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\What does it
take to become
market leader?

It requires simple and unique
communication that is standardized
and coherent in every form,

from domicile to products.

You must never doubt which company
is communicating - even when the
logo is not present.
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Strateqgic foundation




Interacoustics' USPs

Accuracy
and
efficiency

Responsibility/
credibility

We help

those who help
others

50 years
of experience

State of the art
advanced medical
science made easy

Global presence
Innovation
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Brand highlights

Global presence
- local anchor

Premium brand
- at eye level

Engineering
- from the heart

Advanced technology
- simple usability
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Debrief highlights

Interacoustics is currently present in more than 100 countries and
employs approximately soo people world-wide - with a third employed in
Denmark.

Global presence is an important factor for Interacoustics’ total revenue and status
as market leader.

The local anchor should be used to both emphasize Danish design and quality,
and the goodwill from being a Scandinavian-based company - and it should also
be put in play in each market to emphasize the strong local base as part of a
global setup.

Design quide

Page 7

P
e
Interacoustics



Debrief highlights

As market leader - and not least, the industry’'s knowledge leader -
Interacoustics is positioned favorably.

Interacoustics wants to take a position as a more exclusive brand in the time to
come - focusing on knowledge and innovation as well as establishing a position
as a workplace for the brightest people in the industry.
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Debrief highlights

Interacoustics combines technology and engineering with a caring,
human approach to hearing health care.

Interacoustics develops advanced products, which are sold based on impressive
specifications, but which solve tangible problems for real people. The lifeblood
of Interacoustics is making a difference for those people and this creates a
framework for a narrative that appeals both to the mind and the heart.

Interacoustics is a leader in research-based knowledge and this position can -
advantageously - be connected to the stories about the people the technology
helps on a daily basis.
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Debrief highlights

The users of Interacoustics' products range from highly educated ENT
doctors to dispensers with shorter training.

Common to the ENT doctor, the audiologist, and the dispenser is that they all want
usability - either because they are busy, have a low technological understanding,
or simply to meet their expectations.

Interacoustics' communications universe should include the narrative of both the
technologically superior features and the easier workday that they offer the user.
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Vision

State of the art medical
science made easy



Science made smarter




Manifest
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The Interacoustics logo affirms that Interacoustics
operates on a global market and has the capacity
and power to reach any corner of the world.

It is designed to create immediate recognition
and attention and to enhance the Interacoustics
signature.
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Logo / signature

The logo represents a development that is true to Interacoustics' heritage and global presence. It is easy to
recognize and very scalable, which makes it fit for use in many sizes and formats. The signature consists of

letters that are cut off at the top to create uniqueness and a connection to Interacoustics’ primary font Noa.
A market-leading and iconic logo with international appeal.

Design quide

Page 15

P
[
Interacoustics



ERN\ e\
AN\ _J 4 AN\ _ /4

Interacoustics Interacoustics

only use the logo in
either the black or
white version.

For elements such

as APP icons or FAV
icons, the globe can
be used separately.
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Primary logo use

The logo is usually centered at the bottom of ads or frontpages
- with white space from the bottom to the content.
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Minimum distance

Avoid placing other elements
next to the logo. Rule of thumb:
Use the signature letters’
Xx-height as a minimum distance
around the logo.

Do not
Do not distort the logo
unproportionally.

Do not use the logo without
the globe.

Do not change the color.

Size

There are two logo versions.
For small items such as a pen,
use the "small” version. This
version is designed for sizes
between 17 x 4 mm and

26 X 6 mm.
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Interacoustics

Logo size for A4 ads:
50 X 10.953 mm

Minimum size of "normal” logo:
26 X 6 mm

Minimum size of “small” logo:
17 X 4 mm
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Typography

A stronqg typography has one overall purpose:
To ensure that copy is easy to read and easy
to comprehend.

