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Introduction

These guidelines have been written ta explain Alfa Romeo's new look and feel.

They are a practical tool for conveying Alfa Romea's personality. They bring together all the basic elements
which make up the new visual identity; the new trademark has various versions for a variety of different uses;
the historic logo, the "quadrifoglio” and the institutional typeface.

The proper application of these guidelines is essential for raising the trademark's profile and keeping it highly
visible. We suggest you read these guidelines thoroughly before using the new basic elements, to ensure you're
using the right artwork in the correct manner.

Why should we follow these guidelines?

Following these guidelines is especially impaortant because the Alfa Romeo brand has always been consistent,
and it enjoys very strong recognition throughout the world. The guidelines have been designed to give you the
tools you need to put together Alfa Romeo's visual identity.
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A unigue blend of technology, mechanical performance, sensation and passion,
a union of both rational and emotional considerations which puts
the driver and their feelings at the heart of the driving experience.

Srand Values
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/.1 Back to Alfa DNA

The Alfa Romeo brand has the power of mythin the
iImagination of car lovers everywhere, thanks to its
origins and its legendary history, not to mention the
design, technical prowess and unique character of
the automobiles themselves

AlfaRomea: regarded by many as “The Brand for
sport car enthusiasts around the world" A Premium
brand once again, with arange of products that
embody the state of the art in terms of looks,
performance and quality.

These considerations gave the starting-point for

the decision to take the trademark forward in an
evolution that combines renewal with modernization,
rather than a total break with the past.

Release 2.0| October 2015

The symbols and the history behind them have
beenkept; the brand's Italian DNA and innermaost soul
remain untouched.

The ring surround symbolizing perfection. The cross
and snake as original and fundamental marks of the
Milanese roots.

The chosen treatment is sophisticated, precious and
organic in form, consistent with the new premium
positioning. The aim of this treatment is to express
the values - Italian engineering and styling, sports
performance, elegance - which only a brand as
unique as AlfaRomeo is capable of expressing,
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Brand values

Alfa Romeo's history is made up of people quite out of theordi- ~ The combined work of these talented individuals enabled them  The unmistakable ways in which these elements have combi-

nary: designers of genius, brilliant engineers, workers inspired ~ to overcome conformism, gave their creativity free rein, and  ned are what distinguishes Alfa Romeo from every other brand

by a shared instinct of perseverance and the pioneering spirit. ~ brought to life the fundamental values of the AlfaRomeobrand.  on the worldwide automotive scene; every one of its cars sha-
res that distinction.

Advanced lechnology Performance and Dynamism

Every Alfa Romeo has been designed from the outset to establish a new Every Alfais a union of technology with an exceptional power-to-weight
benchmark for technology in its class, thanks to an unparalleled set of ratio, providing class-leading performance in terms of speed, acceleration
innovative proprietary technical solutions. and roadholding. In every Alfa cornering becomes precise and natural,

while driving becomes sheer pleasure

Lightness and Efficiency 'talion Design

Sophisticated choice of materials, extensive use of light alloys, carbon Subtly elegant lines and meticulous attention to finish and detail are the
fiber and composite materials., together with meticulous engineering unmistakable hallmarks of Italian design, and emphasize the uniqueness
design allow perfect weight distribution, optimal dynamic balance and of the brand. Every Alfa is instantly recognizable, its lines expressing
outstanding efficiency. dynamic power in the most natural but utterly personal way.

Unigue Spirit

The personality of an Alfa Romeo is most truly expressed by the way it achieves a perfect symbiosis with the driver. Its combination of form and technology,
together with the responsiveness of its engine, floods the driver with emotion as only Alfa Romeo can.
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Alfa Romeo: the glory and the magnificence of a hundred years and mare
of sparting heritage and manufacturing history.

Srand Heritage
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The Histor
of the Brand

Alfa Romeo has always been considered a prestigious
trademark in the automobile world, capable of successfully
blending a long tradition in technology and sport with a
unique, exhilarating style and of arousing strong emotions
and love among the general public. Alfa Romeao is famous
throughout the world for the distinctive features of its
vehicles: technology, design, and performance.

AlfaRomeo 24 Hp (1910)
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ALFA., the Anonima Lombarda Fabbrica Automobili (Lombard
Automobile Factory Ltd.) was founded on 24 June 1910. Nicola
Romeo purchased it five years later, making it Alfa Romeo.
He put resources into racing, which he considered a stra-
tegic objective. From the mid twenties onward Alfa won a
long series of prestigious victories, putting the Milan com-
pany centre stage. In 1933 Alfa Romeo became part of the
state-owned IRI (Istituto per la Ricostruzione Industriale - the

Alfa Romeo Giulia GTA (1965)

Alfa Romeo Giulia Quadrifoglio (2015)

Industrial Reconstruction Institute), expanding into aircraft en-
gines at the same time.

The post-war years marked a momentous turning-point for
Alfa Romeo as its strategy focused on large-scale production;
in 1951 it officially withdrew from racing after winning the first

two Formula 1 World Championships. With the “Giulietta” range
of cars (1954) followed by the “Giulia" (1962), Alfa Romeo rode
the wave of success and achieved a high levels of sales. The
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Arese plant opened, and under its President Luraghi Alfa Ro-
meo decided to officially return to racing. The very turbulent
seventies saw models launched in to new market segments and
a new plant at Pomigliano d'Arco, as well as renewed success
in racing (World Sportscar Championship). In 1986 Alfa Romeo
changed hands once again, and became part of Fiat Group: the
restis history.
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Trademark evolution

From A.L.F.A. to Alfa Romeo
(Anonima Lombarda Fabbrica Automobili)

The company was founded on 24 June 1910 and began pro-
duction at a factory in the northern suburbs of Milan, in the
area known as Portello.

Two traditional symbols of Milan were chosen to make up the
badge: the city’s red cross and the Visconti snake. These were
set on a disc bearing the inscription ALFA MILANO around the
edge, the two words separated by two knets, an emblem of the
House of Savoy.

In1915 an engineer, Nicola Romeo, bought all of ALFA's assets,
and the badge was altered to read ALFA ROMEO MILANO.
A laurel wreath was added in 1925 to commemorate victory in
the first World Championship. In 1946 a more Spartan badge
had to be created in a single-color version (red), as it transpi-
red that the badge-producing machinery had been destroyed
during WWIL.

When Italy became a republic the Savoy-dynasty knots were
replaced by two wavy lines. In 1950 the brand got all its colors
back, though the laurel wreath was less prominent. With the
opening of the plant in Pomigliano d'Arco in 1972, the word MI-
LANO and the wavy lines were removed. At the age of 105 the
brand trademark has been changed one again, the symbolic
elements simplified, the separation between cross and snake
removed. The snake itself has been redesigned to give it grea-
ter prominence.

105 /oars

ater
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3 The Alfa Romeo trademark

3.1

3.2
3.3
3.4
3.5
3.6
3.7
3.8
39

3.10

311
312

Trademark

The trademark

Overview of trademark versions
Main Digital Communication version
Main Printed Communication version
Monochrome version

Highly scaled-down version

Flat version

Sketch version

Sketch version. Applications

Construction
Construction

Exclusion zone
Minimum sizes
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313
514
315
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319

Institutional Colours

Colour of elements

Preferred background colour

Preferred background colour. Construction

Preferred background colour. Trademark positioning
Permitted background colours

Permitted background colours. Trademark Positioning

Typeface
The ApexNew Typeface. Style

3.20 The ApexNew Typeface Family

3.21

Alternative typeface family
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The Alfa Romeo trademark: rules, and a range of versions
tokeep the trademark’s profile visible in all enviroments.

he lrademark




Brand Identity

The trademark

ThoughthenewAlfaRomeotrademarkretainscontinuitywith
the elements of past versions, it reinterprets their shapes,
coloursandarrangementtoachieveaperfected, moremodern
result. Each element has its particular value, unambiguously
conveyed within the complexity of the trademark as a whole.
The outer ring in very dark blue, which celebrates the brand's

Warning:

Any changes could affect the identity and values inherent
in the AlfaRomeo brand. Avoid:

- Variations in colour
-Rearrangement of elements
-Use of part of the trademark only

Blue outer ring

- Addition of shadows or effects
- Changes to proportions

élite positioning, is made even more modern and up to date
by the chrome-plated steel of the profiles. The chrome let-
tering of the words “Alfa Romeo” reinforces the automoti-
ve connection. The deep red cross provides an explosion of
athletic power, while maintaining the right colour balance
with the green of the snake. The rich pyramid texture of

The Alfa Romeo trademark

The words “Alfa Romeo”

Cross, snake, ring, manikin and crown
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the background, with its two grays in just the right contrast
of light and shade, recalls the sumptuousness of a clock face.
The four layers shown in the illustration are the core symbo-
lic elements of the new Alfa Romeo trademark.

Texture

RO
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Overview of trademark versions

The illustration shows all the versions of the Alfa Romeo trade-  A)"“Digital Communication” colour version (RGB)
mark designed for particular uses depending on the communi-  B)“Printed Communication” colour version (CMYK)
cation requirements. For the rules governing their use, please  C)"“Printed Communication” monochrome version (Black tint)

see the relevant sections. There are the following versions:

A)"Digital Communication” B) “Printed Communication”

Colour photographic version Colour vector graphics version

D) Special version for highly scaled-down use E)“Flat" version
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D) Special version for highly scaled-down use (CMYK)
E)“Flat” version (Pantone)
F)“Sketch” version (one colour)

C) “Printed Communication”
Monochrome version

=S
V

3
\

QO
0

F)“Sketch” version
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Main version for digital communication

The Alfa Romeo trademark shown here is the official version
for all digital communication: TV ads, online content and
institutional or product videos. This version heightens the
impact of the trademark’s constructional lines and materials,
and shows them off at their best. The version designed for
printed communication may not be used for digital purposes.
The same version of the Digital Communication trademark

may be used on light backgrounds (or white) and on dark ones
(or black).

The rules on size and proportion are set out later in this manual.
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Main version for printed communication

The Alfa Romeo trademark shown here is the version for all
forms of communication in print: advertising, product catalo-
gues, institutional brochures, stationery and all paper-based
materials bearing the trademark. This version shows off the
trademark's distinctive traits at their best in those uses. The
Digital Communication version may not be used for printed
hardcopy uses

NB: Permitted backgrounds are shown in the next chapter.

