jaguar vehicle safe area Land Rover vehicle safe area

KENSINGTON DEALERSHIP
OPENING JULY 2014
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SECTION 2 OUR TOOLKIT

CROPPING THE VEHICLE
DOUBLE PAGE SPREAD

When featuring vehicle photography with the Horizontal
Unifier on a double page spread, apply the following safe areas.

JAGUAR LAND ROVER

Jaguar vehicle safe area

Land Rover vehicle safe area

KENSINGTON DEALERSHIP
OPENING JULY 2014

July 2014

DUAL BRAND GUIDELINES

2X
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SECTION 2 OUR TOOLKIT

THE FRAME

The Frame is an important visual asset for our dual
branding and is always present within applications.
The only exceptions are in digital, merchandising
and accessories where full bleed is permitted.

The Frame:

- is always present on all four sides,
not just top and bottom.

- is always white.

- contains photography or flat colour.

On white backgrounds where the Frame is not
visible, the Secondary Unifier is used. A second
Dual Line visually represents the Frame by aligning
to it at the bottom of the layout.

In brochure spreads, if an image is cropped into
a page margin, the opposite page must contain
a background colour to make the Frame visible
(see the following pages for example spreads).

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

ANNUAL REPORT

JAGUAR LAND ROVER

INTERDEPARTMENTAL
RELATIONS REVIEW

2014

Review Results

The Frame is present on all four sides, not just top and bottom.

~

cum caqus s magh .

Job Description

T TAND>

On white backgrounds where the Frame is not visible, the Secondary Unifier is used.
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SECTION 2 OUR TOOLKIT

BROCHURE SPREADS

All brochure spreads use the Dual Grid, using
the Frame to hold photography or flat colour.

We use Grey Black, white and our secondary
palette to create panels for copy and content.

These panels overlap the Frame and bleed
off the top and bottom of the page.

Their width can flex depending on the level
of content and are used to add variety
and pace to layouts.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

PASSION
AT ITS BEST

SERVICE

WARRANTY

JAGUAR FLEET SERVIC

A BRITISH INSTITUTION
POISE & POWER

Jaguar
tempa lonma

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY.

1,000,000

LOOKING FORWARD
NEW CHALLENGES
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SECTION 2 OUR TOOLKIT

BROCHURE SPREADS
SINGLE COLOUR LINE

LAND ROVER FLEET SERVICES 3:2-3

A BRITISH INSTITUTION : ! m
POISE & POWER °
- RANGE ROVER EVOQUE

When part of a communication relates to a
single brand, the use of the Dual Line is no longer
appropriate. So a single colour line may be used
instead. The single colour line can appear in

Grey Black, white or one of our secondary greys.

RANGE ROVER SPORT RANGE ROVER EVOQUE

15085 Power 1505
380Nm Torque 380Nm

The Dual Line should not be used when there
is a heading/headline set in Jaguar Red or Land
Rover Green. In this case, a single colour line
should be used.

The single colour line must never be used
in Jaguar Red or Land Rover Green.

O

1y rolled o the
Fumn 2013

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

S e
T oo et

JAGUAR F-TYPE
LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standards.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

BROCHURE SPREADS
DON'TS

1,000,000

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

Don’t use full-bleed imagery and colour. The Frame should be visible around the page. Don’t crop imagery into the page fold if the opposite page is white as the Frame is not visible.
The opposite page should have a secondary background colour within the Frame.

PASSION s f . LOOKING FORWARD
AT ITS BEST i S 5 NEW CHALLENGES

Don’t crop content panels into the Frame. Content panels should overlap the Frame Don’t restrict the Frame to the top and bottom. It must be visible on all four sides.
and bleed off the page.
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.8
CHARTS & DIAGRAMS

Charts and diagrams are a regular feature
within dual communications and it is
important that we use them in a crafted
and considered way.
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SECTION 2 OUR TOOLKIT

CHARTS & DIAGRAMS

All charts and diagrams use JLR Emeric (or Arial
if internal) and colours from our primary and
secondary palettes.

Colours can be tailored to communicate our brands
individually or together in the following ways:

DUAL BRAND

- Applies to dual communications representing
both brands together or Jaguar Land Rover
as a whole.

- Jaguar Red and Land Rover Green can
be used together to represent statistics
of each brand.

- Grey Black, white and our secondary palette
can be used in addition or as an alternative
if the statistics do not directly relate
to the individual brands.

SINGLE BRAND

- Applies to communications representing
Jaguar or Land Rover individually.

- Jaguar Red or Land Rover Green can be used

with Grey Black, white and our secondary palette.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

DUAL BRAND

ANNUAL PROFITS B PROJECTED
. ACTUAL

2011 2012 2013 2014

SALES FORECAST EE AGUAR
W | AND ROVER

SINGLE BRAND

40

30

V1 v1 Y1
JAGUAR F-TYPE EEN | OREM IPSUM
M CONCESTIS
TEM OCUM

16.9% 19.3%
OTHER UNITED KINGDOM
4.8%
ASIA-PACIFIC
21.6%
20.6% EUROPE
CHINA
16.8%
UNITED STATES
78% LONG

TERM TAKE-UP
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SECTION 2 OUR TOOLKIT

TABLES

DUAL LINE

Used as table anchor.
Set thickness of 1/8 X.
Only used for charts for
dual communications.
Width flexes to match
content.

RULES

Used to create hierarchy.

Approximately 1/10 thickness

of Dual Line.

Matches colour of body copy.

SOLID LINE

Used as table anchor.
Either Grey Black or white.
Set thickness of 1/8 X
(same as Dual Line).

Only used for brand
specific communications.
Width flexes to content.

TABLE CONTENT

JAGUAR LAND ROVER

JLR Emeric Regular
and/or ExtralLight

100 tracking for clarity
and readability.
Secondary Grey.

DUAL BRAND GUIDELINES

HEADINGS

JLR Emeric SemiBold.

UPPERCASE & 100 tracking.
Set in Grey Black.

Please note:
Substitue Arial for JLE Emeric
if documents are internal.

2011 2012 2013 2014
Revenue £9,87m £13,512m £15,784m £19,386m
Profit £1,115m £1,479m £1,674m £2,501m
Cash 434,000 375,000 306,000 241,000
Debt £1,382m £1,974m £2,167m £2,010m
Net cash -£354m £456m £680m £1,449m
Free cash flow £876m £958m £595m £1,150m
EBITDA £1,502m £2,095m £2,339m £3,393m
RANGE ROVER SPORT RANGE ROVER EVOQUE
Power 150PS Power 150PS
Torque 380NmM Torque 380Nm
Maximum Speed (mph) 112 Maximum Speed (mph) 112
Acceleration 0-60 mph in 10.6s Acceleration 0-60 mph in 10.6s
LR-SDV6 DIESEL COUPE
Urban (mpg) 47.9 Urban (mpg) 47.9
Extra urban (mpg) 62.8 Extra urban (mpg) 62.8
Combined (mpg) 57.6 Combined (mpg) 57.6
CO2 emissions (g/km) 129 CO2 emissions (g/km) 129
LR-V8 SUPERCHARGED PETROL FIVE-DOOR
Urban (mpg) 47.1 Urban (mpg) 47.1
Extra urban (mpg) 62.8 Extra urban (mpg) 62.8
Combined (mpg) 56.5 Combined (mpg) 56.5
CO2 emissions (g/km) 133 CO2 emissions (g/km) 133
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JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

2.9
ROYAL WARRANTS

Our Royal warrant is an incredibly powerful
asset and one that we should use to leverage
the true authenticity and premiumness
of our dual brand.
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS

The Royal Warrants are given to Jaguar Land
Rover, Land Rover and Jaguar as a company
and not to products or family groups.

