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Introduction
Brand foundation

Better every day

Hello, we're Iress - the global technology company on a mission to make it easier to love
financial services.

Every day we partner with financial services businesses of every size to help them grow, lead
and deliver more for their customers.

At the heart of our mission is our belief that technology should help people perform better.

Tomorrow, or in five, ten or 20 years' time when someone says ‘I love how that works', or ‘I love
my financial services provider', ‘I love that result’ or ‘I love doing what | do’, what we really want
them to be talking about is our software, and how it's helping them achieve better performance

every day.
If you're designing for the Iress brand, use these guidelines and rules as your starting point.
Then go forth, share the love and have fun.

Just never change the angle of the logo icon and everything is possible.
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Introduction
Core values

Our core values encapsulate
everything we are and who we
want to be.

Our purpose

Why we do what we do:
We believe technology should help
people perform better every day.

Our mission

What we are trying to achieve:
We want to make it easy for people
to love financial services.

Our goal

What we will become:
The essential partner for
forward thinking financial
services businesses.
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Logo
Master

We designed the Iress logo to reflect
high performance. Just like a chart
depicting the trajectory of a high
performing investment fund or client
satisfaction measure, the Iress logo
points up and to the right. The angle is
also a nod to the old Iress logo, which
used a slanted first letter.

Iress rule number 1: never change the
angle of the logo.

The Iress logo is a core part of our
brand identity and a shorthand by
which people identify us. It should be
used with consistency and care to
help us build and maintain a
recognisable brand.

Where possible use the colour logos
shown here. Always use the original
master artwork files. Never try to
recreate the logo - it should not be
altered in any way.
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Logo
Monochrome

If you need to work in black and
white circumstances, you can use
a monochrome logo, as shown here.

Always use the original master
artwork files. Never try to recreate
the logo - it should not be altered
in anyway.
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Logo
Exclusion & minimum sizes

To ensure our logo is represented
clearly, we have defined an area
around the logo that should be be
kept clear of any other graphic
element or typography.

This exclusion zone is defined
by the height of the ‘e’ as shown.
This formula applies regardless
of the reproduction size.

Iress
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Logo
Positioning

Our logo can sit in the top left hand
side on a variety of orientations and
image sizes.

iress

iress

iress
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Logo
Positioning

We can use the logo in the holding
shape of our graphic device, in the
bottom right hand corner.

Sizing and positioning is adjustable
based on size of the communication
and the content but we aim for
around 5% of an image.

You can find more examples of how
this works in the application chapter

iress

iress

iress
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Logo
Alternative

In some instances where space
is limited, we can use the rocket/
graphic device on its own.

For guidance on the graphic device
proceed to the next section.

‘ Iress | Market-leading financial

& iress.com/
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Logo
Usage

Our logo is an important part of our
brand toolkit so we must use it with
consistency and care.

It's a visual representation of
high performance.

Always use the original master
artwork files. Never try to recreate
the logo - it should not be altered
in any way.

Always use the master artwork files

Iress

X Do not use the wordmark alone

X Do not outline or add a stroke to the logo

2SS

X Do not add filters or effects to the logo

X Do not distort or alter the logo in any way

X Do not rotate the logo




Sub brands
Overview

As a guide, we try to avoid creating Master brand Sub brands
subbrands.

Right now we have two confirmed
subbrands. One for NMP Education
and one for the Iress Foundation.

Please don't create any sub-brands
without talking to the corporate
marketing team.

nmp education

We want to build the Iress brand
and identity. Multiple identities
and subbrands can make that task
much more difficult.

iress foundation
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Graphic device

Overview 1/
Usage 18
Styling 19
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Introducing the
Iress rocket

Our graphic device is developed from
our logo.

We call it the ‘rocket’ and we designed
it to reflect high performance.

Just like a chart depicting the
trajectory of a high performing
investment fund or client satisfaction
measure, the Iress rocket points up and
to the right. The angle is also a nod to
the old Iress logo, which used a slanted
first letter. It can be used as an outline
(stroke) or as a solid.