Therules on size and proportion are set out later in this manual.
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Monochrome version

In addition to the trademark's various colour versions there is
also a monochrome (grayscale) one. This chromatic variant has
been designed for Printed Communication. The same rules of
use should be applied as for the colour version. The Printed
Communication version has here been optimised for single-pla-
te printing using just one colour (black); its use is restricted to
those situations where colour reproduction causes difficulties;

the colour version should be used whenever possible.

Therules on size and proportion are set out later in this manual.

Release 2.0 | October 2015




Brand Identity

3.0 Highly scaled-down version

A special version has been designed for reproduction of the

trademark at a very small scale. This version has none of the

three-dimensional graphics which could make the trademark

harder to read. The illustration shows the sizes at which this

version is used. As you can see, the version also lacks the pyra-
mid texture in the central portion, due to difficulties in repro-
duction it. This version is absolutely not to be used at any scale
larger than the one prescribed. For particular situations a mo-

15 mm

maximum size
for this version only

Special colour version for use
between 15mm and 10mm

4
~
<

10 mm

minimum size

Special monochrome version
for use between 15mm and 10mm
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nochrome version for very small-scale reductions has also been
created: this follows the same rules as the colour version.

RO

Technical design (enlarged) for the version at small scale.

Only to be used between 15mm and 10mm.
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3./ Flat version

The Alfa Romeo trademark also has a flat version, in which the  official Printed Communication version cannot: one particu-  needing any modification of its graphics.
six colours are rendered flat with no colour gradient of any lar example, for instance, would be in creating 3D signs. This
kind, nor any shading. This version may be used wherever the  version may be used on light or dark backgrounds without

Pantone 296 Pantone 343 Pantone 201
RAL RAL RAL
RAL 501 RAL 6016 RAL 3003

Pantone Cool Gray 11

RAL
RAL ----

Flat version
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3.8 Sketch version

The Alfa Romeo trademark has a single-color sketch version
as well. This version may also be used in reproducing the trade-
mark on media other than as conventional print on paper. This
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printed medium as its background color. The figures below give
some examples of applications, and of the ways in which the va-

vesion must also be used for all applications of BTL and dealer
identity. The negative version involves converting all elements

from black to white, and the trademark uses the color of the rious materials are handled.

p RO
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3.9 Sketch version. Applications

The Alfa Romeo trademark may be used on a variety of mate-
rials which give it the bulk and thickness of the material itself.
To allow these special forms of treatment a simplified version
has been designed. No minimum size has been prescribed for

Leather embossing version,

on black leather

Chrome embossing version,

on white leather

this version, because this will depend on the technique used for
applying the trademark to the material concerned. The illustra-
tion shows some examples of how this simplified layout of the
Alfa Romeo trademark enables it to be reproduced on various

Example application

on wheels
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materials and finishes: it can be done by debossing or by em-
bossing. Some examples of treatment are shown below.

Example application

on steering wheel

AL
¥ T i
o/l E—
[ h“.r. L)
(‘e )°
{ f

-

Varnish version, Example application

Example application.

Leather embossing version,

on brushed steel Embroidery

on white leather on sponsorship F1
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Dimensionratios, geometry and harmonious proportions
are the leading elements of the trademark's construction.

Construction
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Alfa Romeo Brand Guidelines

3.10 Construction

The geometrical basis of the AlfaRomeo trademark is the cir-

cle:allthe graphics gravitate around this shape. Inthe central

portion are the trademark's defining components: the cross,

the snake, the manikin and the crown, while the outer ring

s construction,

[

"

contains the words “Alfa Romeo”. The geometrical balance of
the hidden feature which produces a perfectly harmonious

these elements is the basis of the trademark
ensemble achieving the Golden Proportions.
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Exclusion zone

Whatever the corporate communicationinstrument, the Alfa
Romeo trademark must always be protected by an exclusion
zone, an empty area uncluttered by any interference from ei-
ther text or graphics.

This rule has been made especially for the Printed Communi-
cation version, butin the Digital Communication version, too,
it is important to keep the trademark clearly visible and free
from any visual interference.

Example

Lorem ipsum dolor sit amet, consectetur
adip scing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
77777777777 Duis aute irure dolor in reprehenderit in voluptate.
Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum
Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore
et dolore magna aliqua. Ut enim ad
minim veniam, quis nostrud
exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat
******************** Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia deserunt mollit
anim id est laborum. Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua
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3.1/ Minimum size

The Alfa Romeo trademark needs to remain visible even at a
smallscale, and there are a few straightforwardrules to achieve
this. The minimum size prescribed for the Print Version applies
both in colour and in monochrome version. This version may

B)“Printed Communication”

Colour vector graphics version

not be smaller than 16 mm: there is no maximum size. From 15
mm down to 10 mm the simplified small-scale version must be
used, which lacks the pyramid texture in the central portion. In
the case of the Digital Version, the words “Alfa Romeo” will re-
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main easy to read down to a scale of 48 pixels: any smaller, and
the legibility of the lettering will be impaired but the trademark
as awhole will still be easy to see. For the other two special ver-
sions there is a lower minimum size of 10 mm.

C)"Printed Communication”

Monochrome version

Minimum size

16 mm

Minimum size
15mm
Minimum size _
10 mm

Minimum size

R 16 mm

Minimum size

10 mm
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The trademark’s hues, the colour conversions according to the medium
used, and the colours permitted are all fundamental in ensuring
that it isreadily recognized.

nstitutional Colours
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Colour of elements

The Alfa Romeo trademark deploys a very rich range of co-
lours and tonalities to bring out its shapes and shadings.
For this reason the Print Version has been optimized for
four-colour (CMYK) printing. A special Pantone hue version
is not provided, because a very great number of hues would

Pantone 296
RAL
RAL 501
CMYK
¢‘;‘:‘:‘¢ Vi
VRORIRIRRE M 73
I Y 28
444444
¢ ¢ e e e e K 86
444444
$‘¢‘¢‘¢‘¢‘¢‘«
¢ ¢ e RGB
4 4 44
¢ 4 ¢ R 4
G 28
B 44

Color texture in close-up
- Pantone Cool Gray 11

-Pantone Cool Gray 7 HO3IE2F

HEX (Web color)

be needed to obtain the same result - too many to use. The
illustration nevertheless shows the colours needed for each
graphic element, in order to provide a reference for special
cases - such as, for instance, when the trademark takes the
form of a physical object in the luminous signs for dealer-

Pantone 343 Pantone 201 Pantone 877
RAL RAL RAL

RAL 6016 RAL 3003 RAL 9006
CMYK CMYK CMYK

C 89 c 7 c 22

M 19 M 100 M 17

Y 72 Y 68 Y 13

K 60 K 32 K 40
RGB RGB RGB

R 17 R 157 R 133

G 87 G 34 G 136

B 64 B 53 B 139

HEX (Web color)
#035642

HEX (Web color)
#981E32

HEX (Web color)
#85888B

for the sake of completeness.

Pantone Cool Gray 7

RAL
RAL ----

CMYK

Cc 20
M 14
Y 12
K 40

RGB

R 151
G 153
B 155

HEX (Web color)
#9A9B9C

NB: the Pantone colour Cool Gray 1should whenever possible be reproduced using a colour/film which simulates metal (chrome).
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ships. The colour conversions for the various media on which
the trademark is to be reproduced are given here in any case,

Pantone Cool Gray 11

RAL
RAL ----

CMYK

C 44
M 34
Y 22
K 77

RGB

R 83
G 86
B 90

HEX (Web color)
#4D4F5
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3.14 The preferred background colour

Only one colour gradient, only one hue. The colour background shown here is ideal for setting
off the Alfa Romeo trademark. The angle of incident light and the correct placing of the trademark
complete its visual representation.
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3.15 Preferred background colour. Construction

The illustration shows the rules for constructing the prefer-  light source should also be correctly simulated with the ri-  preferred area in terms both of placing and of size. These
red colour background. That background is made up of two  ght angle of incidence. This is the preferred background for ~ graphic features are strongly recommended, but not strictly
layers: a flat colour overlaid by a darker colour gradient. The  the Alfa Romeo trademark. As to its positioning, thereisa  mandatory.

Result Background Overprint Gradient
Pantone 201 Pantone 1817

40% 60%
[ |
Q Q N S
Pantone 201 Pantone 1817 Pantone 1817 Pantone 1817
100% 100% 0% 100%

Pantone 201
C7;M100; Y68; K32
Pantone 1817

(C38; M85; Y59;K70
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3.16 Preferred background colour. Trademark positioning

The illustration presents the rule for positioning the trade-
mark on the red-gradient background. In this particular case
the trademark should be placed in the vertical and horizon-

tal centre: this rule ensures that the trademark is always in ~ shownintheillustration.

Exclusionmargin =~ L_J
1/5%

s X

Example with red gradient

Example with red gradient where the space available has to be horizontal

<
<

the well-lit portion of the ground without compromising its
legibility. Of course the rule concerning the exclusion mar-
gin around the trademark still applies. Some examples are

V|

Example with red gradient
where the space available
has to be vertical
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3.1/ Permitted background Colours

Theillustration shows the four possible cases of colourback-  The trademark must never be placed against a photographic ~ around. The illustration shows some mistakes to be avoided.

grounds: background; that would make it less legible. The only permit- ~ Photographic backgrounds, whether uniform or detailed, are
A) red gradient background (recommended); ted background colours are those shown in the illustration.  absolutely forbidden.

B) red background; No other colour may be used as background for the trade-

C) black background, mark unless it is duly protected by a white exclusion zone all

D) white background.

Recommended

Red gradient background red background black background white background

Some examples of the trademark placed, WRONGLY, on a photographic background
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318 Permitted background Colours. Trademark Positioning

The illustration presents the rule for placing the trademark  therule concerning the exclusionmarginall around the trade- . .
Example on a banner which has to be vertical

onwhite or black backgrounds. In this particular case thetra- ~ mark still applies. Some examples are shown in the illustra-

demark may only be placed in the vertical centre. Of course  tion.

Onwhite or black backgrounds the trademark

is placed at the centre of the vertical axis.

Example on white background Example on black background
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Abrand's identity is always a matter of character.
A distinctive, unique personality, made up of small but significant details.

lypeface
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319 The Apex New Typeface. Style

Distinctive characters,

for a proprietary language that is unique.

Not just two weights and two sizes, but a whole range of possible thicknesses
for this family of typefaces, from the lightest (Thin) to the heaviest (Black).

The choice of the Apex New typeface specifically for Alfa Romeo makes its brand
language distinctive and unmistakable; it marks the institutional identity as unique.
Variations inweight, size, alignment and every other typographical parameter are key
to the canstruction of Alfa Romeo’s institutional communication materials.