Therefore, they must never be used for
Dealership communications.

The Royal Warrants are a protected asset and
we must adhere to the following rules when using
them in applications:

—  The minimum size for crests is 10mm
in width, the Legends should be legible.

— The Royal Arms should always include
the Legend.

— The Royal Warrants cannot be part of
any word mark or logo lock up, they must
be separated with a clear area of space
surrounding them.

— The Royal Warrants must always be used
in a horizontal formation and must never
be altered in any way.

— The position of the Royal Warrants should
always be at the same height or higher
than other logos within the applications.

— They can be shown on flat colour.

— Special permission is required to position
them over an image as the image needs
to be approved.

— The Royal Warrants can be printed in full
colour, mono colour (Slate Blue or white),
foils (green or silver) or as a special finish
(e.g. blind embossing).

In dual branded communications, the Royal
Warrants always appear in mono.

For further information, contact Brand Support.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER ADS

JAGUAR LAND ROVER
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

Ut enim ad minim veniam, quis nostrud
exercitation +44 (0)1926 641 11

CORPORATE STATIONERY

e o~ )
0" 4

um caqu i imagai Haguam,
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS

GUIDING PRINCIPLES IN APPLICATION

WEBSITE

- The Royal Warrants can appear on the Jaguar
Land Rover, Land Rover and Jaguar website
homepage, and only once within the site.

BROCHURES

— Jaguar Land Rover, Land Rover and Jaguar
have permission to print Royal Warrants
on brochures and not books (books require
special permission).

— There can be no association to other
brands in brochures/books when using
the Royal Warrants.

MERCHANDISING

— Jaguar Land Rover, Land Rover and Jaguar
do not have permission to use the Royal
Warrants on any merchandising or be situated
near to where merchandise is showcased
or sold and cannot be used on give-aways
(i.e. notepads).

— The Royal Warrants cannot be used
in conjunction with other partners that
have Royal Warrants.

ADVERTISING

— The Royal Warrants could potentially be used
in print advertising and end frames. This applies
only forJaguar Land Rover activities that do not
include a third party or distributor (e.g. dealer).
Special permission would need to be granted

for any use of the Royal Warrants in advertising.

SPONSORSHIP

— Royal Warrants cannot be used on a publication
to promote other products (for example,
a commemorative programme for the Rugby
World Cup, even if Land Rover is a sponsor).

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

EMAILS
— The Royal Warrants cannot be used on an email.
BUILDINGS AND SIGNAGE

— If the Royal Warrants appear on a Jaguar Land Rover
building it may only appear once.

— The Royal Warrants can appear at places where
the product is made or used.

— The Royal Warrants cannot appear on vehicles.

— Use of the Royal Warrants at International Jaguar
Land Rover offices requires special permission.
The offices / buildings must be fully owned
by Jaguar Land Rover.

— The Royal Warrants cannot be used by Dealers,
Franchises or Importers.

EXHIBITION STANDS

— Stands/displays require special permission
and cannot be associated with any other
products or brands.

For further information, contact Brand Support:
bsupport@jaguarlandrover.com
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS
SINGLE PAGE SPREAD

Principles for placing the Royal Warrants
with imagery and copy on to the Dual Grid
for a single page spread:

STEP 1: CONSTRUCT THE DUAL GRID

STEP 2: DROP IMAGE AREA

- Theimage area drops by two rows from
the top (= 22 rows).

STEP 3: ADD THE UNIFIER
- The Unifier now sits two rows down
from the Frame (= 12 rows).

STEP 4: ROYAL WARRANTS

- The Royal Warrants are 3 1/2 X wide
and sit centrally above the Unifier.

The same principles apply when using
the Primary Horizontal Unifier.

GAYDON

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

33 1/2X3 o

JAGUAR LAND ROVER WORLD

GAYDON

Lorem ipsum dolor sit amet, consectetur
dipisicing elit. Sed do ei d tempor.

P jamqu
exercitation +44 (0)1926 641 11.

= eale aSew|

SMOJ 77

= eale AdoD

SMoJ ZT
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS
DOUBLE PAGE SPREAD

Principles for placing the Royal Warrants
with imagery and copy on to the Dual Grid
for a double page spread:

STEP 1: CONSTRUCT THE DUAL GRID

STEP 2: DROP IMAGE AREA

- Theimage area drops by two rows from
the top (= 22 rows).

STEP 3: ADD THE UNIFIER

- The Unifier now sits two rows down
from the Frame (= 12 rows)

STEP 4: ROYAL WARRANTS

- The Royal Warrants are 3 1/2 X wide
and sit centrally above the |Unifier.

The same principles apply when using
the Primary Vertical Unifier.

| (T34

JAGUAR LAND ROVER WORLD
GAYDON

JAGUAR LAND ROVER WORLD

GAYDON

Lorem ipsum dolor sit amet, consectetur
TR

elit. Sed do ei d tempor.

t-enim-ad- minim-veniam; quis nostrud
exercitation +44 (0)1926 641 11.

= epale afew|

SMol ZZ

= ease Ado)

SMOJ ZT

JAGUAR LAND ROVER DUAL BRAND GUIDELINES
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS
48 SHEET

Principles for placing the Royal Warrants
with imagery and copy on to the Dual Grid
for a 48 Sheet poster:

STEP 1: CONSTRUCT THE DUAL GRID

STEP 2: DROP IMAGE AREA

- Theimage area drops by two rows from
the top (= 14 rows).

STEP 3: ADD THE UNIFIER
- The Unifier now sits two rows down
from the Frame (= 8 rows)

STEP 4: ROYAL WARRANTS

- The Royal Warrants are 3 1/2 X wide
and sit centrally above the Unifier.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER WORLD

GAYDON

jaguarlandrover.com

= pale aew|

SMOJ T

eale AdoD

smol g
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SECTION 2 OUR TOOLKIT

ROYAL WARRANTS
A4 LETTERHEAD

Principles for placing the Royal Warrants
with imagery and copy on to the Dual Grid
for an A4 letterhead:

STEP 1: CONSTRUCT THE DUAL GRID

STEP 2: DROP CONTENT AREA

- The content area drops by two rows from
the top (= 34rows).

