


—oreword

Our brand is one of the most recognized
in the world, but we need to continue

to nurture and refine its expression in order
to differentiate ourselves in a rapidly
changing marketplace.

Mastercard is a very different company
from when it started over fifty years ago,
let alone the last five. We have evolved

into a forward-thinking, human-centered
technology company committed to doing
well, by doing good, and building connections
between individuals, businesses, and
organizations to make payments safe,
simple, and smart.

To be truly good at what we do, we've
learned that people and their desires
must be at the center of technological
innovation. Now, as the digital revolution
brings change even faster, we recognize
that our human-centered approach is
more important than ever.

Expressing ourselves—what we care about,
what makes us unique, how we apply our
values to what we create—brings us back
to our brand and a simple human desire:
to convey who we are in a way that builds
trust and cultivates emotional connections
with people.

In these pages, we're proud to share how
we can further elevate and differentiate
our Brand Expression through great design.
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Raja Rajamannar
Chief Marketing
& Communications Officer

"We have evolved into a forward-
thinking, human-centered technology
company committed to doing well, by
doing good, and building connections
between individuals, businesses, ana
organizations to make payments

safe, simple, and smart.”



VVhy this guide

Since launching our brand design system

in 2016, we've been listening to and learning
from our internal and external partners to
better understand how the original Brand
Design Style Guide has played out in practice,
globally. Thanks to those conversations,
we've identified what is most effective for
driving more quality and consistency in our
Brand Expression.

This guide is concerned with helping you learn
to "see” what a uniguely ownable expression

of our brand through design is, so you can make
confident choices that will lead to greater
quality and consistency in our coommunications
and experiences.

For those of you who are new to Mastercard,
consider this your introduction to the ingredients
of our visual identity and how they can be used.
For everyone else, we hope it will reintroduce
and inspire a whole new way of thinking about
Brand Expression and how great design can
elevate how Mastercard shows up in the world.



CONTENT

e

U3

Brand Expression
What it is and
why it matters
pg O4

U6

Tone of voice
Communicating

with character
pg 11

Symbol and Brand Mark
Our face

to the world
pg 15

Brand Circles
One shape,
multiple ideas
pg 29

Color

A burst
of recognition
og 40

Typography
Writing with
personality

pg 53

Icons

Big ideas in
small spaces
pg 64

lllustration
Story-making
through drawings
og /6

Animation
Setting our universe
In Motion

pg 105

Digital design system
Building digital
interfaces

pg 115

Brand Expression

in action

Mastercard in the world
pg 122

Information design
Understanding
data at glance

pg 86

Photography
Capturing our values

and essence
Pg 95



Brand Expression
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BRAND EXPRESSION

VVhy Branao

—Xpression matters

The business landscape is becoming more complex. Technology

And the benchmarks for consumer
expectations are at an all-time high.

In this environment, differentiating our
brand has never been more important.

But true differentiation is hard. In today's
world, consumers have much higher
expectations of quality, value, and trust.
Their perception of value is no longer just
about cost, it emerges from the sum of
interactions they have with a product,
service, or brand. Each interaction informs
an understanding of who they're doing
business with and what that company
stands for. And this understanding plays

into the decisions people make about
whether to buy a product, stick with a
brand, or do business with a company.

Growing and sustaining our competitive
advantage depends on the quality of
products and services we create as well
as the impressions we leave with our
customers and the end-consumers of
our products. So where and how can
we influence those perceptions?

Leadership brands create meaning and
reinforce how they're different by fully

leveraging all aspects of Brand Expression.

is changing at a rapid pace. Data anad Al are creating altogether
new opportunities for relevance and service. Fintechs are launching
ootentially disruptive innovations.

The product design, packaging, marketing
communications and customer experiences
all collaborate to deliver a total brand
experience that influences customer loyalty,
willingness to pay a premium, and positive
impressions that lead to brand trust.

As an employee or agency partner, every
choice you make can influence what a
person thinks about Mastercard. In order

to strengthen and differentiate our brand
in the minds of people, we need to be very
intentional about what we say, what we do,
and how we do it. For our customers as well
as consumers.

L

At the Design Center
Woatch the Brand Expression video:
(> Brand Expression video

If there's something not covered in
this chapter, or you have questions
write to us at:

askdesigncenter@mastercard.com


https://designbridge.sharefile.com/d-s2e710bbe1b6468fa
mailto:askdesigncenter%40mastercard.com?subject=Question
https://designbridge.sharefile.com/d-s2e710bbe1b6468fa

BRAND EXPRESSION

Ihe promise tha

\—

Jnifies our identr

Trust grows from clarity and consistency in what
we say and what we do. As a company, we seek
to act from a shared set of values and speak
with one voice. That starts with being clear with
ourselves about who we are and what we do,
what we care about, and why we're unique.

First and foremost, Mastercard is a technology
company that makes payments safe, simple, and
smart through human-centered innovation. Our
overarching purpose is to do well by doing good.
And we do that by building connections between
individuals, businesses, and organizations because
we believe in human enrichment and enablement.

When we think of our brand, we think of it as a
promise we make to our customers and consumers.
Our promise is delivered, every day and everywhere,
in the way we are Connecting People to Priceless
Possibilities™. It's the bedrock under the products
and experiences we create, and what makes us
different from other companies.

To bring our promise to life, we thought deeply
about the value we provide and what we care
most about as a company. Four pillars of our
brand promise stood out:
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INCLUSION

Every digital device has the potential

to drive commerce. But we're doing

more than simply digitizing the tools—
we're extending them to those outside
the system. We understand, that to
thrive, the "Internet of Everything” needs
the “Inclusion of Everyone." It's human
enablement on a global scale.

INNOVATION THAT MATTERS

We're innovating faster than ever before.
In fact, we've helped drive more payments
innovation in the past five years than in
the previous fifty.

We're thinking differently, and designing
products differently, such as new human-
centered innovations that go beyond the
moment of payment.

SAFETY IN THE WORLD

As commerce becomes less dependent

on cash, it makes life safer for everyone.
We're converging the mosaic of fragmented
digital payments into a seamless, secure
system. These innovations are advancing
social progress, improving lives, and resulting
in a system that can be trusted throughout
the world.

ENRICHING EXPERIENCES

Above all, it's the experiences we share
that inspire and connect us to one another.
By bringing to life our vision of a world
beyond cash, we're expanding the
possibilities for deeper connections

and amazing experiences for everyone
throughout the world.



BRAND EXPRESSION

“ersonality
attrioutes

To help us convey what motivates us and
how we behave as a brand, we also defined
our personality traits.

Each of these attributes points to the
spirit and intention behind what it means
to be "on-brand.”

FORWARD-THINKING

We're driven by exploring new possibilities, imaginatively
combining them with our own experience and expertise

to create technology that can seamlessly and intuitively
unlock brighter futures for everyone.

SOPHISTICATED

We're straightforward in our approach and elegant in
our execution. We stand apart by bringing ideas to life in
inspiringly simple ways through knowledge, ingenuity and
attention to craft.