This typeface has also beenused in conceiving and designing the guidelines themsel-

ves, from the more technical pages with clear, specific content to the anes with gre-
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Apex New Book

Apex New Medium

ater communicational impact, where key words have been highlighted by size as well
as the appropriate typeface weights. The illustration shown here gives an example of
different uses of the Apex family of typefaces, showing three different levels: titles,
subtitles and body text. Variation of weight and size is the key to distinction, and we

make the most of it. Apex New Light

Abcdefghkjilmnopqgrstuvwxyz

ABCDEFGHKIJILMNOPQRSTUVWXY Z

SOl ?2 >

2015
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As already shown in previous illustrations, Alfa Romeo's
institutional font is Apex New, designed by Chester Jenkins and
Rick Valicenti. Using that font reinforces the brand's identity
as it features in all communication materials. The illustration

ABCDEFGHIKEMNOPORS TUVWXY /

30 The Apex New Typeface Family

abcdefgnikimnopgrstuvwxyz

013456 /890

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz

01234567890

ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890

Apex New Light - Italic

ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456/890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890

Apex New Book - Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890

shows some of the weights for this family of typefaces. There
is a gradation from the lightest version (Thin) to the heaviest

(Heavy). The Apex typeface family includes a great number of
the characteristic glyphs of all Roman alphabets.

Apex New Thin

Apex New Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890

Apex New Medium - Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890
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The Apex New typeface can be purchased (commercial license)
and downloaded at http://vllg.com/constellation/apex-new

ADEX NEW
typeface

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
01234567890

Apex New Bold - Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
01234567890
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3./ Altérhative typeface family

Thereis provisionforusingthe Arial fontasanalternativetothe  or in PowerPoint presentations or in the body of e-mails, but
institutional typeface Apex New. The alternative font should  never in any institutional communication. Exceptions may
only be used in a few specific cases, for instance on stationery  be allowed when texts are written in a language which does not

Arial Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
01234567890
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use the Roman alphabet or its derivatives. The Arial typeface
is available as a system font in all PC operating systems and
their word processing packages (eg Microsoft Word, Microsoft
PowerPoint).

Arial Bold

Arial ABCDEFGHIUJKLMNOPQRSTUVWXYZ

lypeface family 01234567 890

abcdefghijkimnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ  ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz abcdefghijkimnopqrstuvwxyz abcdefghijkimnopqgrstuvwxyz abcdefghijkimnopgqrstuvwxyz
01234567890 01234567890 01234567890 01234567890

Arial Regular Arial ltalic Arial Bold Arial Bold- Italic
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4 Trademark and logo

4]

4.2
43
4.4
45
4.6

4.7

4.8

4.9

410

411

Trademark and logo

Main 3D version. Horizontal

Secondary 3D version. Vertical and central

Main logo, flat version. Horizontal

Secondary logo, flat version. Vertical and central

Main Sketch version for special applications. Horizontal
Secondary Sketch version for special applications.
Vertical and central

Overview

Where to use

Construction
Construction and exclusion zone. Main 3D version.
Horizontal

Construction and exclusion zone. Secondary 3D version.

Vertical and central
Construction and exclusion zone. Main Sketch version.
Horizontal
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412
413
414
415
410
417
418
419

4.20

Construction and exclusion zone. Secondary Sketch
version. Vertical and central

Construction grid

Minimum size

Background colours

Alternative background 3D version.
Horizontal

Alternative background 3D version.
Vertical and central

Alternative background logo, flat version.
Horizontal

Alternative background logo, flat version.
Vertical and central

Alternative background sketch version.
Horizontal

Alternative background sketch version.
Vertical and central
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The powerful AlfaRomeo logo, proud of its new brand identity,
harmonizes perfectly with the trademark

(This version may be used for BTL communications only and the Alfa Romeo logo should never be used on its own, but only in conjunction with the round trademark).

Irademark and logc
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Main 3D version. Horizontal

The combination of these two elements, logo and trademark, ~ whenever needed. The illustration shows them combined side
may only be used for the sponsorship of events, or on other by side (horizontal combination). The pairing of these two ele-
below-the-line promotional material. The Alfa Romeo brand ~ ments is not an arbitrary matter: there are mandatory rules go-
has had its “Alfa Romeo" logo redesigned for combining with  verning proportions and distances, which are set out on the fol-
the trademark, so as to give it a more impressive prominence  lowing pages. The main version is on a red background with the

Horizontal version

Release 2.0| October 2015

logo in 3D featuring a chrome-plated metal effect. Plase note:
The Alfa Romeo logo should never be used on its own, but
only in conjunction with the round trademark. Any exception
for BTL use must be authorised by the Brand Marketing Com-
munication.

%L%w
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Secondary 3D version. Vertical and central

The AlfaRomeo brand has had its "Alfa Romeo” logo redesigned
for combining with the trademark to give it a more powerful
prominence whenever needed. The illustration shows two pos-
sible alternative combinations to the horizontal one: vertically
rotated and centrally aligned. The pairing of these two elemen-

5
<

ts is not an arbitrary matter: there are mandatory rules gover-
ning proportions and distances, which are set out in the next
pages. The main version is on a red background with the logo in
3D featuring a chrome-plated metal effect. The combination of
these two elements, logo and trademark, may be used for pu-

Vertical version Central version

Release 2.0| October 2015

blicising the sponsorship of events, or on other below-the-line
promotional material. Plase note: The Alfa Romeo logo should
never be used on its own, but only in conjunction with the
round trademark. Any exception for BTL use must be autho-
rised by the Brand Marketing Communication.
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4.3 Main logo, flat version. Horizontal

The illustration shows the 3D version of the trademark com-  white ground). The same rules apply to this combination as to
bined with the flat version of the logo. This particular combi-  the other two (3D version and flat version). In this case the logo
nation is for all BTL communication where the logo needs to s in white on the recommended colour ground (Pantone red
be made highly visible (for instance banners and flags with a  201). In the white-background version the logo itself is in black.

Horizontal version

Release 2.0| October 2015

Plase note: The Alfa Romeo logo should never be used on its
own, but only in conjunction with the round trademark. Any
exception for BTL use must be authorised by the Brand Mar-
keting Communication.

%Qomea
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4.4 Secondary logo, flat version. Vertical and Central

The illustration shows the vertical and central versions of the
3D trademark+flat logo combination. This particular combina-
tion is for all BTL communication where the logo needs to be
made highly visible (for instance banners and flags with a whi-

te ground). The same rules apply to this combination as to the
other two (3D version and flat version). In this case the logo
is in white on the recommended colour ground (Pantone red
201). In the white-background version the logo itself is in black.

Vertical version Central version

Release 2.0| October 2015

Plase note: The Alfa Romeo logo should never be used on its
own, but only in conjunction with the round trademark. Any
exception for BTL use must be authorised by the Brand Mar-
keting Communication.
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d
Main sketch version for special applications. Horizontal

Asketchversionhasalsobeen provided for the trademark+logo
combination, using the version of the trademark already desi-
gnedfor this particular case. The llustration shows the horizon-
tal combination. This version's preferred application is against
the background in institutional red: this is the version to be

favored whenever the 3D colour cannot be used (a tennis spon-
sorship, for instance). The combination of these two elements,
logo and trademark, may be used for publicising sponsorship
of events or on other below-the-line promotional material.
As shown on the following pages this version may also appear in

Release 2.0| October 2015

a positive variant (red on a white background).

Plase note: The Alfa Romeo logo should never be used on its
own, but only in conjunction with the round trademark. Any
exception for BTL use must be authorised by the Brand Mar-

keting Communication.

p RO
&3 Sorrreo
\

Horizontal version
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Secondary sketch version for special applications. Vertical and central

A sketch version has also been provided for the trademark+lo-
go combination, using the version of the trademark already
designed for this particular case. The illustration shows the
vertical and centered combinations. These versions' preferred
application is against the background in institutional red: the-

§

se are the versions to be favored whenever the 3D colour one
cannot be used (a tennis sponsorship, for instance). The combi-
nation of these two elements, logo and trademark, may be used
for publicising sponsorship of events or on other below-the-line
promotional material. As shown on the following pages these

Vertical version Central version

Release 2.0| October 2015

versions may also appear in a positive variant (red on a white
background). Plase note: The Alfa Romeo logo should never
be used on its own, but only in conjunction with the round
trademark. Any exception for BTL use must be authorised by
the Brand Marketing Communication.
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4./ Overview

To provide an overview, all the possible combinations of trade-
mark and logo are shown in the illustration. No other combina-
tion apart fromthose appearing in this illustration may be used.
As can be seen from the illustration, sketch combinations have

also been provided for situations where there are problems
in using the official colour version. The following pages show
some examples in use. The preferred background for these
combinations is the institutional red.

Release 2.0| October 2015

Plase note: The Alfa Romeo logo should never be used on its
own, but only in conjunction with the round trademark. Any
exception for BTL use must be authorised by the Brand Mar-
keting Communication.
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4 8 Where touse

This illustration shows some examples of the ways in which the
possible combinations shown above may be used. The choice
between 3D full-colour combinations and sketch versions will
depend on the specific technical requirements of the occasion.

For advertising banners around playing fields the horizontal
version has been used. In particular cases where the use of co-
lour versions is forbidden (such as tennis), the sketch version

must be used. This page shows just a few examples: usage may

Release 2.0| October 2015

vary, so long as it is submitted to Alfa Romeo Brand Marketing
Communications for approval.
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49 Construction and exclusion zone. Main 3D version. Horizontal

The illustration shows the construction template with the pro-  terms of the trademark’s diameter. For clarity this illustration  alignment with the trademark is defined by centering on the
portions between trademark and logo, and also the exclusion  shows a white-background version, though the official version  diameter of the trademark.

margin. Sizes, distances and exclusion zones are all given in s still, of course, the one on a red background. The horizontal

1/3x [

1/3x [

1/3% 1/4x 7/2x 1/3x
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410 Construction and exclusion zone. Secondary 3D version. Vertical and central

Release 2.0| October 2015

Theillustration shows the construction template of the propor-  distances between the graphics refer to the trademark diame-  red background. Alignment in both versions, centered and ver-
tions between trademark and logo in the centered and vertical  ter. For clarity this illustration shows a white-background ver- tical, is defined by centering on the diameter of the trademark.
versions; the rule for the exclusion margin is also shown. Allthe  sion, though the official version is still, of course, the one on a

13 —————1/3x
— X — X

] 1/3x 1/3x [

1/4x

l ‘ 1/3x‘ 7/2x | 1/3x‘

e 7/2x

1/3x
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4 11 Construction and exclusion zone. Main sketch version. Horizontal

The illustration shows the construction template with the pro-  terms of the trademark’s diameter. For clarity this illustration  alignment with the trademark is defined by centering on the
portions between trademark and logo, and also the exclusion  shows a white-background version, though the official version  diameter of the trademark.

margin. Sizes, distances and exclusion zones are all given in s still, of course, the one on a red background. The horizontal

1/3x [ X

1/3x [

\ \
1/3x 1/4x 7/2x 1/3%
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41/ Construction and exclusion zone. Secondary sketch version. Vertical and central

aredbackground. Alignmentinbothversions, centered and ver-

All the distances between the graphics refer to the trademark
tical, is defined by centering on the diameter of the trademark.

diameter. For clarity this illustration shows a white-background
version, though the official version is still, of course, the one on

Theillustration shows the construction template of the propor-
tions between trademark and logo in the centered and vertical
sketch versions; the rule for the exclusion margin is also shown.