STEP 3: ADD THE UNIFIER
- The Unifier now sits two rows down
from the Frame (= 12 rows)

STEP 4: ROYAL WARRANTS

- The Royal Warrants are 3 1/2 X wide
and sit centrally above the Unifier.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Sebastian Bonneville 1. Month 2015
Company name and Sons Itd
135 ~ 142 Brewhouse Yard Subject lorem et most
London EC1V 4DG et volupta dolores
Dear a

Ty N0 es ma porerunt voluptas iuscimus est di occun, tem. Harehic to

con nulliss itatem as sectorae officil luptat earum nos earcia quam, consequi dolorem hiliqui

anime opta sit ad moluptat laboru ilitiaecab inis eatis alique que quo et dolo dolesciae
nihilicianis eum nus.

At volut pro odis quiatem fum, que latur, od eos prepernatis imust, sed mod eata

Volor acest vitatem everibus aut as aciur aut qui to que prate vellaci litatur, occabore
porionseque et occuptatquat accatur sedi ut fugitem que pa dis asNequod ullabor am volupta

tquideria dollora doles que vel entur; optat ressunt es doluptatur; el es sin prerfer eperum
nias volut ea dolor simus, seque ne alit, comnime nectotaspero tor aut odi corum essenecte

eunT eaque s imagnilr itaquan.

Ommiminr ipsanrquis pos eturenr. Et i possit untibesr comeatibusanr eiciduciendi e
re aut lab in et que voluptiunt omniendit alitatet quaturios ipsum incium et, con niminctum

i minT inctate: ommii; vellaborio it consequis et vel ilesequi
omnistorio omnimaodis dolorat ecuptios poreped et perepelit ulla veria iderit molum velicidis

Name Here

JAGUAR LAND ROVER

Banbury Road, Gaydon, Warwick, CV35 ORR
T44(0)1926 641 111 F44 (0)1926 641 111

Jaguarlandrover.com

Tieg Ofeer Taguar [ans Fiover TimvTes Abbey Road, WHTley, Cventry, V3 4TF, UK Fegistered  Englans N 167207

Bale JU9IU0D

SMOJ €
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SECTION 3
BRINGING IT TO LIFE

Please note, applications using our sponsorships or partners
and any facts are used for illustrative purposes only.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES




SECTION 3 BRINGING IT TO LIFE

JAGUAR LAND ROVER ADS
SINGLE & DOUBLE PAGE SPREAD

e

,
i

<
e
-

JAGUAR LAND ROVER
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

Ut enim ad minim veniam, quis nostrud
exercitation +44 (0)1926 641 11.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

s, Y

JAGUAR LAND ROVER
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

Ut enim ad minim veniam, quis nostrud
exercitation +44 (0)1926 641 11.
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SECTION 3 BRINGING IT TO LIFE

JAGUAR LAND ROVER ADS
SINGLE & DOUBLE PAGE SPREAD

JAGUAR LAND ROVER
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

Ut enim ad minim veniam, quis nostrud
exercitation +44 (0)1926 641 11.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
GAYDON

Lorem ipsum dolor sit amet, consectetur
adipisicing elit. Sed do eiusmod tempor.

Ut enim ad minim veniam, quis nostrud
exercitation +44 (0)1926 641 11.
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SECTION 3 BRINGING IT TO LIFE

JAGUAR LAND ROVER ADS
48 SHEET—SINGLE IMAGE

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
GAYDON

jaguarlandrover.com
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SECTION 3 BRINGING IT TO LIFE

JAGUAR LAND ROVER ADS
48 SHEET—SEPARATE IMAGES

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
GAYDON

jaguarlandrover.com
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SECTION 3 BRINGING IT TO LIFE

STATIONERY

JAGUAR LAND ROVER

A UARE

Sebastian Bonneville o1. Month 2015
Company name and Sons ltd

135 — 142 Brewhouse Yard Subject lorem et most
London EC1V 4DG et volupta dolores

Dear Mr Surname

Ximin remodionsed mo es ma porerunt voluptas iuscimus est di occum, tem. Harchic to
con nulliss itatem as sectorae officil luptat earum nos earcia quam, consequi dolorem hiliqui
anime opta sit ad moluptat laborum ilitiaecab inis eatis alique que quo et dolo dolesciae
nihilicianis eum nus.

At volut pro odis quiatem ium, que latur, od eos prepernatis imust, sed mod eata

volor acest vitatem everibus aut as aciur aut qui to que prate vellaci litatur, occabore
porionseque et occuptatquat accatur sedi ut fugitem que pa dis asNequod ullabor am volupta
tquideria dollora doles que vel entur, optat ressunt es doluptatur, el es sin prerfer eperum
nias volut ea dolor simus, seque ne alit, comnime nectotaspero tor aut odi corum essenecte
eum eaque nis imagnih itaquam.

Omnimin umendipsam quis pos eturem. Et la possit untibea con eatibusam eiciduciendi cus
re aut lab in et que voluptiunt omniendit alitatet quaturios ipsum incium et, con niminctum
adis autectia nim inctate nditata sa sunt omnimi, vellaborio in consequis et vel illesequi
omnistorio omnimodis dolorat ecuptios poreped et perepelit ulla veria iderit molum velicidis
eum re rectem quamene cum descit ata dianto milignimust eum debitio

Yours Sincerely

Name Here
Job Description

JAGUAR LAND ROVER
Banbury Road, Gaydon, Warwick, CV35 ORR
T44(0)1926 641 111 F44 (0)1926 641 111

jaguarlandrover.com

fice: Jaguar Land Rover Limited. Abbey Road, Whitley, Coventry, CV3 4LF, UK. Registered in England No: 167.

DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
v

Narwick, CV35 ORR
(0)1926 641 111

Banbury Road, Gaydo
T44(0)1926 641 111 F4

aguarlandrover.com

Limited. Abbey Road, Whitley,
stered in England No: 1672070

ar Lai
3 4LF, UK

n.surnami

NAME SURNAME
TITLE DEPARTMENT

JAGUAR LAND ROVER
Banbury Road, Gaydon,
Warwick, CV35 ORR

144 (0) 641111
F44(0)1926 641 111

aguarlandrover.com

jaguarlandrover.com
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SECTION 3

ENVELOPE

JAGUAR LAND ROVER

BRINGING IT TO LIFE

DUAL BRAND GUIDELINES

HAYLEY KANE

Brand Union
6 Brewhouse Yard
London EC1V 4DG
United Kingdom
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SECTION 3 BRINGING IT TO LIFE

POWERPOINT
TITLE SLIDES
WITH IMAGE

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

HEADLINE ONE
HEADLINE TWO

01 September 2014

WITHOUT IMAGE

&R_Q_ “LAND -
“ROVER
saGuaRr

HEADLINE ONE
HEADLINE TWO

01 September 2014

HEADLINE ONE
HEADLINE TWO

1 September 2014
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SECTION 3 BRINGING IT TO LIFE

POWERPOINT
DIVIDER SLIDES

GENERIC

HEADLINE ONE

HEADLINE TWO

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

BRAND SPECIFIC

JAGUAR HEADLINE ONE
HEADLINE TWO

LAND ROVER HEADLINE ONE
HEADLINE TWO
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SECTION 3 BRINGING IT TO LIFE

POWERPOINT

CONTENT

JAGUAR LAND ROVER

SLIDES

HEADLINE MAXIMUM
OVER TWO LINES

Short intro paragraph in Georgia 16pt orem ipsum dolor sit
amet, consectetur adipisicing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