INCLUSIVE

We try to see the world through other people's eyes, knowing
that genuine partnership and collaboration make us stronger
than we are alone. Transparency and openness help us build
trusted connections with everybody in everything we do.



BRAND EXPRESSION

O U r Symbol Sonic branding Tone of voice Brand Circles
ngredients

1

To express ourselves with one voice,

we have crafted a set of ingredients that,
when purposefully applied, come together
to differentiate our Brand Expression.

Our strategy was to create a visual language
flexible enough to work for any type of
communication or audience, and still be

recognized as unmistakably Mastercard.
But to get there requires great design.
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BRAND EXPRESSION

Tne role
of design

On the surface, it's easy to think about
design as what something looks like.

That's just style. Good design starts with
the problem to solve, seeks to understand
the needs of people, and is intentional about
creating emotional connections and real
value with clarity, simplicity, and, yes, style.
When you think of Apple the essence of

the brand comes through its design.

That's why we say that great branding

and design are inseparable. It's not just
about following a set of guidelines for fonts
and colors; it's about creating a lasting
impression that embodies who we are and
what we stand for in the way we show up
in the world.

Imagine yourself planning a gathering for
friends at your home. You might be the kind
of person who wants to make sure that the
house is not a mess, that the right books are
visibly on display, that you have food people
are going to like which also feels a bit special.

You're going to think about the music to
play, the kind of mood you want to evoke,
and whether or not to keep the dog out
of sight. Every choice you make is @
reflection of you.

The same goes for our brand.

A design-led approach to Brand Expression
is about being intentional in our decisions.
It's about having empathy for our audience
and continually looking for ways to make
things better understood, more enjoyable,
more useful, more inspirational. If we can't
find a reason behind the design decisions
we make, it's not going to be good design.

In addition to having purposeful intentions,
the Mastercard design aesthetic should
reflect the following key principles, which
should be used when creating or evaluating
the quality of design.

SIMPLICITY
- Simplicity welcomes users in and invites easy engagement.

+ Our communications don't exist in isolation—they compete

in a digital and print onslaught.

- Our communications should feel open and uncomplicated

in the information storm we face every day.

BALANCE

- Balanced elements and layouts guide the eye through a clear

hierarchy of information.

- Thoughtfully arranged elements make it possible to scan

a communication.

- This helps readers instantly understand the purpose and focus.

CLARITY
« Clarity of purpose should imbue the entirety of a communication.
- Every design choice is an opportunity to express the core idea.

. Clear communications are more relatable, genuine,

and human—they respect the reader’s attention.



BRAND EXPRESSION

3 rl n g | n g |t Does this work demonstrate

the marketing, communications
or experience strategy you are

Q ‘ ‘ tO g et h e r executing against?

Delivering a differentiated and unified Brand
Expression, globally, requires cross-functional
collaboration within Mastercard, partnership
on the part of our agencies, and leaders who
are committed to delivering creative excellence.

It also requires rigorous evaluation of three
critical aspects of our communications and

experiences in the development process.
For everything we create we need to ask
ourselves: Does this reflect a clear strategy?
s this on-brand? Is this good design? R .
| Does it bring to life Does it effectivel
The following pages are meant to help you wilRer i e Bar oes It eTrectively
leverage our

cultivate an intuitive sense for how to answer by reflecting our

the questions of brand and design. Whether brand personality Brand QWﬂGble brand
you are someone accountable for an initiative, of forward-thinking |ngred|en.ts to
managing a project, or creating and designing sophisticated and bring to |.|fepour
yourself, we invite you to join our relentless el personality:

pursuit of quality in the way we show up
in the world as Mastercard.

10
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TONE OF VOICE

Communicating
with character

Qur tone of voice is our verpal o

entity, express

Ng Who we are

and what we stand for in everything we say and write. Our tone
how' we say it. VWhen executed

well, it helps us stand out, commmunicate effectively, and engage
oeople in meaningful conversations.

of voice isn't "what" we say, it's’

UNIQUELY MASTERCARD
Our personality attributes—forward-thinking,
sophisticated, and inclusive—are the impressions
that we want people to take away from

their experiences with us, and they form the
foundation of our tone of voice. To help us create
these impressions, we translated our personality
attributes into verbal characteristics that help us
speak and write in the way we want to sound.

DID YOU KNOW?
In a world shifting

to voice-activated

commands, having a distinct tone

of voice is critical t

o creating a holistic,

future-proofed brand experience.
By 2020, it's predicted that 30% of all
searches will be done without a screen,

with voice alone.*

—Oorward-tninking
Sopnisticatec

Nclusive

12



TONE OF VOICE

How we
SOUNO

Each of our personality
attributes dials up @
different part of who we
are. It's only when we
combine them that they
form our balanced tone
of voice.

L

At the Design Center
Here is the full tone of voice guide:
V) Tone of voice guide

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

Personality attributes
How we behave as a brand

Verbal characteristics

How we bring our personality to life in our speaking and writing

FORWARD-THINKING 1S ISN'T
Explorative Erudite
Confident Eager
Optimistic Conservative

SOPHISTICATED 1S ISN'T
Discerning Elaborate
Considered Subtle
Direct Arrogant

INCLUSIVE 1S ISN'T
Empathetic Individualistic
Approachable Brash
Attainable Disconnected

13


https://designbridge.sharefile.com/d-s87ac7d5ab6145899
mailto:askdesigncenter%40mastercard.com?subject=Question

TONE OF VOICE

Forward-thinking

Explorative Confident Optimistic

STRUCTURE

Start with an engaging question
"How do you trust someone you don't know, can't

see and isn't present in person?”

Rewrite challenges as opportunities
"Many organizations haven't figured out how
to best use their data yet. But data holds huge

potential to transform our society and businesses.”

LANGUAGE

Use inspiring emotive language
to set scene

"We are at the dawn of the next industrial age..."

Use future tense to show confidence
instead of conditional tense

"we will...", not "we could..."

Sophisticated

Discerning Considered Direct

STRUCTURE

Use short pithy phrases to land a point
"This is only the beginning."

State our beliefs with confidence
"Digital identity requires a collective effort by

both existing stakeholders and new innovators.”

LANGUAGE

Use -ing verbs (present participles) to
build momentum

"We're driving security and innovation beyond cards.”

Start sentences with but, and, because or
so (conjunctions) to change pace

"But is it being used in the right way now?"

Inclusive

Empathetic Approachable Attainable

STRUCTURE

Break down dense or complex information
into approachable chunks

Using bullet points or short sentence paragraphs.

Start with the benefit to people and/or so-
ciety, rather than the business
"Data can make citiesmore convenient for their

people and more efficent for society.”

LANGUAGE

Use conversational contractions
"What's next?"

Use approachable personal pronouns
"We have a real opportunity to transform

digital engagement.”

14
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OUR SYMBOL AND BRAND MARK

Qur face
to the world

Our Symbol and Brand Mark are the visual signifiers of our branco
and our most important brand assets. VWherever and however
we interact with people, our brand assets are recognized for the
connections we make possible, and trusted for the safe, simple,

and secure payments we provide.