] 1/3x 1/3% [

| vax T 1/5x

1/3x [
‘ 1/3><‘ 7/2x ‘ 1/3><‘
7/2x

1/3x
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413 Construction grid

The illustration shows the construction of the Alfa Romeo
logo. A reference grid and construction lines will be of assi-
stance in a meticulous reading of the graphical composition.
Balanced thicknesses throughout the graphic give a highly

modern and contemporary result. The uniform slope of the
letters completes the composition, making it harmonious
and uniform. Remember the logo must never be used on its

own, but only in the strictly specified combination with the

Release 2.0| October 2015

trademark: thisillustrationis just to show the geometry used
in constructing the logo.
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4 14 Minimum size

There are minimum sizes at which the trademark+logo com-
binations (3D colour versions and sketch versions) may be
used. The minimum sizes are determined by the minimum size

16 mm

76 mm

%

Release 2.0| October 2015

of the trademark as prescribed in Section 3 above. Two of the 3D colour versions have different minimum sizes from those of
combinations, the vertical and the horizontal, have the same the sketch versions, which are allowed to be very much smaller,
minimum size, but the centrally-aligned one is different. The  around 35mm for the centrally-aligned version.

10 mm

35mm

"
PO

Momm | 48mm | qj%
2ty Rormeo Qe Rorreeo
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Codined colour specifcation to preserve an unmistakable identity
for the trademark+logo combination.

Sackeround colours
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4.15 Alternative background 3D version. Horizontal

As well as the background in institutional red, the horizon- ~ These are the permitted backgrounds: The combination must never be set against a photographic
tal combination may also be used in a version on the back-  A) white background with 3D version background: that would make it less legible. No other colour
grounds shown in the illustration. B) black background with 3D version may be used as background for the combination unless it is

duly protected by a white exclusion zone all around.

-
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Alternative background 3D version. Vertical and central

As well as the background in institutional red, the vertical
and centered combinations may also be used in a version on
the backgrounds shown in the illustration.

These are the permitted backgrounds:
A) white background with 3D version
B) black background with 3D version

Release 2.0 | October 2015

The combinations must never be set against a photographic
background: that would make them less legible. No other co-
lour may be used as background for the combinations unless

they are duly protected by a white exclusion zone all around.
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417 Alternative background logo, flat version. Horizontal

As well as the background in institutional red, the flat logo ~ These are the permitted backgrounds: The combination must never be set against a photographic
version of the horizontal combination may also be used on  A) white background with flat logo in black background: that would make it less legible. No other colour
the backgrounds shown in the illustration. B) black background with flat logo in white may be used as background for the combination unless it is

duly protected by a white exclusion zone all around.
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4.18 Alternative background logo, flat version. Vertical and Central

As well as the background in institutional red, the flat logo
version of the vertical and centered combinations may also
be used onthe backgrounds shownin the illustration.

These are the permitted backgrounds:
A) white background with flat logo in black
B) black background with flat logo in white

The combination must never be set against a photographic
background: that would make it less legible. No other colour
may be used as background for the combination unless it is

duly protected by a white exclusion zone all around.
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419 Alternative background, sketch version. Horizontal

Aswell as the background ininstitutionalred, the sketch ver-
sion of the horizontal combination may also be used on the
backgrounds shownin the illustration.

These are the permitted backgrounds:
A) white background with combination in institutional red
B) black background with combination in white

Release 2.0 | October 2015

The combination must never be set against a photographic
background: that would make it less legible. No other colour
may be used as background for the combination unless it is

duly protected by a white exclusion zone all around.
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420 Alternative background sketch version. Vertical and central

Aswellas the background ininstitutionalred, the sketchver- ~ These are the permitted backgrounds: The combinations must never be set against a photographic
sions of the vertical and centered combinations may alsobe  A) white background with combination in institutional red background: that would make them less legible. No other co-
used on the backgrounds shownin the illustration. B) black background with combination in white lour may be used as background for the combinations unless

they are duly protected by a white exclusion zone all around.
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5 The Quadrifoglio

5.1
5.2

53
5.4
55
5.0
5./
5.8
B

History
The Quadrifoglio’s history
Heritage and values

The Quadrifoglio mark

Versions of the Quadrifoglio: averview
Main 3D version. Colour

Main 3D version. Monochrome

Highly scaled-down version

~lat version

Sketch version

Sketch version. Applications
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510

5.11
512

513
514

Construction
Caonstruction grid
Exclusion zone
Minimum size

Quadrifoglio colours
colours of elements
The preferred background colour
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The Quadrifoglio has been Alfa Romea's racing
good-luck charm since 1923.

History
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The Quadrifoglio’s e assmss s s o e

when Ugo Sivoccl won the Targa Florio at
the wheel of the RL TF.

/—/[ S t@ //5/ After that resounding success on the Ma-

donie, the Quadrifoglio became Alfa Ro-
meo's racing good-luck charm. In later in-
carnations of the Quadrifoglio, though
still green, was placed inside a white trian-
gle and generally mounted on the hood or

near the cockpit.
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5./ Heritage and values

The Quadrifoglio symbol dates back to 1923 when Ugo
Sivocci won his first race with this “good luck” symbol.
The Quadrifoglio became the symbol of racing and victorious
Alfa Romeo's including the P2 (winner of the 1925 World Cham-

Release 2.0| October 2015

pionship) and the 159 Alfetta, which won the F1 Championship  liaand 1965 Giulia Sprint GTA. Today, the Quadrifoglio represen-
in1951. ts the most advanced engineering, technology and performan-
The Quadrifoglio then became a distinguishing mark for the  ce available inan AlfaRomeo.

most sporty version of production cars, including the 1963 Giu-

Every Quadrifoglio will deliver class-leading performance and handling, thanks to power/weight ratios which

are Best in Class, unrivalled technical solutions in the engine and suspension, and unique active aerodynamics.

Quadrifoglio is the essence of Alfa Romeo: exclusive exterior and interior design as well as that unmistakable

engine sound.
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The Quadrifoglio emblem: rules, and a range of versions to
keep the emblem’s profile high in all circumstances.

1'he Quadrifoglio mark
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5.3 Versions of the Quadrifoglio: overview

The illustration shows all the versions of the Quadrifoglio de-  There are the following versions: D) Special version for highly scaled-down use (CMYK)
signed for particular uses depending on particular communica-  A)“3D colour” version (RGB) E)“Sketch” version (monochrome)

tion requirements. For the rules governing their use, pleasesee  B)“3D monochrome” version (Grayscale profile)

the relevant sections. C)"Flat colour” version (CMYK)

A) 3D colour version B) 3D monochrome version C) Flat colour version

D) Special version for highly scaled-down use E) Sketch version
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Main 3D version. colour

The Quadrifoglio emblem is a precious symbol, for distingui-
shing the top of the range, high performance model. This is the
main one, and in all publicity the stalk must always be positio-
ned at the bottom right side of the mark. On the other hand
when used on the automobile itself the rule is that the stalk
always points towards the rear of the vehicle. The following
pages illustrate the rules: exclusion margin, minimum size and

soon.

Release 2.0| October 2015

The rules on size and proportion are set out later in this manual.
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Main 3D version. Monochrome

The Quadrifoglio emblem is a precious symbol, for distingui-
shing the top of the range, high performance model. This ver-
sion is the main one, and in all publicity the stalk must always
be positioned at the bottom right side of the mark. On the other
hand when used on the automobile itself the rule is that the
stalk always points towards the rear of the vehicle. ltsuse isre-
stricted to those situations where colour reproduction causes
difficulties; the colour version should be used whenever possi-
ble. The following pages illustrate the rules: exclusion margin,

minimum size and so on.

Therules on size and proportion are set out later in this manual.
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5.0 Highly scaled-down version

A special version has been designed when the Quadrifoglio is  leaves of the Quadrifoglio. The illustration shows the sizes at  lar situations a monochrome version for very small-scale re-
reproduced at a very small scale. This version has been desi-  which this version is used. This version is absolutely not tobe  ductions has also been created; this follows the same rules as

gned by increasing the traits and the white spaces betweenthe  used at any scale larger than the one prescribed. For particu-  the colour version.

* - > %

Special colour version for use
between15mm and 10mm

10 mm 5mm
maximum size minimum size
for this version only

e
A
y
oxe

Special monochrome version
for use between 15mm and 10mm

Technical design (enlarged) for the version at small scale.
Only to be used between10mm and 5mm.
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5./ Flat version

The Quadrifoglio also has a flat version, in which the three
colours are rendered flat with no colour gradient of any kind,
nor any shading. These three colours are used for the three

Pantone 343

CMYK

89
19
72
60

~<ZO

* O

White

CMYK

A<ZO
ooo

elements which make up the emblem: (a) green for the four le-
aves of the central quadrifoglio; (b) gray for the silver outline
around the whole emblem; (c) white for the background. This

Pantone Cool Gray 7

CMYK

20
14
12
40

A<ZTO
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version may be used wherever the official 3D version cannot.
This version may be used on light or dark backgrounds wi-
thout needing any modification of its graphics.

Flat version
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585 e’tch version

There is also a sketch version of the Quadrifoglio in black &  version cannot be used. This version is especially recommen-  two variants, positive and negative. NB: the negative version
white. Its use is restricted to special cases inwhichthemain3D  ded for silk-screening at small scale. The illustration shows the  uses a white background as well.