The Interacoustics typography is chosen for its
ability to do just that, and additionally to send
a strong signal of market-leading uniqueness.
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state of the art
medical science
made easy

Primary font: Noa

Noa is a modern and simple font with a characteristic design. Its round and organic look provides a "human” and warm
expression to the body text, and the sharp edges contrast with the font as a whole and add a professional look. The
font is versatile and useful across platforms, and the expression links directly to the Interacoustics logo.

Rules
The font is not to be used in capital letters only. For headlines always use reqular - only “made” is supposed to be
highlighted bold. For more info on this matter, take a look at the next couble of pages.
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State of the art
medical science
made easy

Secondary font: Arial
Arial is a neutral and easy-to-read font that comes as standard on all modern computers.
Arial is used for web and templates for Microsoft Word and PowerPoint.

Rules
Mind that for “made"” headlines, “Arial Black"” is used instead of a standard bold - since the contrast
between bold and reqular in Arial isn't enough.
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Tone-of-voice




Premium

Tone-of-voice

Interacoustics' tone-of-voice should convey the “science made
smarter” mindset. To achieve this, we adhere to the dogma:
"Premium - with a human touch.” As such, our tone-of-voice
should be characterized by being:

- Premium at eye level
- Technical with a human touch
- User-centric

Copy should place users and their challenges as a point of
departure to convey technically sound and emotive stories.

In general, copy should be brief and focus on how Interacoustics
adds value to the individual user.

Copy in ads
In general, ads should focus primarily on visuals and headlines.
While copy is every bit as important, we communicate primarily

in a visual way that gives way to larger motifs and color sections.

Copy in ads should be brief and should communicate only one
selling point at a time. This helps maintain a cleaner aesthetic
and makes way for the larger, more dominant visuals.

Design quide

Page 24

P
e
Interacoustics



Using "‘'made”

"Science made smarter" is the baseline for
communicating the “"made"” methodology and
the methodology should be communicated
using interchangeable opposites that enhance
how Interacoustics transforms the complex into
something easier, simpler, and smarter.

Design quide

Page 25

P
e
Interacoustics




Understanding ‘'made

"NMade" is the cornerstone of our communication.
It lets us juxtapose contradicting elements and concepts to
communicate the special Interacoustics way of doing things.

It constitutes the elements of our tone-of-voice and makes up
the foundation of our headlines.

Additionally, it is represented in our mindset "science made
smarter” and accounts for our unique approach to the market.

For further reading on "made” and
"science made simple”, see page 14.

Explanations on how to use made in practice
is on the next couple of pages

. . &
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NMade

directions for
graphical use

“nMade” should always be bold when used
in headlines and in introductory text.

In body text “made"” should never be
highlighted in bold.

When the tagline “science made smarter”
is out of context from body text - then it
should always be in bold as well.

Knowledge m
medical condi

madé umarte

Work life
made
more
efficient

Design quide

Page 27

PEOY
s
Interacoustics



NMade
directions for
usage in text

The “made"” methodology should be used in specific ways to ensure
coherent and correct brand communication - both internally and
externally. “Science made smarter” is the baseline for communicating the
“made"” methodology and the methodology should be communicated using
interchangeable opposites that enhance how Interacoustics transforms the
complex into something easier, simpler, and smarter. While there are no
definite rules for how to construct oppositions using “made", you should
aim to communicate the following principles:

1. Bring simplicity to a complex matter/challenge - e.q.
"advanced diagnostics made simple”
2. Replace a "negative” with a positive - e.q. "complex fittings made fast"
3. Transform a common perception into something positive and/or personal -
e.g. "A problem facing more than 9oo million people in 2050 made personal”
4. Turn challenges into opportunities - e.q. “patient care made professional”

Whenever "made” is used in a human context where you communicate

a personal experience (e.g. how an audiologist uses a product or how an
Interacoustics engineer has designed a product), make sure you center the
communication on the individual - both in the headline and the body text. Use
the person’s challenges, everyday tasks, or success factors as the launching
pad for communicating the “Science made smarter” baseline.

presm e
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Made
directions for
use externall

Using “made"” in headlines

Include the "made" methodology in all headlines for external
marketing initiatives such as ads, flyers, online banners,
roll-ups, website pages etc. Make sure to relate the "made”
headline to the visuals to create a message in accordance
with the overall principles.