1 CEPTEMBER 2014 JATUAR LAND ROVER PRESENTATIONTITLE 02

Headline area
Maximum two lines

Body copy

JATUAR LAND ROVER PRESENTATIONTLE

DUAL BRAND GUIDELINES

HEADLINE MAXIMUM
OVER TWO LINES

SAGUAR LANE ROVER

Headline area
Maximum two lines

Body copy

Image / chart / diagram

SAGUAR LANE ROVER
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SECTION 3 BRINGING IT TO LIFE

BROCHURE COVERS

JAGUAR LAND ROVER

PRIMARY VERTICAL UNIFIER

PRIMARY HORIZONTAL UNIFIER

EXCELLENCE IN MOTION
JAGUAR LAND ROVER

With image

JAGUAR LAND ROVER
ANNUAL REPORT

2015-16

Without image

DUAL BRAND GUIDELINES

EXCELLENCE IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts

With image

JAGUAR LAND ROVER
ANNUAL REPORT

2015-16

Without image
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SECTION 3 BRINGING IT TO LIFE

BROCHURE COVER
FULL DROP UNIFIER

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

EXCELLENCE IN MOTION
JAGUAR LAND ROVER

Commercial & Key Accounts
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SECTION 3 BRINGING IT TO LIFE

BROCHURE SPREADS

JAGUAR FLEET SE

A BRITISH INSTITUTION
POISE & POWER

guar preers pers piciatem faceores imunas
tempa lonma commo berias excepel

odioraestio dolorla ndeli
nihiliquam landi
it lanisincto
sa quia volup.

Et que quam
ecaerunt li

ercienis entibus
nonsed mi, volo magr
fura cor ratin, volect

EXCITING CARS
EXCELLENT SERVICE

Erspers pi

venempori:

commo berias excepel un;
ias ium dolorem erit veligen imender
ibu sdae omnit simodi conetus ut oc i

umquam ut
nusto mef

et quam aut erro

earum labor

em faceaquia cores remos ma

LAND ROVER FLEET SERY
ecendi nulpa

ces 3637
ti solorm cullupe
e non nol

uptiume quam

molupta audant o
aperumaua:
latis etur restio.Ibu

aepedit facium
quos

ut dem quam ape et

d
equ ossitati temallat
equi ommolore

id quarm intibus

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

sum nulluptur arum
is int auditas cor au

otati repudandunt odictot:

pa dusdandaerum quia

i quo doloreptur?

militae rovid) q
sum quundicidit elibus, ut alitatur
qui

um doluptur

untiur ressi quid quam, tecea ped quas
nam faci voluptatum aboren

Quid

RANGE ROVER EVOQUE
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SECTION 3 BRINGING IT TO LIFE

BROCHURE SPREADS

LAND ROVER FLEET SERVICES o33

62.8 mpg

RANGE
EXTRA Ut

L ———

il 570 TCC

VER EVOQUE

i <

RANGE ROVER SPORT RANGE ROVER EVOQUE

Power 150ps. Power 150P5.
Torque 380Nm Torque 380Nm
Maximum Speed (mph) 112 Maximum Speed (mph) 12
Acceleration 0-60 mph in 1065 Acceleration 0-60 mph in 1065
LR-SDV6 DIESEL coupt

LR-V8 SUPERCHARGED PETROL FIVE-DOOR

XFR-S

AT ITS BEST

ENGINE

50 Liter V8 Cabrio

28311/285 PS | 5,000 e

50 Liter V8 Kompressor Coupé
375 kW/510 PS | 5,001

5.0 Liter V& Kompressor Cabrio
375 kW/510 S | 5,000 cm®
50Liter v

405 kws:

5.0 Liter V8 Kompre:
405 KW/550 PS | 5,000 e

CONSUMPTION/EMMISIONS

Out o town
80-86/100 km, innerorts 18.8-17.1 /100 km,
Combined

23-112 /100 km, CO2-Emission; 292-264 g/km

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 137



SECTION 3 BRINGING IT TO LIFE

BROCHURE SPREADS

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

JAGUAR FLEE

INTRODUCTION L

LOOKING FORWARD
NEW CHALLENGES

2015 preers pers piciatem faceores
smo lonma commo berias excepel

Erspers picatem faceaquia cores remos.

dolore debis madioraestio doloria ndeliqu
landipsam,

ut offici ssequis eumaqua utesti solorm
cullupt aspero iditae nusto met, earum
abor sae non nobis dolles deles luptaqu
5a quia volup.

Et que quam sed et quam taut erro con
ecaerunt liquunt que un qui cuptas aspere
foviditinum que et la voluptiume quam
arum naturion rendessitae molupti mo

enitiost, tem dolentemqui temperum iniste.
vidic torem iducidu cienihit quas simenime

quatibus voluptatiat aut lanisincto tem et
la culparc ipsapic aestis molest volupta
tatesequam, consequis dicte.

Elet re excerchit autem dolupta voles

fur a cor ratin, volectori quas.

Obit,sunt. Ed utem solecupta des ue
etla voluptiume quam arum naturion
rendessitae moluassim parite nes.

T SERVICES
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SECTION 3 BRINGING IT TO LIFE

BROCHURE SPREADS

- JAGUAR F-TYPE
LEADING THE OFFENSIVE

Jaguar’s new model offering sets new standards.

minet laspist et arci culla dolorat ect.

Pudicte mpore, quam, totatestotae volupt aquosa dissita
tendae. Ut elestium qui cupti odiscie ndandis acculloris num
Fest ut hic foras pro to imaxiministt quias expliqui con porecae.
ptatia volent ommoluptate plab intiullab ipsa quia sae porent
quas au ignis et fugitate nonseq,

1bus alit volu ptano nes ant omnima evelest aliguo eteom nistil

nonsequi arum facer dio officiunt exped ets. Riaturerferum
niandunten idignis et umans fugitate.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

JAGUAR LAND ROVER ANNUAL REPORT 21y

1,000,000

Land Rover Discovery rolled off the
production line in autumn 2013,

VOYAGE OF DISCOVERY
10,000 MILE JOURNEY

Obit, sunt. dolluptib

Dios eum r N

Goluptiorior magnatibus. raercis re commos doluptaest, conet ipsae
antium fugits et vit autemaquam, accus ant

Duciist, quatint iscis nim que molorem e e e
moren I luptat

im essitas dolupt

vie tem
fugitas modi

JAGUAR LAND ROVER ANNUAL REPORT u—15
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SECTION 3 BRINGING IT TO LIFE

BROCHURE SPREADS

JAGUAR LAND ROVER ANNUAL REPORT
=

COMMITTED AND LOYAL
STAFF CULTURE SURVEY

High levels of employee engagement, low staff turnover
and long service reflect a culture of being valued.