T S )

Positive version

S )

Negative version Negative version
on green colour background on black colour background Black & white sketch version
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59 Sketch version. Applications

Sketch version for use on other materials (leather, chrome, etc) ~ gned. No minimum size has been prescribed for this version,  foglio enables it to be reproduced on various materials and
The Quadrifoglio may be deployed on various materials which  because this will depend on the technique used for applyingthe  finishes: it can be done by debossing or by embossing. Some
give it the bulk and thickness of the material itself. To allow  trademark to the material concerned. The illustration shows  examples of treatment are shown below.

these special treatments a simplified version has been desi- ~ some examples of how this simplified layout of the Quadri-

Leather embossing version, Chrome embossing version,

on black leather on white leather

Leather embossing version, Varnish version,

on white leather on brushed steel
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The fundamentals of the Quadrifoglio’'s construction
are the circumferences, triangles and golden ratios.

Construction
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5.10 Construction grid

The Quadrifoglio mark is based on the geometry of the
triangle. All its graphics gravitate around this shape. In the
centre is the key symbol which constitutes the mark: the
quadrifoglio. The balanced geometry underlying the mark's

Left version

constructionis the invisible feature which makes the whole a
perfectly harmonious blend of goldenratios. The stalk of the

quadrifoglio must always be to the right (right version); a ver-
sion with the stalk to the left is permitted on the right-hand

Release 2.0| October 2015

side of automobiles only. Theruleis that the stalk is towards
the rear of the vehicle, whichever side the emblem is placed.

Right version
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5 11 Exclusion zone

In every appearance in any corporate communication instru-
ment the Quadrifoglio mark must be protected by an exclu-
sionmargin: an empty space inwhich there is no interference
of any kind from graphics or text.

This area follows a simple rule: the space surrounding the
triangle is strictly to scale with the basic measurement x.
This must be regarded as a minimum.

Example

Lorem ipsum dolor sit amet, consectetur
adip scing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate.

~Excepteur sint occaecat cupidatat non proident, sunt in
gu\pa qui officia deserunt mollit anim id est laborum.
{orem ipsum dolor sit amet, consectetur adipiscing
/ elit, sed do eiusmod tempor incididunt ut labore et

/ . ] \dolore magna aliqua. Ut enim ad minim veniam,

.. o \q\uls nostrud exercitation ullamco laboris nisi

r "'-I_ ytaliquip ex eacommodo consequat

% \Excepteur sint occaecat cupidatat non

\ \proident, sunt in culpa qui officia

Ndeserunt mollit anim id est laborum
/ L A korem ipsum dolor sit amet,
\consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Excepteur sint occaecat cupidatat non proident,
sunt in culpa quiofficia deserunt mollit anim id est
laborum.
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5.12 Minimum size
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The Quadrifoglio needs to remain properly visible evenatsmall ~ both in colour and in black & white. This version may not be  andthe Black & white Sketch versions there is a lower minimum

scale, and there are a few straight-forward rules for achieving smaller than 15 mm. From 10 mm down to 5 mm the simplified size of 10 mm
this. The minimum size prescribed for the 3D version applies ~ small-scale version must be used. For the other Flat version

A) 3D colour version B) 3D monochrome version
O [e.e)
; = Minimum size * : Minimum size
!‘ 1Ik'i'uhlL 15mm f \"‘.‘ 15mm

Y i - =Ny 4 - ¥, y \
| ! : ..:II-I l'{. *
/ % 7 % /
L i * | 7 "--I

C) Flat colour version E) Sketch version

o O

Minimum size

10 mm

o R

Minimum size

10mm

R

D) Special version for

highly scaled-down use
10 mm 5mm
M

Minimum size

N

Minimum size

> AN
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The hues used for the historic mark
in the main version.

Juadrifoglio colours
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513 Colour elements

While the 3D version uses colour gradients, highlights and  bestresultinprint. Theillustrationshows thereferencehues  the sake of completeness, however, the colour conversions
shading to enrich the emotional feel of the emblem, the flat ~ for each graphic element in particular cases; eg for the mark  depending on the medium on which the trademark is to be
version consists only of some colours in order to give the  as a physical object such as a dealership’s luminous sign. For ~ reproduced are also shown.

Pantone 343 White Pantone Cool Gray 7
CMYK CMYK CMYK

C 89 C o C 20

M 19 M o M 14

Y 72 Y o0 Y 12

K 60 K o K 40

RGB RGB RGB

R 17 R 255 R 131

G 87 G 255 G 153

B 64 B 255 B 155

RAL RAL RAL

RAL ---- RAL ---- RAL ----
HEX (Web color) HEX (Web color) HEX (Web color)

#035642 #EOEIDD #9A9B9C
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5.14 Preferred colour background

red backgrounds permitted are the ones shown here. Other

This illustration shows the three possible colour back-  C)white background.
backgrounds for the mark are forbidden unless it is duly pro-

The mark must never be placed against a photographic
background: that would make it less legible. The only colou-  tected by a white exclusion margin all around.

grounds:
A) red background;
B) black background,
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6 The historic logo
Historical logotype
0.1 History

0.2 Thehistoric logo
Where to use
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The historic logo brings the glories of the past back
to life at any historical event.
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[ he historic
signature

In 1922 the handwritten Alfa Romeo logo made
lts first appearance on car radiators, laid out on
two lines. A year later the logo was also issued in
a one-line version.

The particular graphic style of these logos made
them instantly recognisable and fixed them
in the public mind all over the world. The two
versions, together with the badge, became the
distinguishing features of Alfa Romeo's image:
they were applied to cars, drivers averalls, in

advertising, on placards in dealerships, in brand
signage and on cylinder heads.
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5.2 The historic logo

the historic original Alfa Romeo logo. The illustration also  merchandise or other brand promotion materials, at historical

shows the minimum size and exclusion margin rules for its events, etc.
use. Some examples of possible applications: to mark branded

Alfa Romeo's official historic logo is the one on two oblique
lines. This version must be used for all historical events and
vintage merchandising material. This version faithfully reflects

1/2x 1/2x

1/2x

20 mm (minimum size)

1/2x
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0.3 Where to use

The historic Alfa Romeo logo must be used at all historical ~ appear together. The illustration shows some examples of the  tion must be cleared with the Communication Office in every

events reviving the brand's heritage past. This logo must not historic logo's use. [t may be placed on elements of institutional ~ case.
be associated with the official trade mark, so they must never  signage, flags, banners, or articles of merchandise. Its applica-

—
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7 ATL &BTL Communications

A
/.2
/.3
74
/-5
7.6
/7
7.8
/.9
/.10
/.1
/12

/13
/14

Above The Line communication

Which mark to use?

Overview colors version. Horizontal
Overview colors version. Center-aligned
Relationship between payoff and trademark
Red campaign

Striprule

Relationship between strip and page format
Single page (210x297 mm)

Half page (275x197 mm)

Double page (330x240 mm)

O0OH (6x3mt)

OOH (6x3mt). Strip rule

Dealer
Dealer Ad-Half Page
Dealer Ad-Single Page
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/15
710
717
JAlS

/19

TVC

TVC Super
TVCPackshot frame
TVCLogo frame
TVCLogo frame address

Below The Line communication
Banners and flags: examples

7.20 Sponsorships
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Preciserules for ATL communication enable the Brand's value
to berespected unambiguously.

Al communication
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/1 Which mark to use?

In ATL communication there is a clear distinction to be made  munications one, while in the case of printed communication  payoff. Great care must be taken to use the right combination

between the two media, video and print. For video communica-  the version to use is that for Printed Communications. The fol-  for the medium. This page shows the two versions of the tra-

tion the correct version of the trademark is the Digital Com-  lowing pages illustrate both versions in combinations with the ~ demark.

“Printed Communications”
colour version

“Digital Communications”
colour version
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/.2 Overview colors version. Horizontal

To provide an overview, all the possible center-aligned combi-  Plase note: The payoff should never be used on its own, but
nations of trademark and payoff are shown in the illustration.  only in conjunction with the round trademark. Any exception
No other combination apart from those appearing in this illu-  for BTL use must be authorised by the Brand Marketing Com-
stration may be used. The following pages show some exam-  munication.

plesinuse.
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/.3 Overview colors version. Center-aligned

To provide an overview, all the possible center-aligned combi-  Plase note: The payoff should never be used on its own, but
nations of trademark and payoff are shown in the illustration.  only in conjunction with the round trademark. Any exception
No other combination apart from those appearing in this illu-  for BTL use must be authorised by the Brand Marketing Com-
stration may be used. The following pages show some exam-  munication.

plesinuse.
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/.4 Relationship between payoff and trademark

The Alfa Romeo trademark must always accompany the Brand ~ for all printed applications (eg single pages, half page, double  Onblack or even dark backgrounds the payoff must be changed
payoff in ATL communication. The figure illustrates the com-  page, OOH), but not for TV ads or videos. The correct propor-  to white. This version may not be used anywhere else.
bination, with the trademark left-aligned: this must be used  tions and distances, as shown here, must always be respected.

Size 3Y:Thisgraphicshouldbeusedfor: TS oo sso oo

- Single page (210 x 297 mm) i

- Half page (275 x 197 mm) .
‘.%4 reccaruca

Size 4Y:This graphicshouldbeusedfor: T TS TS T ST T o TTooTTT

-Double page (330 x 240 mm) i

Size BY:Thisgraphicshouldbeusedfor: 177777 T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T

-00H (6x3mt) |
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/.5 Red Campaign

Here you will find the practical application of the guideli-
nes described in this document. The example used is the
RED campaign, in the following formats: single page, half

page, double page, poster and TVC. For each one, there is a
specific application of all the elements. To adapt earlier or
future campaigns, please follow the instructions relating

to the format intended for use.

Release 2.0| October 2015

OOH

DOUBLE PAGE
SINGLE PAGE
330X 240 mm
210X 297 mm
TVC
HALF PAGE

6X3mt

275X197 mm
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76 Strip rule.

The figure illustrates the rule for composition and the relation-
ships between the trademark+payoff and the strip at the bot-
tom of the advertising material. Any advertising material inser-
ted onsingle pages, half page, double page, OOH, must have the

Release 2.0 | October 2015

strip at the bottom: it protects the Brand. This strip may only line at the top. Take care with the size of the trademark, and
contain the payoff and, as in the next illustration, the name of ~ make sure you use the correct version, as explained earlier.

the model advertised. No other graphics may be put in this area,

still less any text. The strip is black and has a red (Pantone 2071)

ALFA ROMEOQO GIULIETTA AND MITO.