UNIQUELY MASTERCARD
Evolving this identity to include the Symbol
without the word Mastercard preserves our iconic
foundation, provides a crisper look that signals
modernity, simplicity, and flexibility more suited
for digital channels.

DID YOU KNOW?
In our global market research, we found
that an astonishing 81% of consumers
spontaneously recognized our red and
yellow interlocking circles without the word
Mastercard. To date, our marks appear on
over 2.5 billion cards® and at over 50 million
merchant locations around the globe.

Mastercard Symbol

mastercard.

Mastercard Brand Mark (Vertical)

‘ Mmastercard

Mastercard Brand Mark (Horizontal)

16



OUR SYMBOL

Signal
acceptance

We use our Symbol to signal
secure payments in physical
and digital contexts, all around
the world.

17



OUR SYMBOL

Unify our
experience

We use our Symbol to create
a consistent brand experience
across all audiences, regions,
and touchpoints, both
internally and externally.

18
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OUR SYMBOL AND BRAND MARK

Demonstrate
partnersnips

When they appear alongside
our partners, our Symbol ana
Brand Mark signify the integrity
of the company we keep, and
our shared values and vision for
the world.




OUR SYMBOL AND BRAND MARK

Authorized artwork

As our most valuable assets, we should
always use authorized artwork of our
Symbol and Brand Mark.
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OUR SYMBOL AND BRAND MARK

Drive
oreference

We use our Symbol and Brand
Mark in sponsorships to reinforce
the passions we have in common
with our consumers.




OUR SYMBOL AND BRAND MARK

Symbol use

We use our Symbol within key entry
points, controlled environments and
venues, or for communications where
we have sufficient brand recognition
and stand out.

However, where a Mastercard context
is not yet established, we opt to use
the full Brand Mark. If you are unsure,
consult your regional marketing lead

for what's best for your market.

Standing out

Enhance legibility by surrounding
our Symbol and Brand Mark with
adequate space and by placing
them on canvas colors.




OUR SYMBOL

Instill pride

We use our Symbol in
Mastercard spaces around
the world to build employee
oride, and demonstrate
that we all share one vision
and belong to one brand.

26



OUR SYMBOL AND BRAND MARK

Signity o
oremium
experience

To differentiate our premium
offering across our top-tier
card programs, we use our
Premium Brand Mark.



OUR SYMBOL AND BRAND MARK

Premium Brand Mark

The Premium Brand Mark is reserved
exclusively for our top tier card programs.
It should never be used in marketing
outside of the card image.

The Premium Brand Mark, Maestro, and
Cirrus will continue to use the Symbol with

associated names.

L

At the Design Center

Our Symbol and Brand Mark are our
most important assets and must be
used correctly.

Here's essential information to get
you started:

Symbol and Brand Mark artwork
Symbol guide
Authorized card artwork

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com


https://mastercard-designbridge.sharefile.com/d-s71956d4623b45b09
https://designbridge.sharefile.com/d-sea2374118e24de4a
https://mastercard-designbridge.sharefile.com/d-sec12999d44941dfb
mailto:askdesigncenter%40mastercard.com?subject=Question
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BRAND CIRCLES

One shape,
Multiple ideas

Our Brand Circles are graphical devices born from the

ne instantly recognizable brand cues, which is particulo

Symbol independently across our brand experiences.

UNIQUELY MASTERCARD DID YOU KNOW?

The Brand Circles naturally emerged from The Brand Circles were inspired

iconic interlocking circles of our Symbol. They are meant to

r‘|>/

important as we look for more opportunities to use our

by parametric

our explorations around an ownable graphic design, a process that generates infinite

expression of the brand. We've created
six unique configurations, intended to add
dynamism and allow for creative flexibility

in our brand experiences. of his most famous buildings in

arrangements of graphic patterns, each unique
but part of the same system. Antoni Gaudi
used these principles to create models for some

Barcelona.’

A. Clarity

C. Connections

E. Growth

B. Partnerships

D. Community

2
N

F. Acceleration

30



BRAND CIRCLES

—stablish
mmediate
recognition

Brand Circles have the power

to establish brand presence on
first impression, making them
oarticularly effective for website
landing pages, banner ads, and
whitepaper covers.

31



BRAND CIRCLES

—Mphasize
storytelling

Brand Circles interact with

our photography to tell more
compelling stories, direct the
eye, and create a focal point.

32



BRAND CIRCLES

L

At the Design Center

Here's essential information to
get you started:

(> Brand Circle videos

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

.
ooooooooooooooooooooooooooooooooooooooooooooooo

Brand Circle flexibility

Notice how Brand Circle A is being used in
two different ways. It can either be used
as a holding shape or interact with the

photography by playfully weaving in and out.

33


https://www.youtube.com/playlist?list=PLjw9YryPdJoY4KCG8k2DEeIy0tUD4y3Tp
mailto:askdesigncenter%40mastercard.com?subject=Question
https://www.youtube.com/playlist?list=PLjw9YryPdJoY4KCG8k2DEeIy0tUD4y3Tp

Srand

eNnvironmMments

Brand Circles can be used as
a graphical device in physical
spaces to add texture ana
energy to an environment.

34



BRAND CIRCLES

Mirror
ohotography

We can pair Brand Circles with
perfectly circular objects in

photography to create more
dynamic visual layouts.

35



BRAND CIRCLES

Create visual interest

We use our Brand Circle configurations with and
without photography to create visual interest.
When used without photography they become

graphic devices that provide a singular backdrop.

36



BRAND CIRCLES

Ownable configuration

For Brand Circle configuration F,
the vertical bands should only
appear in our canvas colors.
Choose a transparency that
best matches the image.

Keyline weight
Keep keyline Brand Circles in

the same weight or lighter
than the headline weight.

37



BRAND CIRCLES

—armonize
touchpoints

Using different Brand Circle
configurations across our
touchpoints helps us create
harmony and cohesion across
our brand experiences.

38



BRAND CIRCLES

Brand Circle artwork

Use the official Brand Circle artwork
designed to make your life easier.

Complex configurations

Take special care when working
with complex configurations; they're
more successful when used without
photography:.

At the Design Center

Here's essential information to get
you started:

(> Brand Circle overview videos

Y Extended guide on Brand Circles
Y Brand Circle artwork (RGB)

v Brand Circle artwork (CMYK)

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

39
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https://mastercard-designbridge.sharefile.com/d-s902f9d20e2042e49
mailto:askdesigncenter%40mastercard.com?subject=Question

Color

A purst
of recognition




COLOR

A purst
of recognition

Brand colors build recognition across all contexts.
The careful application of our canvas colors and
accent colors supports the red, orange, and yellow
of our Symbol, driving impact and standout.

UNIQUELY MASTERCARD DID YOU KNOW?
People process color even before shape or
language. This means that color is a powerful

way of communicating identity instantly.”