Jaguar Land Rover's gitateste nos adis ends dicte mpore, quar, paguosa
nempore, cuscipis verem, gnatis sunt

eveligu ibuscil Tous alit aceu

volupta . comnis sequ atiam, solorro
nonsequi videbit et dem.

arci culla dolorat ectateset optaten.

om lbus alit volupta nones ant omnima

molupis et
nonsequ, volorit officab ore volupt minctiaspist  optem. m mporima gnatis sunt eveliqu ibuscil mag
et arei cullaolupta nones ant omn. natur? Qui doloresti com. Ihus alit volupta,

JAGUAR LAND ROVER ANNUAL REPORT B-19

A FIVE YEAR PLAN

REDUCTIONS IN WASTE G . 19.3%

21.6%

’ D EUROPE
L S—
s
16.8%
UNITED STATES
6
16.8%
16.3% UNITED KINGDOM
o oTHER
2007 2009 2010 2011
4.8%
EUROPE
WASTE TO LANDFILL —cUsR
—AND ROVER t60%
ASIA-PACIFIC

21.6%
ASIA-PACIFIC

33% 75% 206%

CHINA
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SECTION 3 BRINGING IT TO LIFE

JAGUARLANDROVER.COM
HOMEPAGE

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

INVICTUS GAMES

The ‘Invictus Games’ presented by Jaguar Land Rover, is an international
sporting event for wounded, injured and sick Service personnel.

NEWS

LAND ROVER LAUNCHES
‘GALACTIC DISCOVERY’
COMPETITION

x: CASTLE BROMWICH
= VOLUNTEERS MEET LOCAL
‘WOUNDED WARRIOR’

JAGUAR LAND ROVER REPORTS WORLD PREMIERE OF THE JAGUAR

A T SALES PERFORMANCE XE AT LONDON'’S EARL RT
UGUST s, S o] Cc ONDON'’s S cou STAR STUDDED

WHEELCHAIR RUGBY MATCH
FOR INVICTUS GAMES

SOCIAL MEDIA

Jaguar Land Rover delivers positi
),249 icl
http://t.co/pMpmptWKIK

Dr Ralf Speth, Jaguar La
‘STATE OF THE ART’ SUSTAINABILITY REPORT u s busines:
2013-14

TECHNOLOGY the J E reveal this evening
http://t.co/DFoeDhUpA;

RSolihull plant donates three Lar
I t fidland basec
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SECTION 3 BRINGING IT TO LIFE

JAGUARLANDROVER.COM
CAREERS

SEARCH & APPLY

EXCELLENCE IN MOTION

With an ever-evolving history and exhilarating future, this is the Our journey is one of incredible momentum. Our history,
place to drive your pursuit for success. This is where you'll push ever-evolving. Our future, truly exciting. Take a look at our
the boundaries of your potential. This is where you’ll put application tips and search for a vacancy to start putting your
excellence in motion excellence in motion

SEARCH & APPLY ROLE FINDER CRM ANALYST

JRRENT VACANCIES
GRADUATE &
APPRENTICE
Administration

Apprentice

JOIN US IN BRAZIL COMMERCIAL &
BUSINESS AREAS Business Protection and Security

Corporate

ENGINEERING & ering / Cost Estimation
MANUFACTURING
Design

Engineered to Order

PRODUCTION OPERATOR T
OPPORTUNITIES Finance
Graduate
Health and Safety MIDLANDS ONLY
LOCATIONS MANUFACTURING CIRCA £40,000

OPEN DAYS 2014 Human Resources

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 3 BRINGING IT TO LIFE

EMAIL SIGNATURE

8006 Jaguar Land Rover - Inbox
= Lo &
Message
[ ] s .
¥ & @ 3EgB~ 5N w
Del.ete Reply  Reply All Forward .;ﬁ'; Mave _Q)J”nk' Unread Categarize Follow Up

Jaguar Land Rover
Dunnakey, Matt

Wednesday, 3 September 2014 11:32
Hayley Kane; Kerry-Leigh McWilliams

Dear Mr X000

Mulla in tincidunt lacus, et egestas lacus. Praesent ut sagittis urna, eget efficitur turpis. Cras tempor est id interdum pretium
eget convallis mi semper. Aliquam sit amet turpis sed lacus condimentum blandit sit amel eget ipsum.

Donec a quam quis augue ultrices faucibus.

Kind Regards
Matt Dunnakey

Matt Dunnakey

FLEET & BUSINESS MARKETING MANAGER
JAGUAR LAND ROVER UK

T +44 (0)1926 023051
M +44 (0)7785 433844

Jaguar Land Rover has been named 'Responsible Business of the Year 2013,

JAGUAR LAND ROVER DUAL BRAND GUIDELINES




SECTION 3 BRINGING IT TO LIFE

TEAMTALK
PRINT

OUR MONTHLY NEWSLETTER N° 27 — SEPTEMBER 2014

25 YEARS 1989 1998 2004 2009 2014
OF DISCOVERY he Discover s born Discavery 11 Discovery s Discovery 4 Today

o —

P = R
FOCUS ON SUCCESS
—— “The first Discovery, sucessfully Series I was introduced in 1998, 2004 saw the launch of the hugely In 2009 , the Discovery 4's was o celebrate 2 years of the
launched in 1989 at the Frankfurt More details Uptur sinvenis nis different Discovery 3. The new revised a
otor Show. apitius volorem con nus nobis as model came packed with updated styling, forther engine and fuel model Land Rover unveiled
eaqui ut quae. Ita volorporerei and air d new the XXV at the Geneva motor
duntobitat. Obitatissum etusantion suspension all round, dynamic Tevels of huxury, pushing the show:
tior sum etum, cor minullab stabilty control, hilldescent Discovery 4's appeal further.
ipidese caturemolum. control and terrain response;

TIUM NERTE PERBITE ESTORUM
LABUS TUDET DOLOR LIPSUM

Tum ius opublicidesi sultord furendit num non silin vissigil *
host. Us millignist labore, volectatem sa dolor cuptatur. Itaspe
net verchic ilitiis sitatio nsequat. pg.4

JAGUAR NEMO OPU
LESTI ODI IPSA DOLOR

‘POLE OF COLD’ EXPEDITION
TEAM GETS READY TO DEPART

JLR INVEST IN
SOLIHULL SITE

Ant, suntur sequi susam fugit vid qui con
ressimi nvenimperum fugitaquam earcidigen
ullam quo is autemodit est di derions
ectionet, si dis est di te earcill uptaeprest ut
eicaerum harupta spellab illoris es
dolorercitat vente nonsed quo to etusam nis
es qui imus

Ant, suntur sequi susam fugit vid qui con
ressimi nvenimperum fugitaquam carcidigeni
ullam quo i odit est di de

ectionet, si dis est di te earcill uptaeprest ut
ALAN VOLKAERTS eicaerum harupta spellab illoris es ) WEADLINE SoLIHULL
OFERATIONS BIRECTOR, SOLIHULL dolorercitat vente nonsed quo to etusam nis

es qui imus

TATINCILIS TURERRO
a pedit, qui v o

INVICTUS GAMES GENEVA MOTOR SHOW

Prince Harry launches a new Jaguar Land Rover showease design
nternational sporting event for and innovation leadership at the
injured and sick servi Geneva Motor Show
pe2 pe7