Never change the angle of the rocket.

Always use the original master artwork
files. Never try to recreate the logo -
it should not be altered in any way.

Outline

Solid
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Using the
Iress rocket

The Iress rocket is an important part
of our brand identity.

You can definitely have some creative
fun with the rocket, but we also have
some rules to make sure we are
consistent in how we use the rocket
as a creative device.

Do use the master files X Do not use the solid and outline together X Do not use the sharp inner of the Rocket shape
X Do not use colours outside of our palette X Do not apply effects to the graphic device X Do not rotate or point the device downwards
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Using the
Iress rocket

You can use the rocket in a variety of
ways but never change the angle and
always put the rounded edges on the

outside and sharp edges on the inside.

You can find more ways to use the
rocket in the imagery section of this
guide, too.

Highlighting a image

Highlighting a cutout

Hero imagery

Used a window

As a holding shape

As a stand alone graphic
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Graphic Device
Styling

You can use the rocket as a strong
symboliser of the Iress brand and
as the main ‘character’ in a design
application.

Financial Advice Financial Advice
Software Software

Financial Advice

Software Software

Lorem Ipsum Lorem Ipsum
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Colours
Primary palette

Our colour palette is an important part
of our brand.

Our primary palette is composed of
a strong purple, vibrant green and
supporting whites and greys.

Iress Brand Purple

C 82 R 60

M 97 G 30

Y 36 B70

K43

H3cle4b

PANTONE 2627 C Iress Light grey
PANTONE 2627 U

CS R 245
M4 G 245
Y 4 B 245
KO

Hf5F5f5

Iress Mid-grey

C9 R 235
M7 G 235
Y7 B 235
KO

Hebebeb

Iress Green

C 60

MO G 245
Iress White Y 53 B 168
KO
CO R 255
MO G 255 #21f5a08
YO B 255
KO PANTONE 3385 C

PANTONE 3372 U

HIFFfff



Colours
Secondary palette

You can support the primary palette
with a range of secondary colours.

These are particularly useful in
infographics and illustrations.

Coral

CO
M 84
Y 47
KO

Hff425e

Yellow

C5 R 252
MO G 235
Y 90 B15
KO

tHfcebOf

Magenta

C 35 R175
M 100 G20
YOS B 124
KO

#afld7c

Black

C 80
M 67
Y 56
K72

H212429
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Colours
Accessibility chart

The Iress brand is for everyone so it’s
important we think about legibility
and readability as part of the design
process.

We have tested a number of different
colour combinations to identify the
strongest options for readability and
accessibility.

A cross indicates a fail in the ‘normal
text’ field, although all passed the ‘Large
text’ WCAG AA field readability.

Avoid the non-compliant colours for
critical text and graphics but keep the
overall visual impact in mind.

You can test colours at webaim.org/
resources/contrastchecker/

vV VVV XV X VIV X

X X X X X X X X X X

_
X

X

_
v

X

X

_
v

X XV VvV XV XV V



Colour

Do use the primary palettes in all communications v/ Use secondary palette for charts/icons and special cases X Do not use colours outside of our palettes
Usage
X Do not use overwhelming amounts of colour X Do not use gradients in communications X Do not use illegible combinations

g Puts on
glass
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Typography

Brand typeface 27
Styling 28
Headlines 30
System font 33
Usage 34



Typography

Brand typeface

Our brand typeface is Neusa Next Std, Neusa Next Std Medium - Headers, Subheaders and titles
a contemporary sans serif font.