For many years we were the brand of yellow
and red. Pushing us into an identity that
reflected a forward-thinking technology
company required a more varied palette,
while retaining the elegance of black that
had become associated with priceless.

Canvas colors

000000

White

Canvas 1

Canvas 2

Canvas 3

Canvas 4

Canvas 5

Canvas 6

Canvas 7

Mastercard Black

Accent colors

Orange

Gold

Yellow

Green

Red

Teal

41



COLOR

ACCENT COLORS

Orange 4*

RGB 255/103/27

Hex #ff671b

CMYK 0/75/100/0

Pantone® 166C

Gold 4
RGB 243/139/0
Hex #f38b00

CMYK 0/44/100/0

Pantone® 144C

Yellow 4*

RGB 255/200/31

Hex #ffc81f
CMYK 0/29/100/0
Pantone® 7408C

Green 4

RGB 141/185/46

Hex #8db%2e

CMYK 51/8/100/2

Pantone® 377C

Red 4*
RGB 210/42/47
Hex #d22a2f

CMYK 0/100/98/3

Pantone® 711C

Teal 4

RGB 79/205/176

Hex #4fcdb0O

CMYK 62/0/29/0

Pantone® 319C

lil RGB color swatches
E LiJ CMYK color swatches

NoOupwWPNR

RGB
255/225/209
255/194/164
255/149/96
255/103/27
178/72/19
102/41/11
51/21/5

CMYK
0/15/20/0
0/30/40/0
0/52/70/0
0/75/100/0
0/75/100/34
0/75/100/68
0/75/100/90

CANVAS COLORS

White

RGB 255/255/255

Hex #FFFFFF
CMYK 0/0/0/0

NoOoupwWPNR

RGB
253/232/204
250/209/153
247/174/77
243/139/0
170/97/0
97/56/0
49/28/0

Mastercard Black**
RGB 20/20/19

Hex #141413
CMYK 50/0/0/100
Pantone® Black 6C

CMYK
0/9/20/0
0/18/40/0
0/31/70/0
0/44/100/0
0/44/100/34
0/44/100/68
0/44/100/90

NoOOupPr,WNR

RGB
255/244/210
255/233/165
255/217/99
255/200/31
178/140/22
102/80/12
51/40/6

NOUupP,~r,WNER

CMYK
0/6/20/0

0/12/40/0
0/20/70/0
0/29/100/0
0/30/100/34
0/29/100/68
0/29/100/90

Grays

RGB
241/239/235
211/207/200
179/176/169
132/129/125
84/82/79
53/52/50
36/36/35

CMYK
3/4/5/6
6/7/10/17
6/7/10/30
6/7/10/48
6/7/10/67
6/7/10/80
6/7/10/86

NOOupPr,WNER

RGB
232/241/213
209/227/171
175/206/109
141/185/46
98/129/32
56/74/18
28/37/9

**When typesetting black
text in print, do not use
the Mastercard Black
but the CMYK value of
0/0/0/100 instead.

CMYK
10/2/20/0
20/3/40/1
36/6/70/1
51/8/100/2
51/8/100/36
51/8/100/69
51/8/100/90

NoOupwWPNR

RGB
246/212/213
237/170/172
224/106/110
210/42/47
147/29/33
84/17/19
42/8/9

*The Pantone values for our Orange, Yellow and Red accent colors are intentionally different from the Pantone values of our Symbol and Brand Mark - take special care that you're using the right values for your application.

Mastercard Red - Brand Mark
RGB 235/0/27
Hex #eb001b
CMYK 0/100/98/3
Pantone® 2035C

CMYK
0/20/20/1
0/40/40/1
0/70/68/2
0/100/98/3
0/100/98/36
0/100/98/69
0/100/98/91

Mastercard Orange - Brand Mark
RGB 255/95/0

Hex #ff5f00

CMYK 0/75/100/0

Pantone® 165C

NoOupwWNR

RGB
220/245/239
185/235/223
132/220/200
79/205/176
55/143/123
39/102/88
16/41/35

CMYK
12/0/6/0
25/0/12/0
43/0/20/0
62/0/29/0
62/0/29/34
62/0/29/57
62/0/29/90

COLORS RESERVED FOR SYMBOL AND BRAND MARK ONLY

Mastercard Yellow - Brand Mark

RGB 247/158/27
Hex #f7%elb
CMYK 0/44/100/0
Pantone® 1375C
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COLOR

Amplity critica
iNnformation

We can use accent colors to
highlight critical information

and insights because they create
contrast with our canvas colors.

50
40%

30y

> o

0%

APR

RESULTS ocr



Creagte
visual energy

By using appropriate bursts of
color we can make environments
more dynamic.
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COLOR

Create striking
compinations

Our palette is flexible and
complementary, which allows
us to achieve ownable color
combinations that stand out.
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Provide o
packground
CaNVASs

Our canvas colors provide

a neutral background that
makes our Symbol colors
pop, helping us stand out

in a visually saturated world.
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COLOR

Canvas and photography

Choose a canvas color that matches
the tone of the photo you're using; if
the photo is light, use a lighter canvas
color, and if the photo is dark, use @
darker one.

0O0000000

Canvas colors (+ White and Mastercard Black)
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COLOR

Direct the eye

We can use accent colors to lead
the eye on a journey through our
communications, enhancing the
reading experience.
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COLOR

Orange highlights
Create cohesion across
communications by using
orange as the primary
accent color to highlight.

Accent colors
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COLOR

Simplity
iNnformation

Using accent colors can
help make information
and insights clear, simple,
and easier to absorb.
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COLOR

Canvas colors

Use canvas colors as your
base and add accent
colors purposefully.

At the Design Center

Here's essential information to
get you started:

(> Color video

~v) ADA compliance guide

~v; ADA color summary

Y/ RGB color swatches (Adobe® Suite)
2Y) CMYK color swatches (Adobe® Suite)

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

QQQQQQCQQ

Canvas colors (+ White and Mastercard Black)

Accent colors

Use accent colors in this order:
orange, yellow, gold, green (teal
and red follow, but only use if
all other accents are in use).

Accent colors order
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Typography
VWriting with
personality




TYPOGRAPHY

VWriting with
personality

Mark for MC is our unigue signature and an extension of

our tone of voice. The way worc

as the words we choose. Consic
reinforce everything we say.

UNIQUELY MASTERCARD

't didn't take long to land on the typeface that
was right for Mastercard. Mark for MC is not
only modern and sophisticated, but it also
echoes the circles found in our Symbol. Used

in the right way, it can be a primary brand cue.

S dppear Is as iImportant
ered use of type helps

DID YOU KNOW?

Type is not silent; it adds meaning and
emotion to content. When typography is
used well it can actually put people in o
good mood, while bad typography does
the opposite.”