JAGUAR LAND ROVER

DAVID BECKHAM

Jaguar announces David Beckham as
Brand Ambassador for Jaguar China
and will support significant
pel0

DUAL BRAND GUIDELINES

HEADLINE

Magnimusaes explignam, velit
officium dolor acerum quam, dolor
commod qui tessequ iationsequid.

peld

06

s aut hilistem invellend s ellab quis
bid

07



SECTION 3 BRINGING IT TO LIFE

TEAMTALK
EMAIL

g R Toam Talk Mo

OUR MONTHLY NEWSLETTER NO 27 — SEPTEMBER 2014 OUR MONTHLY NEWSLETTER NO 27 — SEPTEMBER 2014

HEADLINE LOREM IPSUM
SUBHEADLINE DOLOR SIT

The all-new Jaguar F-Type Coupe made its global debut to a waiting
audience of millions durin athtaking pre-show
reveal in LA. The new vehicle is the most dynamically capable,

performance-focused sports car that Jaguar has.

THE NEW F-TYPE COUPE
TURNING HEADS IN LA

INVICTUS GAMES GENEVA MOTOR SHOW DAVID BECKHAM The all-new Jaguar F-Type Coupe made its global debut to a waiting audience
of millions during a fast-paced and breathtaking pre-show reveal in LA. The
Prince Harry launches a new Jaguar Land Rover showcase design Jaguar announces David Beckham as new vehicle is the most dynamically capable, performance-focused sports car
international sporting event for injured  and innovation leadership at the Geneva  Brand Ambassador for Jaguar China and that Jaguar has.
and sick service personnel Motor Show will support significant

Full image version (hero article)

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 3 BRINGING IT TO LIFE

ACCESSORIES

JAGUAR RED
PANTONE: 201C

LAND ROVER GREEN
PANTONE COATED: 7484C
PANTONE UNCOATED: 7736C

Please note, for Land Rover Green there are different
Pantone swatches for coated and uncoated stocks.
On uncoated stocks, we still refer to a coated colour.
This is our target and must be matched as closely

as possible.
JONATHAN HUGHES
JAGUAR SALES MANAGER FIRST NAME
JONATHAN HUGHES SURNAME-SURNAME
JAGUAR SALES MANAGER
SECURITY CARD VISITOR NAME BADGE STEEL NAME BADGE

JAGUAR LAND ROVER H3IA0H ANV dVNOVI

LANYARD

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 146



SECTION 3 BRINGING IT TO LIFE

ACCESSORIES

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

JAGUAR RED
PANTONE: 201C

LAND ROVER GREEN
PANTONE COATED: 7484C
PANTONE UNCOATED: 7736C

Please note, for Land Rover Green there are different
Pantone swatches for coated and uncoated stocks.
On uncoated stocks, we still refer to a coated colour.
This is our target and must be matched as closely

as possible.
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SECTION 3 BRINGING IT TO LIFE

CORPORATE FLYER
BESPOKE MAP

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

JAGUAR LAND ROVER
GAYDON

jaguarlandrover.com

N\

LIGHTHORNE
HEATH

GAYDON

JAGUAR LAND ROVER
GAYDON

Banbury Road
T44 (C
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SECTION 3 BRINGING IT TO LIFE

BUS TIMETABLE

LAND~
<ROVER

BUS TIMETABLE
FROM JULY 21

TOWARDS GAYDON

KENILWORTH CLOCK 0715

LEAMINGTON UPPER PARADE 0645 0730 0742
LEAMINGTON PARISH CHURCH 0700 0742 0800
LEAMINGTON RAIL STATION 0704 0744 0804
JAGUAR LAND ROVER 0718 0805 0825
HERITAGE MOTOR CENTRE 0722 0810 0830

FROM GAYDON

HERITAGE MOTOR CENTRE 1635 1705

JAGUAR LAND ROVER 1638 1708 1715
LEAMINGTON RAIL STATION 1704 1734 1718
LEAMINGTON PARISH CHURCH 1706 1736 1812
LEAMINGTON UPPER PARADE 1710 1740 1817
KENILWORTH CLOCK 1755 1832

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

149



SECTION 3 BRINGING IT TO LIFE

RECEPTION BANNERS

JAGUAR LAND ROVER

THE NEW
JAGUAR LAND ROVER
INFORMATION HUB
GAYDON & WHITLEY

LAUNCHES 15 APRIL 2015

GAYDON & WHITLEY
ESTATE MANAGEMENT

Saydondowhitlzy estatem 2nagemant.comlr

——

DUAL BRAND GUIDELINES

THE NEW
JAGUAR LAND ROVER
INFORMATION HUB
GAYDON & WHITLEY

LAUNCHES 15 APRIL 2015

C-"A\"DDN & WHITLEY
ESTATE M

e taeciagpaniy
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SECTION 3 BRINGING IT TO LIFE

END FRAME

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

The logo lock-up is 1/2 of the width of the screen.

ZAND~

<ROVER
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SECTION 3 BRINGING IT TO LIFE

DEALER ADS
SINGLE & DOUBLE PAGE SPREAD

KENSINGTON DEALERSHIP KENSINGTON DEALERSHIP
OPENING JULY 2014 OPENING JULY 2014

July 2014 July 2014

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 152



SECTION 3 BRINGING IT TO LIFE

DEALER ADS
SINGLE & DOUBLE PAGE SPREAD

KENSINGTON DEALERSHIP KENSINGTON DEALERSHIP
OPENING JULY 2014 OPENING JULY 2014

July 2014 July 2014

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 153



SECTION 3 BRINGING IT TO LIFE

DEALER ADS
48 SHEET—SINGLE IMAGE

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

KENSINGTON DEALERSHIP
OPENING JULY 2014

jaguarlandrover.com
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SECTION 3 BRINGING IT TO LIFE

DEALER ADS
48 SHEET—SEPARATE IMAGES

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

KENSINGTON DEALERSHIP
OPENING JULY 2014

jaguarlandrover.com
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BRINGING IT TO LIFE

DEALER STATIONERY

Sebastian Bonneville
Company name and Sons ltd
135 — 142 Brewhouse Yard
London EC1V 4DG

LAND> )
<ROVER )

o1. Month 2015

Subject lorem et most
et volupta dolores

JAGUAR LAND ROVER

Dear Mr Surname

Ximin remodionsed mo es ma porerunt voluptas iuscimus est di occum, tem. Harchic to
con nulliss itatem as sectorae officil luptat earum nos earcia quam, consequi dolorem hiliqui
anime opta sit ad moluptat laborum ilitiaecab inis eatis alique que quo et dolo dolesciae
nihilicianis eum nus.

