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Important Notice

Use of this publication is subject to the following terms and conditions

(“Terms and Conditions”) and all applicable laws.

Terms and Conditions

This publication is for the exclusive use of employees and members of

Vision Source and such other individuals and entities authorized in writing

by Vision Source (“Authorized Users”). The trademarks, logos and service marks
(collectively the " Trademarks”) featured in this publication are registered and
unregistered Trademarks of Vision Source . Nothing contained in this publication
should be construed as granting, by implication, estoppels, or otherwise, any
license or right to use any Trademark featured in this publication without the
express written permission of Vision Source. Misuse of this publication or the
Trademarks featured herein is strictly prohibited. Vision Source will aggressively
enforce its intellectual property rights to the fullest extent of the law, including

seeking criminal prosecution.
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How to use this document

This document is a collection of information, artwork, drawings, and
specifications that will enable development teams to implement the
Vision Source concept with consistent branding. The Table of Contents

will help you locate the information appropriate to your needs.

It is important that all guidelines and specifications are followed as indicated
in this document. Variations or interpretations of the design can result in

an inconsistent execution and a diluted brand experience. Digital files of the
documents herein can be requested from Vision Source Corporation or its

development team.

CONFIDENTIAL AND PROPRIETARY INFORMATION OF VISION SOURCE AND ITS AFFILIATES



TABLE OF CONTENTS

Vision Source Brand Standards

| 4

1 Brand Strategy
6 Brand Positioning

7 Verbal Filter

9 Brand Filter

CONFIDENTIAL AND PROPRIETARY INFORMATION OF VISION SOURCE AND ITS AFFILIATES

X

1/2 X
2  Brand Standards
10 |dentity
1" |dentity Versions
12 Identity Color Options
13 Clear Space
14 |dentity Incorrect Usage
15 Typography
16 Color Palette
17 Image Style
18 Signage Hierarchy

20
21
22
23
24
25

IR —AVA =il S\ V4 NDRON\E

Brand Applications
Bag

Stationery

Office Signage

Doctor Badge / Coat
Promotional Materials

Website



Brand Strategy

Vision Source employs an innovative brand strategy that promises to deliver
the brand personality through signature elements, to create a unique and
ownable experience for the customers, and to continue to build awareness

and affinity for Vision Source.
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Brand Platform

Connections that power passion

Brand Proposition

We are inspired experts who are
connected by an eagerness to serve
and a passion for ongoing
improvement. Everyday, we aim

to delight our patients with

superior care

Key Attributes
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* Friendly/Approachable
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Our brand is unique in many ways. Not
only is Vision Source a customer brand, we
also serve doctors and their practices. It
is critical to understand the values that
make us special as well as the needs of
all our stake-holders to create our brand

positioning.

At the end of the day, everything we do
as an organization is done in the spirit of
“Connections that power passion.” This
is our mantra, spirit, and soul while also
representing the guiding principle for

how we serve others every day.
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The Vision Source verbal filter takes the
key attributes of the brand and creates a
hierarchy to express its character. These
words, in concert with the Brand Filter,
will serve as the guide and inspiration for
the brand tone-of-voice and all the visual

expressions of the brand.
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The Vision Source Brand Filter provides

a visual interpretation of the brand.

This expression represents the fusion of
the brand’s essential values with its
positioning — the way the brand

will come to life in the markets it serves.
All visual expressions of the brand, from
advertising to in-location communications,
should draw inspiration from this visual

direction.
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Brand Standards

Every brand has a unique set of visual and verbal assets that contribute to its
overall brand identity. Consistency across all touchpoints is critical to delivering

the positioning and signaling to those we serve that we are the trusted leader
In our category.

These Brand Standards provide the foundation for leveraging the identity and

key brand assets in marketing collateral, presentations and other materials to
maintain the integrity of our brand.
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Signature

Our identity is based on the expressive, human nature of the doctor’s signature.
It implies passion and professionalism as well as a personal touch. The Signature
is the ambassador of our brand and should be used in all brand communications
strictly within approved Brand Standards.
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<‘ The core logo is the primary logo and should be used to represent the brand
/90“ Ouzcei whenever possible. The one color core logo is preferred for most applications.

However, for applications with limited color capabilities, there are alternate
color options.
One color core logo

Additional versions of the identity are primarily for exterior building signage

or extenuating circumstances and should be used only with approval from
Vision Source Corporate.