Mark for MC
Mark for MC

Nark tor MC Thin

—xtra Light
_ight

Mark for MC Book
Mark for MC Bold
Mark for MC Heavy

Mark for MC Narrow Regular
Mark for MC Narrow Bold

S4



TYPOGRAPHY

DECEMBER 3, 2018

Cocktails
& Conversation

6:30 PM
12th Floor

7:30 PM - 9:00 PM
11th Floor

Product Showcase

Cocktails &
Conversation

Mprove
egipility

Our typography is built from
simple geometric lines to
ensure the visual clarity of

our written communications.
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TYPOGRAPHY

the orois

When used consiste
typography reflects'
tone of voice and cre
a reassuring sense or
trust and authenticl
across all platforms:




TYPOGRAPHY

—stablisn
nierarcny

We can vary the size and
weight of our typeface
to create hierarchy in our
communications.
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TYPOGRAPHY

TALK BACK TO US!

Take our One Question Poll on MC Central.

Open
dialogues

We combine our approachable
typeface with clear language to
start inclusive conversations and
trigger human connections.
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TYPOGRAPHY

Create
consistent
navigation

When we use typography
consistently throughout @
document, we teach people
to quickly navigate our
compositions from headline,
to body copy, to caption.
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TYPOGRAPHY

—Nnnance
readability

When we use effective line spacing
and arrange our type in uncluttered
layouts, we enhance the readability
of our communications, which helps

people take in information efficiently.
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TYPOGRAPHY

Restricted use
If technical restrictions apply, use

our substitute typefaces. Inorder ...

of preference: Century Gothic,
then Arial Unicode.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopagrstuvwxyz
12345678901@#3$%N&X()

Century Gothic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890!@#3%%"&*()

Arial Unicode
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TYPOGRAPHY

Apply as
a grapnic
element

Our type has great impact
when used independently as
a graphic element to deliver
powerful messages.

VWe're providing the
technology that's
leading the way towards

A World Beyond Cash®

Diversity
& iNnclusion

We rank in the top 10 for diversity
for the fourth year in a row
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TYPOGRAPHY

Using bold

Use bold sparingly for
SUbtlt'@S, eyebrOWS, ...................
emphasis, and dates. :

Sizes and weights
Choose sizes and weights
that have presence but
don't shout.

VVe're providing the Di\/@ I’Sity
technology that's & . | .
leading the way towards INCIUSIOnN

A World Beyond Cash®

emphasize key insights. for the fourth yearin a row

Emphasis

Use type with control to \We rankin the top 10 for diversity

At the Design Center
0 :: 4 Here's essential information
l;\ to get you started: N If there's something not covered in this
(> Typography video v Mark for MC (official typeface) chapter or you have questions write to us at:
) Typography snapshot v Additional language support askdesigncenter@mastercard.com
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Icons
SIg 1deas In
small spaces




ICONS

Sig 1deas In

small spaces

cons are telegra

ONIC Vi

UNIQUELY MASTERCARD

The icons we created are meant to be simple,
ownable, and modern. There's a distinct
language in the way they are constructed,

neople, ideas, oD
They have the ability to transcend linguistic a
differences to help us communicate universally.

ects,

nlaces, activities, and t

DID YOU KNOW?

to convey a style that's uniquely Mastercard.

sual shortcuts that can symbolize

ermes.

nd culturagl

Our brains can identify an image in just 13
milliseconds. This means that images such as
icons can be more immediate than language.®

B @ &
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ICONS

Help with navigation

lcons can be used across all Mastercard channels,
to signpost information and help people navigate
with speed through our universe.



Organize
Nnformation

When used purposefully, icons
help us organize our data and
information effectively. We
can use them to emphasize
information, highlight key dato
points, and set hierarchies.




ICONS

Represent
A program
or event

A unique icon can add
individuality and personality
to internal teams, projects,
events, and initiatives while
emphasizing the cohesiveness
of our overall brand and vision.




ICONS

Descripe
O Process

or journey

We can use icons to
intuitively describe
how a process works
or how users experience
a product.
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ICONS

Simplity
storytelling

Connecting iconsin @
meaningful series allows

us to tell wider and more
complex stories, always in

a succinct and intuitive way.
We differentiate icons in o
series by using a different
accent color with tints and
shades for each icon.



ICONS

Highlights
....................... Emphasize the relevant element of
LT an icon by applying one accent color
S UUUUUPPR I (with tints and shades, if necessary).

o

o) oﬁ\ i
%\@n 7—%

Single color

AN AN ~ Y
lﬂ“ RN AN

Icons with tints and shades applied



ICONS

Convey
apstract ideas

VWe can combine icons
to make composites,
called pictograms, to
convey new, complex,
or abstract ideas.
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ICONS

Legibility

Keep icons legible by
ensuring adequate color
and size contrast.
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ICONS

Jnity the
OUSINESS

lcons perform a consistent
and functional role across
our innovative products
and services, helping people
navigate our business
horizontally.
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ICONS

L

At the Design Center

Here's essential information
to get you started:

Icons, illustration, and
information design video

Icon artwork (1000+)
PowerPoint® icon library
Icon guide (construction guidance)

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

Meaning

Ensure clarity by choosing an
icon that is telegraphic in its
representation and purpose.
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lllustration

Story-making
througn drowings




ILLUSTRATION

Story-making B
tnrougn drawings g

Objects Environments
|lustration is a powertul story-making tool that helps us

i

oring to life diverse narratives, intangible technologies,
and new-to-world products, always in an approachable
way that everyone can understand.

Figures Expression features
UNIQUELY MASTERCARD DID YOU KNOW?
Every brand has a color palette, but few Visual thinking is deeply ingrained in the
have a custom-designed illustration style. human brain. Our very first written languages
At Mastercard, we have a distinct need to were logographic, or pictorial, and even now 1
tell stories about our products and services we continue to think in pictures, unconsciously AL
that connect to a global audience. We think creating vivid visual images to accompany 1 \

illustration helps us do that. our thoughts.’ , .
Different cultures Diversity



ILLUSTRATION

Communicate
to a global
audience

We use illustration to
communicate to a global
audience because everyone
can understand it, regardless
of language and culture.

/8



ILLUSTRATION

Visualize
the intangible

We use illustration to bring
to life intangible concepts
and new technologies.
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ILLUSTRATION

llustrate
complex
CONCEPTLS

llustrations can help
us clarify and explain

complex subject matter.
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ILLUSTRATION

Faces

Smaller illustrations don't
require facial features, as
the details will get lost.

A a2
o

Large illustrations Small illustrations
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ILLUSTRATION

ell product
stories

llustration can help us build
visual stories that explain the
development or use of products.

82



ILLUSTRATION

Metaphors
lllustrations can
also be a useful
tool to explain
less literal ideas.

Canvas colors

Accent colors

Colors

Use canvas colors ,
as your base Gnd ..................................... :-'
add accent colors g
purposefully.

O000@
0000
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ILLUSTRATION

Clarity
functionality

llustration can help us
understand how a product or
service is supposed to work.
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ILLUSTRATION
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Format —

Adapt illustrations to any e .

format by adding, deleting, ( G

or rearranging elements. N =
Landscape Portrait

At the Design Center

Here's essential information Always use a professional illustrator

to get you started: when commissioning illustrations.