Its slightly condensed style gives it a ABCDEFGHUKLMNOPQRSTUVWXYZ
distinct character while the generous abcdefghuklmnopqrstuvwxgz

x-height ensures excellent readability.
Neusa Next Std Regular - Body Copy

Visdiom, Reqular and Light ABCDEFGHUKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Neusa Next Std Light - Body Copy alternative

ABCDEFGHIJKLMNOPQRSTUVWXY/
abcdefghijklmnopgrstuvwxyz
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Typography
Styling

For pull-out quotes and subheadings
we use Neusa Next Std medium.
Combined with Neusa Next Std

Light this gives us great flexibility
and contrast to create impactful
messaging. Our vibrant primary
colours can be used to further
enhance our typography by
highlighting quotes, subheadings
and statistics.

Headers, Pull-out quotes
and subheadings

Weight: Medium
Tracking: Optical, -10%
Leading: 110%
Alignment: Left or centre

Neusa Next Std medium is used for
headlines, subheaders and pull-outs

Aim high

Financial services software built
for better performance

Aim high
deliver better

Financial services software built
for better performance
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Typography
Styling

For body copy we use Neusa Next Std
Regular. This is a workhorse weight
that appears clearly on screen and

in print at a range of sizes.

Body copy

Weight: Regular or Light
Tracking: Optical, O
Leading: 120%
Alignment: Left

Neusa Next Std light or regular can be used for body
copy on light backgrounds

It's not always easy running a financial services
business. Every day there are more demands on
time and money. More data. More information. More
compliance. More reporting. More competition.

To find out how we can help your financial services
business, get in touch.

t's not always easy running a financial services
business. Every day there are more demands on
time and money. More data. More information. More
compliance. More reporting. More competition.

To find out how we can help your financial services
business, get in touch.

Neusa Next Std regular is used for body copy on
dark backgrounds, avoid using light as it can fill in’

It's not always easy running a financial services
business. Every day there are more demands on
time and money. More data. More information. More
compliance. More reporting. More competition.

To find out how we can help your financial services
business, get in touch.

X Do not use light on dark coloured background

t's not always easy running a financial services
business. Every day there are more demands on
time and money. More data. More information. More
compliance. More reporting. More competition.

To find out how we can help your financial services
business, get in touch.
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Typography
Headline styles

Headline styles should reflect the
website, using Neusa Next Std

in medium across headlines and
subheaders/call outs etc.

This is a great midpoint between
the bold which can overshadow the
fonts details and the regular that
lacks headline style impact.

Break up long headers
with colour.

Please note:
This style is only for use on
dark backgrounds.

We can break long headers
with weight

Add interest to a header using
an underline to highlight an
important feature of benefit

— Headers can be
separated using colour

Mix longer headlines
with a lighter weight to avoid
overpowering a page

Use an underline on your
headings to highlight a feature
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Typography
Headline styles in practice

When using the mixed weights
consider what you want to stand
out. The same when using the
colour highlight.

The underline can rarely be seen in
our accessible secondary colours
as well. These colour combos are
shown in the Iconography section
as well as documented below.
Remember to use sparingly.

This is applied on underline
and text colours styling

Green
Blue

Yellow
Peach

Red
Grey

White

In this instance Advice Compliance
is more important than introducing,
so therefore receives our headline
treatment

— Introducing
Advice compliance

Create an underline highlight
using the guide below

Weight 15% of type size
e.g. 60pt type - pt
Offset 0%

1.

¢ Character Character Styl >

Q. Neusa Next Std

Medium

1L C |60 pt

V/ﬁ « | Optical

100%

C21€ 2] (€ 2]€ >

~
~
~~
~

0 pt

Language: English: UK

Introducing

Advice compliance

-

Hide Options

OpenType
All Caps
Small Caps
Superscript

Subscript

v Underline
Strikethrough
v Ligatures

Strikethrough Options...

No Break

>

4 ¥#K
¥ H
4 ¥=
N{¥=

4¥U
3

Underline Options....

3.

Underline Options

Options
Underline On

Offset: _ 0pt v

I [ iress Green [ Tint: | 100% >

Cancel

QLT m—

[] Preview

[] Overprint Stroke

Gap Colour: v GapTint: 5



Typography
In use

An example page using our
typography styling

The headline is set in Neusa Medium

using the underline headline style. Neusa Medium Fi na ncia I Se rVi ces

The body copy is set in regular

weight as it's against the purple > OftWG re b U i It fO r

background.