Using “"made" in body text

To avoid redundancy and watering down the communicative
grip, do not use "made"” in body texts. Instead use the
imperative and infinitive conjugation "make” and the present
conjugation "makes” to create active language. Be creative in
your use of language to create a common thread through the
overall concept while not overusing the communicative grip.

End all external communication - except for texts that are
part of a larger publications or website paragraphs - with a
recapitulation using “made" in passive conjugation: e.g. "In
short, Interacoustics is science made smarter”. For body texts
that are part of a larger whole, end the final text with the
"made" recapitulation to round off all the texts.

NMade
directions for
use internally

Internally, “made" should be used to accentuate ways of
working, company values, team spirit etc. in headlines.

When using “made” internally, make sure to relate the
"made” headline to your visuals and couple the internal topic
to specific members of staff. Always make sure the individual
employees approve the use of their name and picture in the
specific context.

If you want to make changes to approved internal

communications materials that include a member of staff,
always seek approval first.

Design quide Page 29

P
e
Interacoustics



PEOY

- - -’
Design quide Page 30 Interacoustics




Time for a
green profile
- 1N Q@ world
of blue

The market is generally characterized

by rich blue colors - and therefore,
Interacoustics needs to distinquish its color
even more.

50 years ago when the company was
founded, a mint green was used for the
products. Today, we have reintroduced this
color in a new, more vibrant, and modern
medical version.
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IA black IA white

CMYK o/o0/0 /100
RGB o/o/o0
PANTONE Black C

HEX #000000

Black is generally used
for text elements - but
it can also be used as a

solid background for a few
pages to create a good
flow in a brochure.

IA dark green

CMYK 55/10 / 35/ 65
RGB 60 / 91/ 86
PANTONE 5535 C

HEX #3C5B56
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Hearing

A da\/ at ‘ made possible
the clinic

New Affinity
upgrade
made by Erik

Callisto software
made even better

Primary color combinations
White combined with the green color in 100%, 50% or 25% - with black or dark green headlines.
The dark green can also be used as a solid background - combined with a mint or white headline.

Rule
Do not combine more than three different colors or tints on one spread.
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Graphic elements




PEOY

- - A 24
Design guide Page 36 Interacoustics




Science made smarter

It can be used in combination with
the circle scaled proportionally

It may be combined with the tagline as
a marker from the margin

It can be used as a centered top or bottom marker. / It can be used as a huge element across
The black liniar version is only used to highlight product lines spreads above or below images

P )Y
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Ccombine with products and boxes

The soundwave can lead to products and go
above boxes. Here the following rule applies:
Center the product and soundwave with
edges of underlying boxes. Make sure that
the soundwave is always clearly visible.

Combine with text

The soundwave can be used on top

of images and as a marker leading to
headlines - but make sure that the line is
always shown clearly and that it does not
conflict with the pictures below.

New Affinity
upgrade
made by Erik

AR LA St 4 B L
s
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Circles

This element can be scaled up and down directly in InDesign. The stroke is
always 4 pt and text definition is defined as the styling for “Lead": Bold, 11 pt,
line 14 pt - and always same color for both circle and text. Choose only one
color theme for all circles used on one spread.

Made in circles
If you use a ‘made’ sentence in the circle, you should write made in bold
and the rest of the text in reqular.

gy,

- -
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— -

- e i
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CE-Chirp® OtoAccess® Diagnostic Suite

Icons
The styling of icons matches the styling for circles: Always a light, same-stroke design with graphic
breaks between shapes to create a light feel and a reference to the circle.
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Do not use twa
different colad

Science made smarter

This soundwave version should only be used in white as a marker from the margin Use one color for both circle and text - and choose only one color
or from the edge of the paper - never on its own. theme for all circles used on one spread.