™ Icons, illustration, and If you need help finding one, write

information design video us at:
Y Illustration toolkit askdesigncenter@mastercard.com

Y lustration guide
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Information design

Understanading
data at a glance




INFORMATION DESIGN

Understanding
data at a glance

Telling stories cleo
we do. Informatio
our most compelli

UNIQUELY MASTERCARD

Iy wit
N desi

N datais o
gn is what

Ng insignts.

Information design is the meeting point of

functionality and creativity. It's how we showcase

some of our most inspiring work and visualize our

insights in a forward-thinking yet intuitive way.

t the heart of what

nelps us pring to lite

DID YOU KNOW?

Data visualization is not a modern
phenomenon; it has helped people visualize
and record information for centuries. The
Mesopotamian Empire used clay tokens to
visualize abstract values®, while the earliest
star maps are over 17,000 years old.’

$1.2m $5m

United States Rest of the world
$1200 $1141

$1064

$890 $910
$800 $725 $769
$539 $572

- I I

1Q15 1Q16 1Q15 1Q 16 1Q15 1Q16 1Q15 1Q 16

OUR BOARD GENDER

o)
N o
O# Q-

Women Female global
workforce

@ 00 @ o
N

From diverse Female senior
backgrounds management
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INFORMATION DESIGN

ell stories
with daoto

We can emphasize critical data
points and draw attention to
our richest insights.
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INFORMATION DESIGN



INFORMATION DESIGN

Direct the eye

Information design helps us
organize diverse types of
information into readable
layouts by creating clear
hierarchies.

Mass consumers are essential
to the success of your portfolio.

o
o
Q1520

of banked population.
Globally, mass

consumers of personal consumption
account for: expenditure (PCE).

China France Mexico Russia

] Population PCE

In the U.K., the
banked mass
demographic
accounts for:

920/0

of the population.

80o/o

of PCE (second
highest of all
markets tested).

United Kingdom




INFORMATION DESIGN

Compare
datasets

From stacked bar charts to
choropleth maps, we have a
suite of charts available to
clearly and accurately visualize

and compare diverse datasets.
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INFORMATION DESIGN

Accent colors

Use accent colors and their
tints and shades to emphasize
data points and insights.

22000

Accent color tints and shades
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INFORMATION DESIGN

Simplity
CONCEPTLS

Using information design to
explain complex or abstract
concepts allows us to present
information in an easily
digestible way.
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INFORMATION DESIGN
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Chart types

Select the most appropriate
chart type by consulting our
chart explanations available
at the Design Center.

--------------------------------

At the Design Center

Here's essential information
to get you started:

™ lcons, illustration, and
information design video

V) Information design guide
oY Sample graphs (Adobe® lllustrator)

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com
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Photography

Capturing
our values
ana essence




PHOTOGRAPHY

Capturing our

values ana essence

Photograpny is what people rememper in a commmunication.
Great imagery tells immediate, emotional stories, and amplities
our key messages and brand values.

UNIQUELY MASTERCARD

Being perceived as a truly human-centered
brand demands that we take great care in
the selection of photography. To help us do
this, we wanted to create simple guidelines
for maintaining a consistent and ownable

feel in the Brand Expression through photos.

DID YOU KNOW?

Instagram is considered the best social media
platform for engagement because of its
highly visual nature, which appeals to our
natural preference to receive information
through sight.

Simple and open







PHOTOGRAPHY

Demonstrate
oroducts

We can use photography to
show our products in real-life
situations, illustrating the
benefits for cardholders and
customers in an aspirational
but accessible way:.

98



nections.




PHOTOGRAPHY

Celebrate
aiversity

We use photography to
celebrate and amplify our
commitment to diversity
and inclusion.
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PHOTOGRAPHY

Sring to lite
the abstract

We can use photography as

a visual metaphor to help us
express and explore abstract
topics that don't have a literal
photographic match.
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PHOTOGRAPHY

Authentic photography
Select photos that feel
authentic and candid, not
staged and fake-looking.

Geometric shapes
Choose photos that
contain clear geometric
shapes that complement
our Brand Expression
ingredients.
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PHOTOGRAPHY

Reinforce
Narratives

In the context of whitepapers
or editorials, photography can
reinforce narratives by providing
visual representations of what
we describe in writing.
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PHOTOGRAPHY

Color

Select photography that naturally
incorporates our color palette, to
create an ownable look and feel.

L

At the Design Center

A wide selection of approved photography
is available for download here:

External photography contact sheet
Internal photography contact sheet

If there's something not covered in
this chapter or you have questions
write to us at:

Space for brand elements

Choose simple, open photos

that have clear space for copy
askdesigncenter@mastercard.com and brand elements.
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Setting our
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Setting our
universe 1IN motion

—rom abstract grap

energy dnao

our ownab

persond
e Jssets,

Nics to illustrated narratives, animation adds

Ty to the stories we tell. When we animate
T brings our content to life and grabs the

attention of the viewer to create lasting impact.

UNIQUELY MASTERCARD

DID YOU KNOW?

The way one moves through the world conveys We can trace the earliest animation attempts
personality. And the same goes for animation. to over 5,000 years ago, when people tried

f you're creating animations, in any context, think: to create the illusion of animation by depicting
Does this feel simple, sophisticated, elegant? a sequence of still images, each building on the
Those are the words that come to mind when one before.”

we think of the animation style we've created.

Logo animation Co-branding animation

Product demos Animated icons

Animated illustrations
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ANIMATION

Nncrease brano
recognition

We can bring our Symbol and Brand
Mark to life in a variety of dynamic
ways. We always use approved
opening and end frames coupled
with one of our sound logos to
enhance recognition and deliver
consistency across our animations.

O[3 4

L

At the Design Center

Here's essential information
to get you started:

) Opening and
endframe animations

Y Sonic guide

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

Opening and end frames

We've created opening and end frames
of our Symbol and Brand Mark on white
and black backgrounds. Select a version
that works best with your footage.
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ANIMATION

Demonstrate
technology

Animation helps us create
informative, compelling
content for our B2B customers
llustrating the benefits of our
technology and products by
showing them in action.




ANIMATION

Add visud]
iNterest

We can animate our custom
icons and information design to
enhance our storytelling. Charts
and graphs can animate and
build to illustrate critical proof
points to the narrative. Icons can
be used throughout a story to
draw the eye to key information
we want to highlight.

Access to
working capital




ANIMATION

Simp
celagle

fy

exIty

We can communicate complex
or abstract concepts with
animated illustrations. They
allow us to explain topics in

a relatable way by breaking
information down into more
digestible chunks with visuadl
and verbal cues.
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ANIMATION

Using professionals

Animation is a specialized
skill; the only way to achieve
a polished result is by using
a professional animator and
sound engineer.

ooooooooooooooooooooooooooooooooo

Showcase
NnNovation

Animation provides

O unique opportunity

to drive perceptions

of innovation. It helps

us showcase our thought
leadership and ambition
to design the future.
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ANIMATION

Sring
oartnersnips
to life

We can animate our Brand

Mark and partnership logo
lockups to demonstrate our
shared values and collaboration
in @ more dynamic way.
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ANIMATION

Spreao
Messages

Our animated content is engaging
and easy to understand, making
it perfectly suited to sharing.