STARTING FROM XX XXXX EURO FOR MONTH

ALFARCMED.LC

wagl
i, it walnds Ping al S0 ]S o

& Consumi cicko cormb. ma 8.1 1/10 0 km, CO; max 145 g/km

3Y) 1/4Y v 112y

3Y:Single page; Half page
4Y:Double page
5Y:00H
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/./ Relationship between strip and page format

When the Alfa Romeo trademark appears in advertising it must
be on a black strip. There are rules for the strip’s dimensions
and positioning: it must take up the bottom tenth of the printed
sheet. Also, it must extend all the way to the three edges of the

ALFA ROMED) GILLEETTA AR MITLD

AT P OGN ELE] PO A T

sheet, with no blank space around it. The trademark'’s position
on the strip follows the rules explained in earlier illustrations.

In a single-page advertisement the model name may be placed
above the black strip. On double-page spreads the strip is ex-

STARTING FRUM LN LR FOR MONTH

ALFAROMEQ GIULIETTA AND MITO
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tended across the left-hand page, but the rules for the trade-
mark's positioning are just the same as for the single strip.

Za rmeccarnica detle emozioni
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Single page 210 x 297 mm

The figure shows an example of a single page ad. As well as red in Alfa Romeo communication: 1) Subhead; 2) Headline; 3) in the figure: the right typeface at the right size; the right
the rules for correct composition of the strip at the bottom Promo; 4) Legals; 5) the EXPO Logo (for a limited period only). technical characteristics and colour
of the page, this example shows all the key elements featu- Those elements must respect the rules of composition shown
Expo logo 1. Subhead
The alignment of the Expo logo with the side margin must be Font: Apex New - Book
the same as the Alfa Romeo trademark. Size of the Expo logo Size: 14
Track: O

as in the Alfa Romeo guidelines. The Expo logo should be used

till the end of October 2015, Colour: white 100%

2. Headline

Font: Apex New - Medium

Size: 20

Line - spacing: 20

Track: 5

Colour: white 1009 (model's name)
Red c:15; m:100; y:100; k:0 (head)

1.Subhead

3.Promo

Font: Apex New - Medium
Size: 14

Track: 5

Colour: white 100%

4.Legals

Font: Apex New - Book

2.Headline ALFA ROMED GIULIETTA AND MITD o
3.Promo AT G FROM K i) P MONTH Line - spacing:10

Track: O
Colour: white 100% (model's name)
Site: Apex New - Book, size 10, trackO

4.Legals

I e ] FITE PREAEEE P
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Half page 275x197 mm

The figure shows an example of a half-page ad. As well as
the rules for correct composition of the strip at the bottom
of the page, this example shows all the key elements featu-

Expo logo

The alignment of the Expo logo with the
side margin must be the same as the
AlfaRomeo trademark. Size of the Expo
logo as inthe Alfa Romeo guidelines. The
Expo logo should be used till the end of
October 2015.

1.Subhead

2.Headline

3.Promo

4.Legals

STARTIRG FOM OGO EURO FOR MOMTH

JGIULIETTA AND MITO

red in Alfa Romeo communication: 1) Subhead; 2) Headline; 3)
Promo; 4) Legals; 5) the EXPO Logo (for a limited period only).
Those elements must respect the rules of composition shown

B
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in the figure: the right typeface at the right size; the right
technical characteristics and colour

1. Subhead

Font: ApexNew - Book
Size: 14

Track: O

Colour: white 1009

2. Headline

Font: Apex New - Medium

Size: 20

Line - spacing: 20

Track: 5

Colour: white 1009 (model's name)
Red c:15; m:100; y:100; k:0 (head)

3.Promo

Font: Apex New - Medium
Size: 14

Track: 5

Colour: white 100%

4.Legals

Font: Apex New - Book

Size: 8

Line - spacing: 10

Track: O

Colour: white 100% (model's name)
Site: Apex New - Book, size 10, trackO

5.Model's name

Font: Apex New - Book /Bold
Size: 10

Track: 0

Colour: white 1009
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Double Page 330 x 240 mm

The figure shows an example of a double page ad. As well as
the rules for correct composition of the strip at the bottom
of the page, this example shows all the key elements featu-

Expo logo

The alignment of the Expao logo with
the side margin must be the same as
the AlfaRomeo trademark. Size of
the Expo logo as in the Alfa Romeo
guidelines. The Expo logo should be
used till the end of October 2015

1.Subhead

2.Headline

3.Promo : TG FROM

4.Legals

ALFA ROMED GBULIETTA AND MITO

red in Alfa Romeo communication: 1) Subhead; 2) Headline; 3)
Promo; 4) Legals; 5) the EXPO Logo (for a limited period only).
Those elements must respect the rules of composition shown
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in the figure: the right typeface at the right size; the right
technical characteristics and colour

1. Subhead

Font: ApexNew - Book
Size: 14

Track: O

Colour: white 1009

2. Headline

Font: Apex New - Medium

Size: 20

Line - spacing: 20

Track: 5

Colour: white 1009 (model's name)
Red c:15; m:100; y:100; k:0 (head)

3.Promo

Font: Apex New - Medium
Size: 14

Track: 5

Colour: white 100%

4.Legals

Font: Apex New - Book

Size: 8

Line - spacing: 10

Track: O

Colour: white 100% (model's name)
Site: Apex New - Book, size 10, trackO

5.Model's name

Font: Apex New - Book /Bold
Size: 10

Track: 0

Colour: white 1009
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OOH 6x3 mt

The figure shows an example of a large-format poster. As ments featured in Alfa Romeo communication: 1) Subhead; 2) position shown in the figure: the right typeface at the right
well as the rules for correct composition of the strip at the Headline; 3) Promo; 4) Legals; 5) the EXPO Logo (for a limited size; the right technical characteristics and colour
bottom of the page, this example shows all the key ele- period only). Those elements must respect the rules of com-

1.Headline

2.Legals

3. Model's name

ALFAROMEO GIULIETTA

1. Headline 2.Legals 3.Model's name 4.Expo logo

Font: Apex New - Medium Font: Apex New - Book Font: Apex New - Book /Bold The alignment of the Expo logo with the side margin must be the same
Size: 20 Size: 8 Size: 10 as the AlfaRomeo trademark. Size of the Expo logo as in the AlfaRomeo
Line - spacing: 20 Line - spacing: 10 Track: O guidelines. The Expo logo should be used till the end of October 2015
Track: 5 Track: O Colour: white 100%

Colour: white 1009% (model's name) Colour: white 1009% (model's name)

Red c:15;m:100; y:100; k:0 (head) Site: Apex New - Book, size 10, tracko
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/12 O0H bx3 mt. Strip rule

The figure shows an example of a large-format poster. The
rules for correct composition of the strip at the bottom of

1/6X

the page must still be respected, with the right proportions
between brand and payoff, and between the red line and the

Release 2.0 | October 2015

black strip, as well as the position of the model name.

LASCIATI GUIDARE DALLE EMOZIONLI.

5Y

174y Y

1/2Y



Brand Identity
Release 2.0 | October 2015

Dealers, too, are required to comply with the brand
communicationrules.

Jealers




Brand Identity Release 2.0 | October 2015

/.13 Dealer ad - Half Page

The figure shows an example of a dealer’s half-page ad. As ts featured in Alfa Romeo communication: 1) Legals; 2) Body position shown in the figure: the right typeface at the right
well as the rules for correct composition of the strip at the copy; 3) Dealer's name & address; 4) EXPO Logo (for a limited size; the right technical characteristics and colour.

bottom of the page, this example shows all the key elemen- period only). Those elements must respect the rules of com-

1.Legals

S0L0 AMARZO DA 16.950 EURD, S ANNIDI FIRANZIAMENTD, = ===~ ok
2.Body Copy ANTICIPO O E TAN 0. VI'VI LEMOZIONE ROSSO ALFA SABATO E DOMENICA

GELLIETTA EMITO
3. Dealer name and address Alrto AT (oasmrcoms v Lseiimm G0 T 00000000
1. Legals 2.Body Copy 3. Model's name and address
Font: Apex New - Book Font: Apex New - Book and Bold Font: Apex New - Medium Font: Apex New - Book
Size: 8 Size: 20 Size: 24 Size: 12
Line - spacing: 10 Line - spacing: O Track: O Track: O
Track: -20 Track: O Colour: black 10096 Colour: black 10090
Colour: gray c:0; m:0; y:0; k:70 Colour: gray c:0; m:0; y:0; k:70

red c15;m:100; y:100; k:0 (head)
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/.14 Dealer ad - Single Page

The figure shows an example of a dealer's single-page ad. elements featured in Alfa Romeo communication: 1) Legals; 2) the rules of composition shown in the figure: the right type-
As well as the rules for correct composition of the strip Headline; 3) Body copy; 4) Dealer's name & address; 5) EXPO face at the right size; the right technical characteristics and
at the bottom of the page, this example shows all the key Logo (for a limited period only). Those elements must respect colour.

1.Legals : 1.Legals

Font: Apex New - Book
Size: 8

Line - spacing: 10
Track: -20

2.Headline Colour: gray c:0; m:0; y:0; k:70

2.Headline

Font: Apex New - Book and Bold
Size: 30

Line - spacing: O

Track: O

Colour: gray c:0; m:0; y:0; k:80

3. Body Copy

Font: Apex New - Book and Bold

Size: 20

Line - spacing: O

Track: O

Colour: gray c:0; m:0; y:0; k:70

— red ¢:15,m:100; y:100; k:0 (head)

-

LD AMARZD DA TE.950 EURD, 5 ANNI [HEINANSTIAMVENTD
ANTICIPO O ETAM O VIV CEMOZIONE ROSS0 ALFA

BATD E DOMENICA, 4.Dealer name and address

3. Body Copy

Font: Apex New -Medium Font: Apex New - Book
Size: 24 Size: 12

Track: O Track: O

Colour: black 1009 Colour: black 1009

4.Dealer name and address Auite AlFa
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Precise corporate identity rules for I'V advertising,
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/15 TVC-Super

The figure shows the positioning of Supersin TV ads. Therules  the characteristics of the Apex typeface shown here.
for correct composition of text must be followed, as shown in

1. Super

Font: Apex New - Medium

SELETTORE DI GUIDA ALFA D.N.A.
Size: 10 :

Track: 60 ‘

Colour: white 100%
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/.16 TVC-Packshot Frame

The figure shows an example of Headline positioningin TV.ad  followed, as shown in the characteristics of the Apex typeface  cal characteristics and colour.
campaigns. The rules for correct composition of text must be  shown here: the right typeface at the right size; the right techni-

1. Head ALFA ROMEO MITO AND GIULIETTA.

Font: Apex New - Bold
Size: 17

Track: O

Colour: black 709
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TVC-Logo Frame

The Alfa Romeo trademark must always accompany the Brand
payoff in TVC communication. The figure illustrates the com-
bination when center-aligned: this may only be used in TV ads,

1. Alfa Romeo mark

The AlfaRomeo trademark
and the payoff must be visible
for at least 2 seconds

institutional videos or other cases of communication on video.
The correct proportions and distances, as shown here, must
always be respected. On black or even dark backgrounds the

Alfa Rorﬁeo with

MILANO 2015
|
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payoff must be changed to white. This version may not be used

anywhere else.