Do not use this soundwave version for anyting other than highlighting product The circle can be scaled - but do not change the stroke it should
lines at the bottom of front or bag pages. always be 4 pt. thick.
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Janus Sgrensen James Rosenborg
Developer ENT Doctor
Interacoustics Seattle




Aditya Chakraborty

ENT Doctor
Bangalore

Interacoustics portraits

Portraits are always black and white using a lot of contrast.
The subject is always seen directly from the front and details/
pores should be crisp. Background is always 100% white
without any shades. Portraits are generally cropped in half,
only showing half the face.

Interacoustics is present all around the globe and therefore
the people chosen as representatives for the brand should
also come from all continents. This to clearly underline the
strong market-leading brand.

Multiply function can be used on black and white images with
the two primary green colors in 100%, 75%, 50% Of 25% as
background.

Ai Cheung
ENT Doctor
Hong Kong
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Your

next idea
made
real

Image cropping
For products and portraits, a general Interacoustics take is to crop images half way through.
This to create some suspense and a clean, graphical expression.

. . &
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General image style

Very bright, close up and crisp using a lot of contrast. Focus on blue and green tones. Though images should not be too saturated, remember the
Scandinavian heritage. Focus on humans in natural working situations, positive but serious. Focus on the everyday use in both clinic and domicile.
Multiply function can be used on black/white images with the two primary green colors in 100%, 75%, 50% or 25% as background.

. . &
Design quide Page 46 Interacoustics



"-'-l—__

Before editing After editing - ready for use Black/white

Editing existing or stock images

Here is a short quide to editing images. Note that this does not apply well on all images.

First check the "Curves": Image > Adjustments > Curves - the white balance should be nearly all white and black tones dark - but make sure that the highlights are not totally blanked out.
Adjust "Hue/saturation”: Image > Adjustments > Hue/Saturation - Adjust saturation: Master -20 Vvellow/Red -50 Blue/Cyan +40.

Then apply a bit more sharpness: Filter > Sharpen > Smart smarpen - Adjust the image sharp and crisp, but be aware it might get to much.

Finally, and most importantly, crop the image very tight in usage. Make sure that the most important elements in the image are still intact.

"

Create a black/white version: Image > Mode > Grey scale - and save a new double of the image with the file ending “_bw".
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Software
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Software on screens

Always apply on black, simple and modern screens, though not mac screens.
As for products and portraits, a general take is to crop screens but show a
bit more than half when it comes to screens.

Design quide
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Software in images

Software screendumps can also be applied to stock or original images
- but mind that the screens should not be mac.
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Note:
Show a
maximum of
three screens

Software in 30 mockups ona spread

A good way to show many screens at once is through a 3D mockup.
Use grey or green backgrounds for the mockups.

PEOY
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Software examples
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Graphic structure

Graphic elements such as brochures, ads and maqgazines
are built with a marqgin system of 10 mm.

FC Y
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22 mm
margin

margin
Your
next idea
made
[=5]
interacoustics
U = : o -

Ads on a 100% green background

Build around a margin of 10 mm white space with 48 mm white space from the bottom to the content.
There is a 22 mm margin to the start of the content begins. Below the logo, the full product range is listed.
Highlight the focus of the ad with black while using the soundwave below.

For 100% green ads, use white tagline and headline with black body text.

. . &
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22 mm
margin

Pictures take up more
space than copy in ads.
Focus on eye-catching
headlines and keep
copy concise and
focused on one selling
point only per ad.

Ads on a 50% green background

Build a margin of 10 mm white space of 48 mm from the bottom to the content.

There is a 20 mm margin to the start of the content begins. Below the logo, the full product range
is listed. Highlight the focus area of the ad with bold while using the soundwave below.