This helps spread our messages

INn an organic way, because our
customers and consumers can
repost our content to their own
digital channels.
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ANIMATION

Voice-over and sonic branding
Choose a voice-over and sonic
track that delivers the right pace,
tone and atmosphere for the
overall animation.

L

At the Design Center

Here's essential information to get
you started:

Video asset toolkit
Video style guide
Sonic guide

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

Animation style

We use simple, stylish animation

to match our other ingredients and
create a consistent expression. This
is why we don't add embellishments
such as drop shadows and 3-D
effects to graphic ingredients.
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Digital design system
Sullding digital
iNnterfaces




Sullding digital
Nnterfaces

Our digital design system is a proprietary suite of user interface
components meant to create consistent, intuitive, and highly usable
digital interfaces, from product demos and prototypes to branded
adigital properties. It's a living system that supports UX designers as
well as developers and will constantly evolve over time.

UNIQUELY MASTERCARD DID YOU KNOW?
Gone are the days when partner agencies created Modular design systems have existed since the

a unique style for the thing they were working on. 1960s. In today's world, a digital design system is
Our design system is meant to make life easier for critical for any company's digital transformation.
UX designers and developers alike. Each element 't is meant to make Ul elements reusable and
goes through rigorous testing before it becomes repeatable, and drive speed and efficiencies when
an official element of our library. creating digital products and experiences.

Typography / text styles

34px - Large Title

Layer styles

Pattern library example

32px - Large Title
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DIGITAL DESIGN SYSTEM

C re Q -te Mobile Ul kit Dec 2019 — Sketch V61

° Ul components Typography / text styles
< . Mostertrovel e Wallet e < Priceless Experiences
Vour personal detals — 34px - Large Title 32px - Large Title Fullscreen onboarding carousel
owing resuits for:
Code accepted! Now we need to verify some Mo, L, USA; Next Mot Culnary & Arts Encounters 35
personal details to cormplete the link t your BANK A )
account. 28pX -Title 1 20px - Title 1 Primary title used on 'details' pages at the top of a page as a primary title
Toura prieteart coection
Nome oncard e e of o Wi s
- [t 22px - Title 2 16px - Title 2 Content cards, action sheet titles,

. . .
Comprehensive travel accident insurance
for alltravel purchased using your Relsho magial it of s, 20px - Title 3 12PX - TITLE 3/ EB  9pX-TITLE3/EB XS Secondary title/subtitle on home screen, 'details’ pages etc.
Expiy date Mastercard cocktals and Miomi views

$137/person| Culinary

Good to Know 17px - Headline

/' Coverage for travel around the world,
Go behind the scenes at Pérez

. s e
evenif it is not an emergency: $2.370 For 14 people ArtsEncounters
.

e Zff&:ff!lif“”iil“m“m ! 16px - Callout 14px - Callout Emphasizing body/paragraph text

S S store brand) warranty. Coverage may be
_— provided for SETEPETOTTEPRIC:ment cost - 12px - Caption 1 12px- Caption  12px - Caption medium  12px - Caption primary Content cards
. . . . L]
dIgItO| toucl 1POII ts, deliverir 1J
L] L]
Layer styles

a ramihar dna ownapie

FLEvATION Large Title - left Large Title - center Large Title - left - white

STYLE 2 - 2NDARY - FOR HERO CARDS AT THE TOP

. .
experience that people will
Title 1 - left Title 1 - center Title 1 - left - white Title 1 - center - white
. . . L]
pOSItIVGly associate with us
.

N

Producesourmet cuineat
ot pomaredcooking coss i
How It Works e 15px - Subhead 14px - Inline CTA Tappable CTAS
oot oy for the e i your e .
Wsterard. Purchase on e tht comes
13px - Footnote

with an original manufacturer's (or U.S.

Body - left - black Body - center - black Body - left - ter - white

STYLE 3 - NAVBAR
Callout - left - black Callout - right - black Callout - center - black Callout - left - white Callout - center - white

14px - Inline CTA 14px - Inline CTA 14px

te

Caption - left - regular - black Caption - right - regular - black Caption - center - regular - black Caption - left - regular - white Caption - center - regular -

Caption - left - medium - black Caption - right - medium - black Caption - center - medium - black Caption - left - medium - white
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DIGITAL DESIGN SYSTEM

rive
efficiency

We can create new interfaces
efficiently because our digital
design system is an extensive
ibrary of components and
layouts that are ready to use
and adapt.

We build our digital
interfaces using Sketch.
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DIGITAL DESIGN SYSTEM

all T ()

Promotions

Pay with Rewards is on for:

No purchases Next purchase

Points Cash Anywhere Rewards Calc
963,346 $9,633.46

PROMOTIONS ACTIVITY

! Hit the links

Make your points go twice as far >
- redeem only 50 points per $1...

SETTINGS

Dine out for less

Redeem 1,000 points an
. d get
$15 off this month, i ’

mprove user
experience

Our digital design system

helps us ensure that all of our
digital touchpoints are seamless
and intuitive for users. It also
helps us provide a consistent
user experience across all of

our digital interfaces.
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DIGITAL DESIGN SYSTEM

Showcase
NNovation

Our digital design system helps
us create best-in-class digital
experiences that demonstrate
our commitment to innovation
and technological advancement.




DIGITAL DESIGN SYSTEM

Create product
demos and
orototypes

We use our digital design
system to create vital
product demonstrations
that illustrate benefits for
consumers and customers.

i

L

At the Design Center
Here's essential information to get you started:
Foundational elements

We recommend the use of Sketch version 61.0
or higher when creating digital projects.

If there's something not covered in this chapter
or you have questions write to us at:

askdesigncenter@mastercard.com

Before embarking on a digital
project, consider whether a
webpage or app is the best way
to meet the business objective.

Make sure to look at the "Getting
Started” section of the digital
design system before diving in!
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Brand Expression in action
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BRAND EXPRESSION IN ACTION

Product
INNovation

radeshow
and event

Priceless
activation

Digital
engagement

hought
leadership

Sales
enablement
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BRAND EXPRESSION IN ACTION

Product
NNovation

Our Brand Expression has been
designed to reflect our forward-
thinking mindset, enabling

us to showcase our new-to-
world technologies and latest
INnnovations.
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Pay with Rewards
product demo

Swarovski and Mastercard
virtual reality experience

Facial recognition
animation, illustrating
latest technologies
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BRAND EXPRESSION IN ACTION

Tradeshow
and event

Immersive environments help
bring to life our personality
and brand story, providing a
sophisticated and rich canvas
to promote our products and

technology:.




BRAND EXPRESSION IN ACTION Exhibition stand

example

Mastercard New
York City Tech Hub,
directional signage
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BRAND EXPRESSION IN ACTION

Priceless
activation

From advertising campaigns
to grand slams, we understand
people's passions and have the
ability to emotionally connect
across the globe.