Underline ) E s ) E rrmar

The logo is positioned/aligned to the
iress’ in the logo

Nuesa Regular Around the world, thousands of private wealth
anagers, financial advisers, investment and

asset managers, traders, lenders and brokers
hoose our software to help run smarter

businesses, aim higher and achieve more.

because of dark
background

e started in Australia in 1993. Today we're a

growing team of 2200+ people across APAC,
urope, Africa and North America, building
he software and infrastructure to help the

inancial service industry perform at its best.

All text aligned { ress
of the ‘i’ in iress

Medium used to ind out more at iress.com
highlight website
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Typography
Backup/system font

In instances where our brand
typeface is unavailable we can

use the Google typeface Roboto.

This is regularly available in
Google-based software.

Roboto Medium (for headlines, subheaders and callouts)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Roboto Regular (for body copy)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz

Roboto Light (as alternative for body copy)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

AaBbC¢




Typography
Usage

Always use our specified styling X Do not right align type X Do not apply filters or effects

To keep our typography consistent
and our brand looking great,
please stick to the simple rules

on this page. Aim hlgh, deliver more
Voluptat usant, volo dolupta tissim Voluptat usant, volo dolugta tissim
et fugia soluptur? Quistiae nobis et fugia soluptur? Quistiae nobis
doluptat volecae pliquost, soluptur, doluptat volecae pliquost, soluptur,
ut aut faciis as doluptae debis iusdae ut aut faciis as doluptae debis ius
prem con nonse nimusam ium dae prem £on nonse nimusam i
sum sumquatur simus et pro tem um sUm sumquatur simus et
facipsandia. pro tem facipsandia.
Do use pops of brand colours to highlight subheads X Do not use fonts we have not specified X Do not compromise the legibility of the information

Lorem ipsum

Voluptat usant, volo dolupta tissim
et fugia soluptur? Quistiae nobis
doluptat volecae pliquost, soluptur,

ut aut faciis as doluptae debis iusdae
prem con nonse nimusam ium

sum sumquatur simus et pro tem
facipsandia.
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Brand voice
Writing for better performance

Finding the right words to persuade,
convince and convert doesn't always
come easy. Trouble is, defaulting to
robotic corporate-speak does.

Everyone is different and everyone
writes in their own unique way. But if
you write with our brand position in
mind, write for people, be adventurous
and follow a few little rules, you'll help
the Iress tone of voice come to life.

It's that simple.

Write for people

If you take one thing from this
guide, remember this: we are
people, our audience is too.
Write with that in mind and you'll
find the words come naturally.

Be adventurous

Trial and test new ideas and new
concepts without fear of failure.
Keep learning, keep refining, be
courageous.

Follow some rules

Not sure if it's XPLAN or Xplan?
IRESS or iress? We've created
these guides to help everyone
stick to the same style:

Iress Writing Style Guide
Iress A-Z Glossary

Product Writing Style Guide
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Primary 38
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lconography
Primary set

Our iconography is used throughout
our brand.

We use Fontawesome which has a
light icon library that should offer a
load of choices.




lconography
Iress styling

To customise our iconography and
make them really feel like Iress,
you can use an offset solid colour

alongside the original icon.

We like to keep the solid to the bottom
left of the icon and find this is a simple
way to elevate the existing standard
icon set.

To create your own please see the
following page

-
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lconography
Creating an icon

Starting with a basic icon in light
as well as the same icon in solid.

Use the width of the stroke and
duplicate the size to the left and
bottom.

Move the solid shape down and
back to align with the rule.
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lconography
Accessibility - offset colour

With the offset icon style we can
use some supporting colours to
make things interesting.

Please just take note of the
colour combinations to avoid
due to legibility.