For 50% green ads, both tagline, headline and body is black while the soundwave is still white.

i

I 10 mm
margin

48 mm
white space
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Eclipse

All your
NeEe
made

Eclipse Eclipse

rallable

on one

plationm

Interacoustics

Brochure front pages

Front pages can be white or have a solid background. mind that the margin for all brochures goes to the top on all brochure fronts.
Headline size and intro text always have the same size and placement. Remember to include "made” in the intro text. Do not show more
than two image elements like a screen and a product. Below the logo, the full product range is listed. Highlight the focus area of the
brochure with bold while using the soundwave below.
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Three columns
50 mm each

Spreads for brochures and magazines
Build on the same structure as the ads but with three columns (so mm each).
The body text is always placed within these columns but can be one or two columns as well.
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10 mm
margin

Brochure back pages

The back page is always built with a shortenend version of the manifest to the left and address info to the right.
Above the logo are three related products with a short description. Below the logo, the full product range is
listed. Highlight the area of the brochure while using the soundwave below.

Design quide

Page 58

PEOY
s
Interacoustics



Le— Science made smafte

“Callisto”
made my day

Hearing aid fitting less busy”
made faster

ut et idicta quia porepia

Uit oL idicta gt porepre eaitia plab Tneilt plab Inctur Quidend.
Oubdend aments que ercla nimuscia comnlst > Read more
ioressum Ipsaperupls simalo beium cone.

» Read more

Interacoustics

online ads and small printed ads
Does not contain margins. Make sure that the logo is always clearly visible and that there

is a sense of simplicity about it.
Pictures take up more space than copy in ads. Focus on eye-catching headlines and keep
copy concise and focused on one selling point only per ad.
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Above or below the green color?

Black and white portraits and corporate pictures can be placed below
green surfaces (multiply) but mind that, as a general rule, products
and screens are placed fully visible above.

There might be exceptions: For example, when the headline is primary
and products secondary then the product can be placed below green
surfaces in a black and white version.

-
v e b
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Social media quidelines

'LI-I-"‘_ ey s ke wie

b [l sciersin cxadde wriarts

Eclipse
ABR 4.6

Eatly
kentification
of hearing loss
made
possible

Quality
of life
made
better i

Social media picture quidelines
- Use the green overlay in pictures

Social media quidelines - Cut the pictures similar to pictures in brochures and use green overlay (see page 47-
- Communicate at eye level - make sure you communicate in a language appropriate 48 for images in brochures)
for the target group, but keeping a human touch to your communication - You can use text on your pictures, but only one title and message (not several
- Keep it simple - one messaqge per post subheadings and lines)
- Stick to your target group - if your target group is customers and end users of our - Please do not use snippets of brochures etc. as pictures
products then you should not communicate to patients in some posts - You can use stock photos if you cannot find an appropriate image

P )Y
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Guidelines for images
on social media

Facebook Banners

Thumbnails for shared links display in a web browser: 500 x 261.

Timeline image: 500 x 750 (3:2 ratio). Facebook
At least 820 x 360. If you want better quality, use at least 1640 x 720.

LinkedIn

Recommended size is 1200 X 628. Safe zone at 820 x 360: 640 X 312, avoiding important text and graphic in top/bottom
24 pixels and left/right 9o pixels.

Twitter

Recommended size is 1024 X 512. Safe zone at 1640 x 720 pixels: 1280 x 624, avoiding important text and graphic in

top/bottom 48 pixels and left/right 180 pixels.

Linkedin
Recommended size is 1584 X 396.

Twitter
Recommended size is 1500 x 500.

()
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Newsletter quidelines

600=250

Big hero headline - 26px bold #191914A

Big Call to action banner

f»inD

Template

Example

o
Erremrcin

New CVI

coming soon

How vision and visual identity

I # in @

Use a strong subject line

Your newsletter competes with a raft of other emails your customers receive. Use the
subject line to "hook" readers and prompt them to open the newsletter and read
your content.