Brand Identity Release 2.0 | October 2015

/18 TVC - Logo Frame website address

The Alfa Romeo trademark must always accompany the Brand ~ shown in the features shown here: the right typeface at theri-  This version may not be used anywhere else.
payoff in TVC communication. The figure shows the correct po-  ght size; the right technical characteristics and colour. On black
sitioning of the website URL and the text compositionrulesas  orevendark backgrounds the payoff must be changed to white.

1.Site

Font: Apex New - Book
Size: 36

Track: 0

Colour: white 100%

Alfa Romeo with

=X PO

MILANO 2015
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The next section shows some examples of correct use of the trademark on
Below The Line material.

S L communicatior
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Banner and flag examples

This page shows examples of banners and flags, distinguished
according to whether the event is a historic one (as opposed to
events for the new-era Alfa Romeo). To mark and maintain the
distinction between Alfa Romeo's history (featuring the histo-
ric logo, in its one- or two-line version) and its new identity in

A

Institutional flags and banners: the

trademark may appear alone or in
combination with the new logo, depending
on the space available.

the present day, there are rules for the trademark, as illustra-
ted here. The logo is always used alone at historic events, never
closely associated with the trademark; while at all other events
(connected with the present-day Alfa Romeo) the trademark is

Release 2.0| October 2015

used, either alone or in combination with the new logo on a sin-
gleline. The institutional red is the preferred colour for bringing
out the Alfa Romeo identity, whether the event is a present-day
or a historic one.

Only for Heritage use and historic events

Sponsorship

Event Title
June 2015

)

Flag and banner for historic events only,
using the two-line version of the logo.




Release 2.0| October 2015

Brand Identity

/20 Sponsorships

for other kinds of event. If the space is very long and low the s red; but two other institutional colours (black or white) may

trademark+logo combination may be used instead of the tra-  alsobe used.
demark alone. The preferred background for this application

The illustration shows an example of a sponsorship display at
the edge of a field of play. In this particular case the version
with the new logo has been used, not the historic one which is
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8 The “Genuine parts and accessories” packaging system

Elements
81 Listof languages
8.2 Thelanguages module
83 Counterfeit control rule
8.4 The 24-language module pattern at sizes S, M, L and XL
85 Trademark sizerule

Examples of application
8.6 Chipboard carton
87 Corrugated cardboard
8.8 Adhesive labels
89 Adhesive tape (dual format)
810 Bigpolyethylene sheets
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24 international languages, one module, one pattern; the three key elements
which make up the whole of Alfa Romeo's packaging system.

slnplsinigs
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8.1 List of languages

The illustration shows the approved versions of the phrase
“Genuine parts and accessories” in all 24 languages. These 24
languages have been used to construct the basic module of the

3kt &l spdrals Toadss

Arabo

pattern covering all of Alfa Romeo's spare parts and accesso-
ries packaging. The institutional font Apex New is used for all
the Latin-alphabet languages. For all the other, non-Roman al-

AuBEeVTIKA avTaAAOKTIKG Kal ageooudp
Greek

Pecas e Acessdrios Originais

Brazilian Portuguese

Hindi
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phabets the font used is Arial.

OpI/II'VIHaJ'IbeIe 3aracHble HaCcTn un
nEMHaONEeXXHOCTN

Russian

Originalni dily a prislusenstvi
Czech

Eredetialkatrészek és tartozékok

Hungarian

Originale reservedele og tilbehar

Ricambi e Accessori Originali

Danish Italian
Originele onderdelen en accessoires FEER
Dutch Japanese

Genuine Parts and Accessories
English

AXHII O HAIT
I@TE = Tas

Korean

Alkuperdiset varaosat ja lisdvarusteet

Finnish

Repuestos y Accesorios Originales

Latin American Spanish

Pieces de rechange et accessoires d'origine

French

Oryginalne czescizamienne { akcesoria

Originalnirezervni deloviidodatna oprema
Serbian (Latin)

[ROBCHROR
Simplified Chinese

Originalne ndhradné diely a prislusenstvo
Slovak

Recambios y accesorios originales
Spanish

Originaldelar och tillbehor
Swedish

Orijinal Parcalar ve Aksesuarlar
Turkish

Polish

Originalteile und -zubehér

German
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8./ The Languages module

The illustration shows the specially-designed module com-  of pieces fitting together horizontally and repeating vertically. ~ ge of AlfaRomeo spare parts and accessories. The institutional
bining all the approved versions of the phrase “Genuine parts ~ This module is the basis for the pattern which makes up the  font Apex New is used for all the Latin-alphabet languages.
and accessories” in the 24 languages. The module is composed  standard layout of the packaging's exterior throughout the ran-

RICAMBI E ACCESSORI ORIGINALI| GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE  ORIGINALTEILE UND -ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE
PECAS E ACESSORIOS ORIGINAIS | ORIGINELE ONDERDELEN EN ACCESSOIRES | AYOENTIKA ANTAAAAKTIKA KAl AZEZXOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA
ORUINAL PARCALAR VE AKSESUARLAR ORIGINALNE NAHRADNE DIELY A PRISLUSENSTVO ORIGINALNIDILY A PRISLUSENSTVI /& %5 BT 44+ #1 Kt 44 EREDETI ALKATRESZEK ES TARTOZEKOK
ORIGINALE RESERVEDELE OG TILBEH@R ORIGINALNIREZERVNIDELOVI I DODATNA OPREMA =& £E 9l H 4 OR|GINALDELAR OCH TILLBEHOR ALKUPERAISET VARAOSAT JA LISAVARUSTEET
i IF 2B & argcafe U UReH 3R Here 53Ul REPUESTOS Y ACCESORIOS ORIGINALES | OPUTVHATBHBIE 3AMACHBIE YACTY W MPUHALNEXHOCTU Gk ¢ sade I Ioadiss

Compositional arrangement of the 24 languages

RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND -ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE
PECAS E ACESSORIOS ORIGINAIS ~ ORIGINELE ONDERDELEN EN ACCESSOIRES  AYOENTIKA ANTAAAAKTIKA KAl AZESOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA
ORIINAL PARGALAR VE AKSESUARLAR ORIGINALNE NAHRADNE DIELY A PRISLUSENSTVO ORIGINALNIDILY A PRISLUSENSTVI /5 % BC #F 0 Bff 44 EREDETI ALKATRESZEK ES TARTOZEKOK
ORIGINALE RESERVEDELE OG TILBEH@R ORIGINALNIREZERVNIDELOVIIDODATNAOPREMA &8 F& % £ Z ORIGINALDELAROCHTILLBEHOR ALKUPERAISET VARAOSAT JALISAVARUSTEET
M IE S & argaafed guR oRed 3R HEged 3USI0T REPUESTOS Y ACCESORIOS ORIGINALES OPUTVUHAJBHBIE 3AMACHbBIE YACTU VI MPUHALNEXHOCTY Gk §s!s sadz e luadiss

The resulting 24-language pattern

Y ACCESORIOS ORIGINALE RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND -ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE RICAMBI E ACCESSORI ORIGI
E CZESCI ZAMIENNE | AKCESORIA PEGAS E ACESSORIOS ORIGINAIS  ORIGINELE ONDERDELEN EN ACCESSOIRES  AYOENTIKA ANTAAAAKTIKA KAl AZEZOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA PEGAS E ACESSORI
_KATRESZEK ES TARTOZEKOK ORIJINAL PARCALAR VE AKSESUARLAR ORIGINALNE NAHRADNE DIELY A PRISLUSENSTVO ORIGINALNIDILY A PRISLUSENSTVI /2 %5 &2 4 #nfff & EREDETI ALKATRESZEK ES TARTOZEKOK ORIJINAL PARCALAR V
RAOSAT JALISAVARUSTEET ORIGINALE RESERVEDELE OG TILBEH@R ORIGINALNIREZERVNIDELOVIIDODATNAOPREMA =& FE I FZ5-E ORIGINALDELAR OCH TILLBEHOR ALKUPERAISET VARAOSAT JALISAVARUSTEET ORIGINALE RESERVEDELE O
N Gk gl pdrdaivadss #IE 2 & adafie U URCH AR TE—E SUSRUT REPUESTOS Y ACCESORIOS ORIGINALES OPUTMHATBHBIE 3AMACHBIE YACTU U MPUHALNEXHOCTU Gk §ul spdr il loades i 1E 2B & argaata

The 24-language module
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8.3 Counterfeit control rule

the middle bar of the “E" has been shortened, and there is an

Spare parts of counterfeited origin are widespread, and this  alterations in small details in the pattern's composition which
opening in the letter “R" where the end of the curve does not

demands greater alertness in spotting and distinguishing fa-  will only be apparent to those in the know. Specifically, just two
kes. Packaging graphics help with this: they contain deliberate letters in the English version have been altered as shown here:  quite meet the vertical downstroke.