=

/ijV’
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lconography
Accessibility - on colour

When considering using an icon, refer
to this guide to whether you should
use an offset or not.

Only use offset graphic icons

on lighter background

=

el
—

<>

3ls

On dark backgrounds we avoid
using an offset but can colour the
icons using our brand colours.
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lconography
Accessibility - use

Icons used on the website.

Show me better

Page Title Page Title

Lorem ipsum dolor sit Lorem ipsum dolor sit

Software for better performance

il

Page Title
Lorem ipsum dolor sit



lconography
Usage

Do use fontawesome icon library X Do not change the size of the shape X Do not offset the shape in a different direction

g
&

Use offsets to add ‘Iress’ to our icons X Do not use the offset against dark backgrounds X Do not use the grapic device as a background
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Imagery
Who we are

When thinking about or selecting
imagery, we like to remind
ourselves of what ‘we are’ as

well as what ‘we are not’.

This helps ground our thinking and
allows us to make better choices.

We are not
Dull, depressing, exclusive,
uptight, dinosaurs



Imagery
Brand imagery

Photography and image selection
is hard to get right. Above all, we
want our brand imagery to show
positivity and the feeling you get
from doing something well.

And we want to avoid predictable
scenes, like men in business suits,
coffee cups next to laptops, green
plants for growth.

Reference images only




Imagery
Generallblogleditoriul All images sourced from unsplash.com

For more general imagery for
features on blogs, in editorials
or even used inside the graphic
device we opt for bright/upbeat
imagery.

We can use posed, more focussed
shots as well as the organic mid
conversation shots.

Variety is key here.

If you begin to notice too much
of one thing it's time to use
something else.

;'_, _

‘T;IT’

P




Imagery
Devices

When showing devices on the
website we should try to limit
showing the actual devices
whether that be with people
using laptops and phone, or at
desks on desktops.

Flat software graphics could
replace insitu shots as well as give
an indication of the Iress software.

Reference images from other sites
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@ Trello woin Y
It’s more than work. It’s a way of working together.
Start with a Trello board, lists, and cards. Customize and expand with more features as your
teamwaork grows. Manage projects, organize tasks, and build team spirit=all in one place.
| .S{urt doing —* |
i t Team Spirit B aemewe. @G u
wi N vy N =
-
The best software teams ship early and often.
Jira Software is built for every member of your software team to plan,
track, and release great software.
i P IND Yewrwss  Prsscs-  Pnees-  Dishboards - Duople - Puni- Ao m = *f 909
[ ireiogtbucnsd Board
g e e G ukpmn ~ Plan
B e Tobi o + %
i Create user stories and issues, plan sprints,
e and distribute tasks across your software
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& o A & ¢ azs o Track
B rcfctpages " o5
r Prioritize and discuss your team’s work in full
O Baa & | mw "’ P ::“ 2 context with complete visibility.

answer Bot

& Streamer
Need help? Go ahead, make my day
An

LR Hello, welcome to Streamer!

How can | help you today?

Upagrade my subscription

Mo problem. Connecting
you with our agent, Alex.

Alex has oined the conversation

e -

Hello Riley = Let me take
care of this for you.

Riley

Cool. Thank you! &

(Cunc_@I my -JLLL)!JHD Cl'er_'hr'it_ul '_)LI]JDD!D :

.'i" slack Product v Enterprise  Resources  Pricing Q Sign in TALKTO SALES ] {ERX LI EREE
L J