At volut pro odis quiatem ium, que latur, od eos prepernatis imust, sed mod eata

volor acest vitatem everibus aut as aciur aut qui to que prate vellaci litatur, occabore
porionseque et occuptatquat accatur sedi ut fugitem que pa dis asNequod ullabor am volupta
tquideria dollora doles que vel entur, optat ressunt es doluptatur, el es sin prerfer eperum
nias volut ea dolor simus, seque ne alit, comnime nectotaspero tor aut odi corum essenecte
eum eaque nis imagnih itaquam.

Omnimin umendipsam quis pos eturem. Et la possit untibea con eatibusam eiciduciendi cus
re aut lab in et que voluptiunt omniendit alitatet quaturios ipsum incium et, con niminctum
adis autectia nim inctate nditata sa sunt omnimi, vellaborio in consequis et vel illesequi
omnistorio omnimodis dolorat ecuptios poreped et perepelit ulla veria iderit molum velicidis
eum re rectem quamene cum descit ata dianto milignimust eum debitio

Yours Sincerely

Name Here
Job Description

STRATSTONE OF MAYFAIR
on, W1J 8DX
)20 7629 9004

stratstone.com
jaguarlandrover.com

ership Name, Street Name, City, County, Postcode, Country, UK. Registered in England No: 0000

DUAL BRAND GUIDELINES

STRATSTONE OF MAYFAIR

W1J 8DX
076299004

ley Street
075140433 F

stratstone.com
jaguarlandrover.com

dealership Na
Country, UK. R

NAME SURNAME
JAGUAR SALES MANAGER

STRATSTONE OF MAYFAIR
14 Berkeley Street.
London, W1J 8DX

T44 (0)20 7514 0433
F44(0)20 7629 9004

n.surname@stratstone.com

stone.com

jaguarlandrover.com
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SECTION 3 BRINGING IT TO LIFE

DIGITAL BANNERS

KENSINGTON DEALERSHIP
BUILDING No. STREET NAME,
CITY, POSTCODE

X

KENSINGTON DEALERSHIP
BUILDING No, STREET NAME,
CITY, POSTCODE

jaguarlandrover.kensington.co.uk

KENSINGTON DEALERSHIP
BUILDING No, STREET NAME,
CITY, POSTCODE

jaguarlandrover.kensington.co.uk

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



BRINGING IT TO LIFE

SECTION 3

DEALER OPENING FLYER
GOOGLE MAP

KENSINGTON DEALERSHIP
OPENING JULY 2014

aguarlandrover kensington.co.uk
jaguarlandrover.com

DUAL BRAND GUIDELINES

JAGUAR LAND ROVER

Sy
e

e
e

Eukvie e ek

KENSINGTON DEALERSHIP

Building No, Street Name
City, County, Postcode
T44 (0)20 9876 1234 F44 (0)20 9876 1235

jaguarlandrover.kensington.co.uk
jaguarlandrover.com

OPENING HOURS

SALES
Monday to Friday 8.00 - 5.30
Saturday 9.00 - 12.00
Sunday Closed
SERVICE
Monday to Friday 8.00 - 5.30
12.00

Saturday 9.00
Sunday Closed

OPENING HOURS

8.00 - 5.30

SERVICE
Fric 0
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SECTION 3 BRINGING IT TO LIFE

DEALER INVOICE

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

SECOND HAND MARGIN
SCHEME INVOICE

Invoice to: Deliver to:
Sir P Parks Sir P Parks
14 Bothwell Road 14 Bothwell Road
Hamilton Hamilton
ML3 0AY ML3 0AY
Order No. - Vehicle Discovery Sport Reg No. SA12BJZ
Order Date - Engine No. AB66J014hse
Salesmen Chassis No. WBAUM12080VM78322 Date 1st
Delivery Date  10/06/2014 Registered 10/06/2014
Stockbook No. 89688
Sale Type G Colour White Finance
Invoice No. 511825 Trim Matching Agreement No. 0
Tax Point 10/06/2014 Mileage 13629
Description Value V. VAT% VAT Total
Selling price 36500.00 s 0.00 0.00 36500.00
36500.00 0.00 36500.00
STATEMENT / SUMMARY INVOICE TOTAL INC. VAT
Invoice Total  36500.00 36500.00
Part Payment Receieved 0.00
Gross P/Ex Value 0.00
HP Settlement 0.00 Dep. Ref. 0/ 0/ 0
Stock Nos. 0/ o/ 0
HP Company(s)
NETTOTALDUE  36500.00
Due From Due From
Sir P Parks 36500.00 Sales Acc. V0045

PARK’S LAND ROVER

Park’s (Ayr) Ltd. 100 Heathfield Roac
T44(0)1292 653200 F44 (0)12
les@landrover.ayr.co.uk

parks.landroverco.uk jaguarlandrover.com

eg. Office: i No: 000000¢
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SECTION 3 BRINGING IT TO LIFE

DEALER SPLASH PAGE

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

JOE BULLARD
A AND ROVER GULF C

SALES:
SERVICES

F-TYPE COUPE

Equam sit estotas siniant urepudae odignimos is aligend itatame nihilles am ut
quuntis utem. Ipsandae dolupidit ius susam ut quunt, aut occus utatemo

ABOUT US

NEW CARS

USED CARS

SPECIALS

FINANCE

SERVICE & PARTS

CONTACT

Search...

TESTIMONIALS

jmgerlecz

loreculparia nobiti seni con porepro...

WELCOME TO JOE BULLARD

For a great selection of Jaguar and Land Rover vehicles, more
Mobile, AL and Pensacola, FL customers turn to Joe Bullard
Jaguar Land Rover. With an outstanding selection of models and
the latest offerings from elite automakers, Joe Bullard Jaguar
Land Rover puts customers’ needs first. GET APPROVED

In addition to the new Jaguar and Land Rover vehicles, Joe Fast and easy credit application
Bullard offers affordable used cars to help give drivers even more
options on the lot.

While the vehicle selection is what draws many consumers to the
lot, Joe Bullard also offers automotive financing, service and
maintenance, and most importantly, the best customer care in
the area. When you're looking for a new car in Mobile, AL, Joe
Bullard Auto is the preferred choice for savvy car shoppers.

Visit our Mobile, AL showroom and experience the Joe Bullard SCHEDULE SERVICE
difference today.