77O/
URLCC

Secondary stacked logo

Monogram
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IDENTITY COLOR OPTIONS

One color core logo (preferred)

Visron Source. Uz

%gmu purce- é,%f,géé,

100% black logo

Visron Source: é%fgc“a

White logo on colored background

e
e
e
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One color core logo

Clear space is the area surrounding the identity that must be kept free
X X of any text or graphic elements. It ensures that the identity stands out

M eron) o S e

The clear space is measured by the cap height of the logotype, shown as the
12X 12X value x in this exhibit. The minimum clear space must always be 1x on all
sides of the identity, except where noted. The clear space area surrounding
the identity must be kept free from any text or graphical elements.

The clear space rules apply to all configurations and variations of the identity.

X /%U X X X
Zpurce. @

1/2 X 1/2 X
X

Secondary stacked logo Monogram
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To preserve the integrity of the Vision Source brand, the Signature must always be applied
correctly. Altering, distorting or redrawing the Signature in any way weakens the power
of the brand and what it represents. Some common misuses are shown below.

7700 RCC- 770 L . =

Do not alter the colors of the identity Do not change the position of the identity Do not skew or off-set the identity

Do not use colors outside the color palette Do not place the identity on a photograph or pattern Do not rescale or adjust any part
where identity is not clearly visible and legible. of the identity

(=149 N, 7

Do not place the identity over other Do not remove elements of the identity

graphic elements
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Primary

Avenir Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Avenir Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Avenir Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Avenir Black
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Secondary

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

Avenir Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Avenir Medium Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Avenir Heavy Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Avenir Black Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Arial Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklimnopqrstuvwxyz
1234567890

Arial Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890
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Primary Typeface

Typography is an important component of our design system and creates

a distinctive style for our communications. The Vision Source corporate typeface
is Avenir. It is a contemporary, highly legible font in light, regular and bold
weights and italic counterparts.

When applied consistently across the entire range of our corporate and
marketing communications, this typography unifies the appearance of
all Vision Source touchpoints and helps our audiences recognize and
become familiar with our brand.

Alternate Typefaces

In cases where Avenir is not available for corporate documents, Arial is the
alternate typeface that is acceptable. Arial is similar to Avenir in its san-serif
letterforms and legibility.

Arial should not be used on any customer facing communications with
the exception of web usage where Avenir is not a system font.



COLOR PALETTE Vision Source Brand Standards | 16

Primary Color Palette

Color plays a prominent role in all of our communications and is one of the
cornerstones of our visual vocabulary. Our colors will eventually be used by
both doctors and patients to quickly identify our brand.

50% Black Our color palette is fresh, unique, inviting and provides a flexible range for

all our communications.

All the secondary colors complement our gold (PMS 117 C). PMS 117 C should be
used as a dominant color throughout applications. The 30% black should be used

PMS 117 C 30% Black

White as an accent for larger forms of communication, whereas the 50% black can also

be used as an accent or for smaller bodies of text to help retain legibility.
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Natural Expression

The unique and consistent photography or image style of the brand is another key
tool to communicate the voice and message. One of the key differentiators of the
images we use is that our subjects are caught in expressive and slightly candid
moments, creating a much more engaging and honest image for our customers to

connect with.

Lighting and Crop

Along with the emotive quality of our images, the consistent look and feel will

help build and reinforce our brand. Where ever possible, our subjects should be on
a white background, or at minimum a solid color, as well as, have high key lighting
their features, which heightens the drama of the image.

Cropping the images in interesting and unique ways also brings a sense of motion
to our images. Always try to create compositions that are not centered or do not

look portrait-esque.
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Tier 1: Primary

Vision Source-Doctor %90/&) §OM m

DR. GLENN ELLISOR
OPTOMETRIST

Tier 2: Secondary

Vision Source-Local Brand %90,&) §0um-

ADAVANCED FAMILY EYECARE

DR. GLENN ELLISOR
OPTOMETRIST

Tier 3: Local Brand ADAVANCED,FAMILY EYECARE
Local Brand-Vision Source A MEMBER OF %5»/0“ §0uw
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When considering signage, several tiers have been developed to ensure

proper integration with the new Vision Source brand. All new construction should
utilize the Tier 1: Primary option, but in instances where the local brand is so
entrenched, the Tier 2 and 3 provide guidance on how to continue to using the
local name while bringing it in-line with the Vision Source brand look and feel.



Brand Applications

The following examples demonstrate how the brand comes to life across
mulitple touchpoints and should serve as inspiration for future applications.
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%'smu Spurce.