Original

RICAMBI E ACCESSORI ORIGINALI [ GENUINE PARTS AND ACCESSQRIES| PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND -ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE
PECAS E ACESSORIOS ORIGINAIS  ORIGINELE ONDERDELEN EN ACCESSOIRES  AYOENTIKA ANTAAAAKTIKA KAI AZEXOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA

ORIJINAL PARCALAR VE AKSESUARLAR  ORIGINALNE NAHRADNE DIELY A PRISLUSENSTVO  ORIGINALNIDILY APRISLUSENSTVI R &= FC 14 0B & EREDETIALKATRESZEKES TARTOZEKOK
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E R t R £ R

Fake

RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND -ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE
PECAS E ACESSORIOS ORIGINAIS  ORIGINELE ONDERDELEN EN ACCESSOIRES AYOENTIKA ANTAAAAKTIKA KAl AZEZOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA
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8.4 The 24-language module. Pattern at sizes s,M,.Land XL

There are four different size formats of the pattern composed ~ worked out from the technical details given in the illustration,  the trademark, while the remaining 3/5 are for the pattern. To
of the 24-language module to ensure that all the languages wi-  depending on the format used. Taking the height of the box (x)  select the right format, refer to the figure below.
thout exception can be read. The height of each module canbe  and dividing it into fifths, the first 2/5 are for the positioning of

Size S: This graphic should be used whenever possible for artwork with a main display panel size of up to <400 cm? 3mm 32mm
Size M: This graphic should be used whenever possible for artwork with a main display panel size of 400 cm?- 1600 cm? 6 mm 64 mm
Size L: This graphic should be used whenever possible for artwork with a main display panel size of 1600 cm?2- 2500 cm?2 10 mm 106,8 mm
Size XL: This graphic should be used whenever possible for artwork with a main display panel size of 2500 cmz2- 8000 cm? 16 mm 170,7 mm

2/5X a[ RICAMBIE ACCESSORIORIGINALI GENUINE PARTS AND ACCESSORIES PIECESJ
[ JEACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES  PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND - P E C AS E AC E S S O R | O S O R | G | N A | S O R | G | N E I— E O N D E R D E I— E N E N ACE

PEGAS E ACESSORIOS ORIGINAIS ~ ORIGINELE ONDERDELEN EN ACCESSOIRES  AYOENTIKA ANTAAAAKTIKA KAl AZE
X 1JINAL PARGALAR VE AKSESUARLAR ORIGINALNE NAHRADNE DIELY APRISLUSENSTVO ORIGINALNIDILY A PRISLUSENSTVI [ 3% B ¢

L ESERVRDELE O AR CRIGRALNIREZERVIGELOVIIDODATU P .8 8 H-F. CHIGNALDEAR O TLE b ORIJINAL PARCALAR VE AKSESUARLAR  ORIGINALNE NAHRADNE DIE L\

E# & argaafs quaR URCH HR TEEH SUMTUT REPUESTOS Y ACCESORIOS ORIGINALES OPUTUHASBHBIE 3AMACHBIE HACT I
RECAMBIOS Y ACCESORIOS ORIGINALE RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE 4
ORYGINALNE CZESCI ZAMIENNE | AKCESORIA PEGAS E ACESSORIOS ORIGINAIS  ORIGINELE ONDERDELEN EN ACCESSOIRES 3/5 X OR'GINALE RESERVEDELE OG Tl LBEH@R ORlG | NAI_Nl REZE RVN' DEI_OV' | DODA‘

EREDETI ALKATRESZEK ES TARTOZEKOK ORUINAL PARGALAR VE AKSESUARLAR ORIGINALNE NAHRADNE DIELY A PRISLUSENST|

UPERAISET VARAOSAT JALISAVARUSTEET ORIGINALE RESERVEDELE OG TILBEHOR ORIGINALNI REZERVNI DELOVII DODATNA OPREMA

HABNEXHOCTI Bk 51 el luadss #l IE 26 & arafd qUAX UREH 3R HErad SUOT REPUESTOS Y ACCESORIOS 0| %m] |E _LB oo EII-\an i(::F W [”q EH 3—ﬁT H%'qq') juq’)\{ul REPUESTOS Y

[~ FSOIRES D'ORIGINE ORIGINALTEILE UND-ZUBEHOR RECAMBIOS Y ACCESORIOS ORIGINALE RICAMBI E ACCESSORI ORIGINALI GENUINE L .

TIKA ANTAAAAKTIKA KAl AZESOYAP ORYGINALNE CZESCI ZAMIENNE | AKCESORIA PEGAS E ACESSORIOS ORIGINAIS |

INALNI DILY A PRISLUSENSTVI [ % EE # #1 B # EREDETIALKATRESZEK ES TARTOZEKOK ORIJINAL PARGALAR VE AKSESUARL, !
% F4E ORIGINALDELAR OCHTILLBEHOR ALKUPERAISET VARAOSAT JALISAVARUSTEET ORIGINALE RESERVEDELE OG TILBEHER O i

'S OPUTVHABHBIE 3AMACHBIE YACTU U MPUHAANEXHOCTY Gk gl sndedhslomalss # IE 2 & areafd qUat uRed
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8.5 Trademark size rule

In Alfa Romeo's packaging system the trademark’s size and po-
sition is governed by the dimensions of the box and the pattern

HEIGHT =Y

AMBIOS Y ACCESORIOS ORIGINALE RICAMBI E ACCESSORI ORIGINALI GENUINE P
GINALNE CZESCI ZAMIENNE | AKCESORIA PECAS E ACESSORIOS ORIGINAIS
EREDETI ALKATRESZEK ES TARTOZEKOK ORIJINAL PARCALAR VE AKSESUARLAI
AISET VARAOSAT JA LISAVARUSTEET ORIGINALE RESERVEDELE OG TILBEH@R ORI
EXHOCTY &% ¢uls sedzdeioadss #i IE 28 & argaafd guar uRed 3
CESSORIORIGINALI GENUINE PARTS AND ACCESSORIES PIECES DE RECHANGE E
AS E ACESSORIOS ORIGINAIS  ORIGINELE ONDERDELEN EN ACCESSOIRES A
AL PARCALAR VE AKSESUARLAR  ORIGINALNE NAHRADNE DIELY A PRISLUSENS
ESERVEDELE OG TILBEH@R ORIGINALNIREZERVNI DELOVI I DODATNA OPREMA &
& argdate U URCH 3R WERIE 3UaIUT REPUESTOS Y ACCESORIOS OF
SORIES PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGINALTEILE UND -
ERDELEN EN ACCESSOIRES AYOENTIKA ANTAAAAKTIKA KAl AZE!
AHRADNE DIELY A PRISLUSENSTVO  ORIGINALNIDILY A PRISLUSENSTVI & %
IDELOVIIDODATNAOPREMA =& £E X £4E ORIGINALDELAR OCH TILLBE
T REPUESTOS Y ACCESORIOS ORIGINALES OPWUTMHAMbBHbBIE 3AMACHBIE YACTI

Y =40 mm > TRADEMARK =24 mm

chosen. The trademark’s size is 3/5 of the height of the space
not occupied by the pattern (this space is itself 2/5 of the height

TRADEMARK
3/5Y
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of the whole box). If the box is tall and thin its width is used as
the reference instead of its height: see the figure below.

GINALI GENUINE P/
RIOS ORIGINAIS
R VE AKSESUARLAR
£ OG TILBEH@R ORIG
5 IR aRed 3R
GE ET ACCESSOIRES
AYOENTIKA
ENSTVO ORIGINAL
AEYREE YR
SORIGINALES OPY
RECAMBIOS Y ACCE
ORYGINALNE CZE$
[# EREDETIALKA
PERAISET VARAOSA

3/57

ALNEXHOCTY Gk

/=25mm

TRADEMARK =15mm

TRADEMARK
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Custom tailoring: some examples of application to the key elements
of the AlfaRomeo packaging system.

—xarmples or applicatior
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6.6 Chipboard carton (3D simulation + box net)

The illustration shows an example of the way in which the
24-language pattern is applied to a box in white chipboard car-
ton. The box is printed with pattern and trademark in black only.
The ratio between the area used for the pattern and the area

used for the trademark is governed by the height of the box:
2/5 of the height for the trademark and the remaining 3/5 for
the pattern. The 24-language module is repeated around the
perimeter like a stripe on the surface of the box. To show more
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clearly how the graphic of this pattern is arranged, a typical
example of a flat cut-out net is shown as well.
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8./ Corrugated cardboard (3D simulation + box net)

The illustration shows an example of the of the way in which the
24-language pattern is applied to a box in corrugated cardbo-
ard. The box is printed with pattern and trademark in black only.
The ratio between the area used for the pattern and the area

used for the trademark is governed by the height of the box:  clearly how the graphic of this pattern is arranged, a typical
2/5 of the height for the trademark and the remaining 3/5 for ~ example of a flat cut-out net is shown as well.

the pattern. The 24-language module is repeated around the

perimeter like a stripe on the surface of the box. To show more
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8.8 Adhesive labels

The system used to identify parts and accessories packaging ~ where the 24-language pattern is not used. They bear only the ~ 60x60mm; (c) 60x45mm.
alsouses adhesive labels of three different sizes.Here againall ~ English version and no other. The only label formats recognized
graphics are in black. These adhesive labels are the only case  in the Style Guide are the three shown here: (a) 112x185mm; (b)

GENUINE PARTS
AND ACCESSORIES

‘ 60 mm

‘1 GENUINE PARTS
‘ t.ﬁ AND ACCESSORIES

60|mm

185/mm L

| 60 mm
2R OFFICIAL
12E @ MERCHANDISE

45/mm

R GENUINE PARTS
) AND ACCESSORIES
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8.9 Adhesive tape (dual format)

The Alfa Romeo packaging system also provides for theuse of ~ meo trademark. This was necessary in order to ensure that the  the other 50mm. Here again black is used for the graphics and

adhesive tape. For this application only, the language-module  trademark is repeated frequently enough, and that the words ~ white for the background.

pattern has been revised to allow the 24 languages to be divi-  would be legible at the small scale. The illustration shows the

ded into two 12-language modules separated by the Alfa Ro-  two permitted formats for adhesive tape, one 25mm wide and

9,5Em

50/mm

9,5Em

237 mm

RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES
RECAMBIOS Y ACCESORIOS ORIGINALES PECAS E ACESSORIOS ORIGINAIS
=ME=Z gl B2 g FE e OPUTMHANDBHBIE 3AMNACHBIE

132mm |

RICAMBI E ACCESSORI ORIGINALI GENUINE PARTS AND ACCESSORIES
RECAMBIOS Y ACCESORIOS ORIGINALES PECAS E ACESSORIOS ORIGINAIS
THEE Y REEE MIEHHSE OPUTMHAJIbHBIE 3AMACHDIE

PIECES DE RECHANGE ET ACCESSOIRES D'ORIGINE ORIGIN/
AYOENTIKA ANTAAAAKTIKA KAl AZEZOYAP
YACTU N NPUHALNEXHOCTU  GShe §ul.
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8.10 Big polyethylene sheets

Alfa Romeo's packaging system provides for customization
of large sheets of polyethylene for packing bigger parts. Once
again the language-module pattern has been revised for this

Release 2.0 | October 2015

application to allow the 24 languages to be divided into two  peated frequently enough, and for proper legibility. Here again
12-language modules separated by the Alfa Romeo trademark.  black is used for the graphics and white for the background.

This was necessary in order to ensure that the trademark is re-

AND ACCESSORIES
SSORIOS ORIGINAIS
1blE 3AMACHDIE
TEILE UND -ZUBEHOR
J& 3 BC 1+ 0 B 1%
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