Schedule your appointment today

SELECT CERTIFIED PRE-OWNED

View our certified inventory
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SECTION 3 BRINGING IT TO LIFE

CORPORATE SALES BROCHURE

T £3.5 billion

AIMING

HIGH

CORPORATE SALES
BROCHURE

Jaguar Land Rover

NEW DISCOVERY SPORT

JAGUAR LAND ROVER DUAL BRAND GUIDELINES



SECTION 3 BRINGING IT TO LIFE

FLEET & BUSINESS WEBSITE

HEADING
ONE

LOREM IPSUM DOLOR SIT AMET
CONSECTETUR ADIPISCING ELI

L b s o e

INTERANATIOMAL SALES

0w s AT B

<] L s T

-
=

', s

S B =

o o

Please note the application of logos on the
Jaguar Land Rover corporate sales global
website is an exception in use of logos due
to customer/user conventions.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

162



SECTION 3 BRINGING IT TO LIFE

SPONSORSHIP

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

CULTURAL CHAMPIONS
FOR ARTS & BUSINESS

in association with the Huffington Post
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SECTION 3 BRINGING IT TO LIFE

SPONSORSHIP

PRIMARY UNIFIER - USED AGAINST BACKGROUNDS WITH COLOUR OR IMAGERY

SECONDARY UNIFIER - USED AGAINST WHITE BACKGROUNDS

Headline sponsor Media partners
CLASSIC /M
S Che Telegraph

Design partner
!I ClarkeAssociates

Clear thinking in communication

Event partners

& EVERSHEDS %E}rﬁ}

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

Category sponsor

bp

Headline sponsor Category sponsor

bp

AU AT

Media partners Design partner
crassic v ERSekeaodis
The Telearaph
BIG TICR
Event partners 2014

wysmEss THE

. CONMONT!
&£ EVERSHEDS %‘%ﬁﬂ}}_} 4
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SECTION 3 BRINGING IT TO LIFE

SPONSORSHIP

PRIMARY UNIFIER

Headline Sponsors:

<

BUEJ’\/L\

Tags: Responsible Business

Programme tags: Responsible Business Awards

Headline Sponsors:

<

BUM

Tags: Responsible Business

Programme tags: Responsible Business Awards

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

SECONDARY UNIFIER

Headline Sponsors:

e~

Tags: Responsible Business
Programme tags: Responsible Business Awards

<

Headline Sponsors:

citi: .2

DAIRY

CREST

MOS

DAl

CRE

<

e .
SR

Tags: Responsible Business
Programme tags: Responsible Business Awards

N
<ROVER )

S
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SECTION 3 BRINGING IT TO LIFE

SPONSORSHIP
CHECKERBOARD

——-m oy =

" o
“® e @  vsa

we - VISA \

D VIsA > D

SA ~ oo

D Barboyr

Primary unifier on colour or dark backgrounds. Secondary unifier on white backgrounds.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES 166



SECTION 3 BRINGING IT TO LIFE

SPONSORED BY

LOCK-UP USING PRIMARY UNIFIER

There are two versions of the sponsorship lockup;
one utilising our Primary Unifier for use on colour or
dark backgrounds and one utilising our Secondary
Unifier for use on white backgrounds.

This sponsorship lock-up utilises our Primary Unifier
with the addition of ‘SPONSORED BY’ positioned
1/2 Y from the top.

It is set in JLR Emeric SemiBold in secondary
Grey 2 tracked at 100.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

VERTICAL HORIZONTAL

3/4Y CLEAR SPACE 3/4Y

172y 172y

11/2Y

3/4Y

1172y

3/4Y

3/4Y 1 3/4Y 3/4Y 1 3/4Y

3/4Y

3/4Y

CLEAR SPACE

3/4Y | 3/4Y
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BRINGING IT TO LIFE

SECTION 3

LOCK-UP USING SECONDARY UNIFIER

SPONSORED BY

VERTICAL HORIZONTAL

There are two versions of the sponsorship lockup;

SPONSORED BY

R e

SPONSORED B

|
|
|
e
|

2Y

one utilising our Primary Unifier for use on colour or
dark backgrounds and one utilising our Secondary

Unifier for use on white backgrounds.
This sponsorship lock-up utilises our Secondary

Unifier with the addition of ‘SPONSORED BY’
aligned to the baseline of the exisiting 374 Y

clear Space zone.

It is set in JLR Emeric SemiBold in secondary

Grey 2 tracked at 100.

S

-

IAGUAR

IR

CLEAR SPACE

CLEAR SPACE

168
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SPONSORSHIP
LOCK-UP

Where the background colour is close to our
Grey Black (e.g. Invictus Games’ black) use

the sponsorship lock-up for positioing purposes,
and then remove the Grey Black background.

For visual balance, place the Unifier so that
the Land Rover logo aligns right to the rest
of the content on the page.

JAGUAR LAND ROVER DUAL BRAND GUIDELINES

ann HOME | INVICTUS GAMES

2| | + | Al invictusgames.org

mOppy-dl.e..0/#jukebox Bookmarks Apple iCloud Wikipedia News~ Favourites ™ + Add to Delicious

FNOVHEJ;SSCJMS‘EJEOSTHE 08 DAYS 06HOURS 48M1NUTES 38SECONDS

INVICTUS
GAMES

LONDON 2014

FOR OUR WOUNDED WARRIORS HOME ABOUTINVICTUS THE GAMES TICKETS GETINVOLVED NEWS & MEDIA SHOP FAQ CONTACT

The Royal Foundation of The Duke and Duchess of Cambridge and Prince Harry and the Ministry Ry é

of Defence, are proud to announce the Invictus Games presented by Jaguar Land Rover. Nihrszftry
B of lence

Tickets for the Jaguar Land Rover
Invictus Games Closing Concert
have now sold out. This star-

studded event will be headlined by >
Foo Fighters and will also feature
sets from Kaiser Chiefs, Ellie
Goulding, The Vamps, Rizzle Kicks,
James Blunt, Diversity and Military

The toughest of the tough go head to head
Wives Choirs.

Tickets for the sporting events are
currently on sale and selling fast
and can be purchased from here.
The Invictus Games are a unique
opportunity for the public to
support those who have made a
personal sacrifice for others but
focus on what they can achieve,
post-injury.

Come and cheer on wounded,
injured and sick Servicemen and
women at venues made famous by
the London 2012 Olympic and
Paralympic Games. Check out the
competition schedule to plan their
Invictus Games experience.

SIGN-UP FOR NEWSLETTER

For the latest ticket info and news

EMAIL ADDRESS SUBMIT

]
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SECTION 3 BRINGING IT TO LIFE

EMAIL INVITE

The use of dual branded emails varies depending

on application. Please refer to pages 32 and 33
for more detailed information.

JAGUAR LAND ROVER

DUAL BRAND GUIDELINES

Jaguar Land Rever Team Talk March 2014
5 3 3

Renly  Reah Al Forvard S5 Mon LG
laguar Land Rover Team Talk March 2014
Lageas La v

Lmeed Calrgoent

HEADLINE LOREM IPSUM
SUBHEADLINE LOREM IPSUM

Empostrunt poria sum quia quiassimus maximus ide es doluptiam si

tem si omnimus adisciist quam, vendipit, as etum dolumenient prae
por aspidit iisinctur autem hiliqua temqui

t reris cus, nulpa lorem
ipsum dolor sit amet dolupta veris doluptatur...

NEW JAGUAR XE

Sum quia quia:

NEW DISCOVERY SPORT
imus maximus ide es
new Jaguar doluptiam si tem si
omnimus adisciist quam

Aas etum dolumenient pr:
Discovery Sport por aspidit iisinctur
autem hiliqua temquiaes et reris cus,
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CONTACT &
BRAND SUPPORT

BSUPPORT@JAGUARLANDROVER.COM
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