DR. GLENN ELLISOR
OPTOMETRIST

1234 SIGHT DR.
SPRINGFIELD, TX 01234

281.359.2020

1 www.visionsource.com

Conference Bag Retail Bag
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%sm/u Source:

1234 SIGHT DR.
SPRINGFIELD, TX 01234

P: 123-456-7890
F: 123-456-7890

John Smith,

Suspendisse laoreet iaculis sem sit amet tincidunt. Vivamus eu facilisis
mi. Aliquam ultrices, metus vitae imperdiet aliquam, nibh mauris
imperdiet elit, id rhoncus mauris velit a dolor. Nunc ac libero orci.
Vivamus p dignissim sodales. Pell jue quam odio, tristique
vel consectetur egestas, fringilla vel mi. Vivamus sed purus eget mauris
iaculis ullamcorper et id felis. Ut venenatis posuere nisl, et iaculis nunc
pretium eget. Pell yue habi morbi tristig et netus et
malesuada fames ac turpis egestas. Sed luctus, ligula eget hendrerit
consectetur, elit orci semper lacus, sit amet facilisis metus enim eget
sem. Sed vitae orci ut massa convallis scelerisque non et magna. Aenean
varius eros in mi lestie lacinia juste vol

Aenean tempor congue orci sit amet imperdiet. Vestibulum egestas,
lacus consequat facilisis gravida, tellus est ¢ juat nibh, nec eui: d
nisi purus et lacus. Cras interdum neque sed nulla ultrices pulvinar. Duis
malesuada, erat nec adipiscing ultrices, nunc lectus convallis lectus, vel
tincidunt tellus diam tempor enim. Duis quis massa sapien, sit amet
sagittis quam. Sed ante erat, ornare at suscipit vel, scelerisque blandit
juste. Integer adipiscing suscipit eros vel hendrerit. Phasellus in elit
nibh facilisis sodales. Quisque porttitor tempus pellen.

Dr. Glenn Ellisor
Optometrist
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WE
BELIEVE
LIFE

IS ALL
ABOUT
YOUR
VISION

I/sfau purce:

DR. GLENN ELLISOR,
OPTOMETRIST

1234 SIGHT DR. P: 123-456-7890
SPRINGFIELD, TX 01234 F: 123-456-7890

VISION

%sfo/u Source-

1234 SIGHT DR.
SPRINGFIELD, TX 01234
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DR. GLENN ELLISOR

2ih ghail] SLLISOR

ﬂ"ﬂl‘l!‘l‘ﬂl!l‘

DFTCMET RS
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%EMU purce-

DR. GLENN ELLISOR
OPTOMETRIST
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PROMOTIONAL MATERIALS
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In addition to comprehensive eye health examinations, glasses
and contacts, we also provide the following medical services:

B Detection and management of glaucoma
. . and cataracts
B Treatment of eye infections, red eyes, and
ocular allergies B Detection and management of diabetic
eye diseases and macular degeneration

B Treatment of dry eye syndrome
B Detection and treatment of keratoconus

B Treatment of eye injuries and eye trauma

B Treatment of computer vision syndrome
9 . B Laser vision correction consultation and
u
Detection and management of strabismus co-management
(lazy eye)
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DON’T LET
GLAUCOMA
STEAL YOUR
SIGHT.

We can help protect your
vision for years to come
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WHEN WAS
YOUR LAST
EYE EXAM?

If it's been a while
since your last visit,
give us a call today.

%5%{3!&_) purce.
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Vision Source Kingwood

Promotions
Optometrist / Eye Doctor in Kir X + . o D

Vou can Bchachde yousr et agpistmest mith

@ visionsource-kingwood.com ' '
Home About Us Vision Care & Products Promotions Patients Contact
Ultimate 38 Promation

Vision Source Kingwood
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Receive up to $310 in rewards on Bausch + Lomb contact kens brands

Save Up to $100* on Your Alcon Contact Lens Purchase Connect With Us

Experience Modern Eye Care

Vision Source Kingwood offers comprehensive eye care services and in-demand sk atwrh ol choe,
lenses and frames to Kingwood and the surrounding communities. Click or call to goEn

connect, and access the quality of vision care you deserve.
New Wearer Rebate: Alcon New Wearers Can Save Up to $200° on Your
Contact Lens Puschase!
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Thank you

If you have comments or brand
questions please contact:

Laura Brown
Senior Marketing Director

23824 Highway 59 North
KINGWOOD, TX 77339

T:281-318-7837

lbrown@visionsource.com