Some ideas:

- Use numbers, e.g.:
70% of users have already signed up
7 ways to get the most out of your fitting

- Use emotional objectives to describe your reader’s problem, e.q. by asking a question:
Are you making these mistakes when fitting your clients?
Are you truly satisfied with your current fitting equipment?

- Announce exciting news:
Introducing the perfect alternative to your current audiometer

- Make a specific, actionable promise, appealing to the “how-to" instinct” e.q.:
How to improve your customer satisfaction with so%

Keep it as brief as possible!

Remember, the most important information should be placed at the top of the email,
and not 'below the scroll'.

You can include more stories and news in one newsletter, but with clear distinction
between the stories.

Break up heavy text with bullets and lists
Do not be afraid to use bullets or lists, and when relating longer information, be sure
to break every few sentences to create short, easy-to-read paragraphs.

Include images

Include a clear call to action
Include one or more call to actions and include several hyperlinks if possible.

Be flexible and track your performance

PCN
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E-mail signature

Best regards
Joanne Jones
Graphic Designer

Direct +45 6371 3555
Main +45 6371 3555

Interacoustics afs
Audiometer Alié 1
5500 Middelfart
Denmark
interacoustics.com

Science made smarter

Example on e-mail signature
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PowerPoint

Manual tympanametry

e T
rrL

AT235

Introduction for end-users
=

31.01.2019 : F
2012010 M S interacoustics

Frontpage example

PowerPoint guidelines Pinke
St & bght-mesgid ool

- Vary the use of the background colors y [T SR
A eI B i

- Always use Arial for your text

- As a quideline, use size 32 as headings, and 20 as text (first line)
Vary the use of bullets and plain text
Limit the use of text - keep it simple famage 1o T prote
Use the different circle possibilities to emphasize messages
Put environment pictures to the edge of the slide
Use green overlays in most environment pictures (Go to Format - Color - choose a
green color - go to Corrections to choose a better variant of the green color) Slide example 3

Probe holdar
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Posters & pull ups

science made smarter

Affinityz°

Fitting made
efficient

interacoustics.com
‘Audiometry,

and visible Science made smarter
Speech
Mapping

BPPV treatment
made efficient

Science made smarter

Balance ouest
by Interscoustics

Callisto™ T e
The clinic
made
portable

Redefining portability
- Audiometry, REM,
and visible Speech
Mapping in one box.

interacoustics.com

The
Eclipse

Evoked
potentials
made
powerful

|

CE-Chir
stimulus Family

PO
ey
Interacoustics

| Eclipse
ASSR

Threshold
testing
made
accurate and
fast

Narrow Band
CE-Chirp®
stimuli

()
A4
Interacoustics

U Science made smarter

Sera™

Early
identification
made
possible

Handheld OAE and
automated ABR screener.

interacoustics.com

Fast, reliable and
with an easy to interpret
pass or refer result
The perfect choice for
any newborn hearing
screening program.

PO
N2
Interacoustics
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Exhibitions booths
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Interacoustics A/S
Audiometer Alk 1
5500 Middelfart
Denmark
Tous 63713555
Fous o571 3522
infoainteracoustics.com
Interacoustics com
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science made smarter
Joanne jones
Graphic Designer

*+45 6371 3555
® +45 6371 3555
Xox@interacoustics.com

Interacoustics a/s
Audiometer Alla
5500 Middelfart
Denmark
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Give-aways / qgifts

Mouse pad
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A4 note pad

Bucket bag,

A4 4-1ing binder renewable cotton

Mouse pad
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Usage examples
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Quality
of life

made
better
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Science made smarter

New Affinity
upgrade
nEade by Erik










The hearing edilion
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Eclipse

All your

needs

made

available

on one
pla” ormm o one dedicatod

platiarm
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Callisto software
made even better
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