There’s a space for
every prOjGCt « Channels

# hiring

¢: O & @

ﬂ Harry Boone 1250 pi

Channels keep work organised. You don't have to think twice

about where to go to ask a question or make a decision. # seasonal-flavors

# moon-crew-pride
See how teams organise Slack:

Molly Moon’s Homemade Ice Cream = :}.
Valley Behavioral Health =2 2 s @
Frontline Foods = &
See all customer stories —
Datasots SiGN U A Gt V4 days Tor Tres.
Start a new project
(" prosiscis [ biews & Articies
Your projects in progress Sorthy  Name -
':_.I # Mows Contrex 15362000 - Started oxtraction
() eranssco - A B ontcion 565- 98%- 980/1000
FEODUCTS SR CAERACE BOQUEITTS
(2 endmaadvaciiciosies Wi02620 & i ekiraciin 1650- 99%-  999/1000
v ® Automothe Bock 12102050 Finkshed 958 - 100% - 1000,’1000
* Expo Brands 22020 Finished 1230- 100%- 10001000
BODUCTS CEE coveRas arQuEAT

Welcome back, Ricky!
. How can | help you?

Can you recommend
| flowers for my annlversary?
il




Imagery
Treatments

Hero image
Our hero imagery leads the way.

Each one should be composed of
a combination of cutout treated
image, rocket device, iconography
in light/solid or offset.

Follow the six steps for the best
way to create a hero image.

Example

Iress gradient
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How to make
1. Choose an image

Note. The straight cut bottom
gives the image grounding

2. Cut out your image

5. Choose iconography (we like to
combine solid/light and offset)

2]

3. Apply our gradient map




Imagery
Treatments

Framing image

You can also frame an image
using the rocket device:

Framing image

Image cutout against
the iress brand colour

Using the graphic
device in the outline

Clips around
person/object

Framing image

Using the graphic device
in the outline

Clips around person/
object

Framing image

Image cutout against
the iress brand colour

Graphic device
in solid behind

Framed image

Using the graphic
device in solid

Clips behind
person/object




Imagery
Treatments

If you are using the arrow in the
image treatments, always use

the master outline file and don't
change the angle of the rocket.

Always use the
master file

X Never alter the weight
of the device



Imagery
Treatments

Framing image

You can also frame the image
using the rocket.

Always use the master outline
file and don't change the angle
of the rocket.

Example

How to make
1. Choose an image

2. Cut out your image

4a. Apply graphic device
behind top cutout

3a. Apply a solid background

4b. Apply graphic device
behind top cutout

Note. If using the solid do not
overlap the cutout

Note. If using the outline
overlap the cutoutin a
non-distracting area



Imagery
Treatments

Device as window

You can also use the rocket
as a window.

Your image can sit neatly inside
the window, or you can have an
area ‘break-out’ of the shape to
develop interest.

Always use the master file and
please don't change the angle of
the rocket.

Example

Example

How to make
1. Choose an image

Continued from above
4, Cut-out your image

2. Position the arrow over the
image

3. Place or crop your image
in the arrow



::'nagerg Do use hero imagery/treatments where applicable X Do not use the purple grad on generic imagery
sage
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X Do not rush cutting out imagery
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Remember who we are when searching for imagery X Do not overly use abstract imagery

X Do not use different weights of the arrow

We are

Bright, exciting,
inclusive, diverse,
relaxed, modern




Digital and online

WIP

To be established
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Work in progress

L .
When youre a business
of our size and scale,

t do th '

Gregg Clarke, COO at Close Brothers Asset Management

Read the interview

<j—r.'gss Software Support

Better service.
Happy clients

Market data packages

Put something here that sums up the Treasury Local Local Analyst Local Analyst  International  Internationc
package and who its for blah blah blah premium Analyst

All underlying Local and Nambia Exchange Dota
Major International Long Bonds : ' &) m
SENS News
Capital IQ - Broker Estimates : 3YR

SA Contributions (Forrex, FRA, Swop ond Bonds]
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Tullet Prebon Currencies and Fixed Incomes

Capital IQ - 3 &10 Year Finacials

Global Forex Cross Rates : < Live
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Applications

WIP

To be established

Usage 59



Work in progress

Too small Just right Too big
Large empty space Logo is aligned to the button The holding shape sits too close

Xplan advice
software

Xplan advice
software

Xplan advice
software

Built for better
performance

Show me better

Built for better
performance

Show me better

Built for better
performance

Show me better
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Need a hand?