3]

L

At the Design Center

Here's essential information to get
you started:

Start Something Priceless toolkit

If there's something not covered in
this chapter or you have questions
write to us at:

askdesigncenter@mastercard.com

Start Something Priceless
rugby sponsorships prototype


https://designbridge.sharefile.com/d-s5267466b1a84ad0b
mailto:askdesigncenter%40mastercard.com?subject=Question

BRAND EXPRESSION IN ACTION




BRAND EXPRESSION IN ACTION

Digital
engagement

As a human-centered
technology company, we
need our Brand Expression to
work seamlessly across digital
applications, extending the
unique Mastercard experience
to pockets and desks
everywhere.

Homepage of priceless.com
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BRAND EXPRESSION IN ACTION

Mastercard Center
for Inclusive Growth
Twitter page

Mastercard EU Mastercard
Twitter page Instagram feed



https://twitter.com/CNTR4growth?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.instagram.com/mastercard/?hl=en
https://twitter.com/MastercardEU?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor

BRAND EXPRESSION IN ACTION

Thought
leadership

The way we present our
thinking has a powerful effect
on how people receive it. By
using the full breadth of our
Brand Expression, we make

our expertise accessible and
relatable to all.
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BRAND EXPRESSION IN ACTION

2018 Sustainability report

Current ways of working produce
diminishing returns and limit
insights into our future

FROM

Inside out thinking

Linear problem
solving

Silo'd teams

Launc
leave it

Assumptions
about what
matters

Complex concepts
explained through
information graphics

Mastercard B2B white
paper cover prototype

OUR CUSTOMERS

Consumers, merchants, issuers,
acquirors, governments, and

other partner

Consumer
and customer
obsession

Design thinking
mindset

Radical
collaboration

Data-driven
decision making

Continual
improvem

Deep understanding of customers and who they are

Get outside of the building
Empathize with the day to day
Prioritizate what matters

Surface unmet needs
Show don't tell

Build to learn cheaply and quickly
Invite diver: i

Co-solve problems
Breakdown silos

Bring technology in earlier

Co-create with our customers and consumers

Customer perception measures
Universal quality measures
Transactional specific measures (CSAT, NPS)
Customer listening insights

Go to market is a journey, not a destination
Find the root cause
Build to scale

Metering and monitoring (self diagnosing and eventually self healing)

Sunsetting (product lifecycle management)
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BRAND EXPRESSION IN ACTION

REMOVE THE TRADE-OFF

Most consumers have not yet
experienced the full potential
SQ \eg of digital commerce, trading off

enaplement

convenience for security.

Consumers want the convenience But to take full advantage of its convenience,

OUI" g pld p(] ce O'[: innOVQtiOﬂ of digital commerce. they have to trust its security—and most don't.

means that WE OlWOyS hgve believe s‘;oring their card

new news to share with our ; 8 information makes ther
more vulnerable.

customers, both current and

— il i veni
future. We use our Brand | pME s~
EXpreSSIOﬂ tO COmmUﬂlCGte say convenience is the primary \ ) payment details

for every transaction.?
driver for digital purchase.? 4

compelling narratives that cut
through the clutter and bring q
customers on the journey

with us.

Digital commerce
solutions issuer and
merchant story
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BRAND EXPRESSION IN ACTION

Digital Debit Matercard
introduction video

Reach of online
shopping information
design in presentation

Mastercard
Prepaid Gig
Solution

A user-centric digital solution
for the rapidly growing workforce
of tomorrow.

Services
improving
the customer
experience

Mastercard
prepaid gig
solution FSM
presentation
cover
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GLOSSARY

Understanding
the terms

Here is a list of terms that may be
unfamiliar to you.

Accent color. We have six
accent colors in our palette.
The order of preference for use

is: Orange, Yellow, Gold, Green,
Teal and Red.

ADA compliant. Accessible web

color combinations that have
sufficient contrast for people
with visual impairments. \We
have an adjusted color palette
for public-facing websites and
applications that have legal
requirements for accessibility.

Artwork. Files that have
been retouched, adjusted
and checked for inclusion in
a publication.

Brand. Put simply, our brand
is everything people think and
feel when they hear the name
Mastercard.

Brand Circles. Our custom set
of circle graphics.

Brand Expression. The look
and feel of an identity, from
graphic design, environments,
digital products and sound.

Brand ingredients. The
individual elements that exist
in a design system (type, color,
icons, etc).

Canvas colors. They form the
backdrop of our designs and
range from light grays to black.

CMYK color palette. CMYK
colors are defined for print use.

Composites. Things made up
of several parts or elements.

Design principles. Simplicity,
balance and clarity are what
we strive to achieve a strong
design aesthetic.

Eyebrows. Small and short
introduction headlines typeset
in all upper case, and often in
orange.

Font. Weight of a typeface
(light, medium, bold).

Keyline. A thin stroke.

Lockup. Is the final form of
a logo, with all it's elements.

Mastercard Brand Mark.
Our Brand Mark consists of
our Symbol and the word
Mastercard.

Mastercard Symbol. Our two
connected circles, without the
word Mastercard.

Non-Roman scripts. There are
languages that do not use the
Roman alphabet (i.e. Chinese,
Japanese, Russian, Arabic, etc).

Pictograms. Pictograms are
composite icons.

Pillars. As a company we
care deeply about inclusion,
innovation that matters,
safety in the world and
enriching experiences.

Personality attributes. Our
personality is forward-thinking,
sophisticated and inclusive.

RGB color palette. RGB colors
are defined for on-screen use.

Rights-managed photography.

Licenses are priced according
to file size, image usage, media
and duration, and can include
more specialized content.

Rights-managed photography
can be exclusive.

Royalty-free photography.
Royalty-free (RF) and rights-
managed (RM) are the two
most commonly used licensing
models in stock photography
industry. A royalty-free license
is priced according to file size
only, and has an unlimited
duration across all media, but
is usually non-exclusive.

Shades. Our accent colors
consist of tints and shades,
ranging from 1 to 7 for each
color. Value 4 presents the core
color. We refer to the darker
tones (5-7) as shades.

Tints. We refer to the lighter
tones (1-3) as tints.

Tone. Lighter tints and darker
shades are part of the tonal
range we have at our disposal.

Typeface. The design of type
(Mark for MC, Century Gothic).
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Sources ano
trodemarks

If you're interested in finding out more
about our 'did you know?' facts, explore
these sources.

Tone of voice
1. https://bit.ly/2HfGUUI

Symbol and Brand Mark

2.Mastercard Incorporated Reports
Fourth-Quarter and Full-Year 2018 Financial Results
https://bit.ly/2GuFEvO

Brand Circles
3. https://bit.ly/2RCVJ4s

Color

4. Mortimer, Ruth "The colour of money", HighBeam Research.
https://bit.ly/2dmHAST

Typography

5. Larson, Kevin & Rosalind Picard. "The Aesthetics of Reading”

https://bit.ly/2MUl4ol

lcons
6. Trafton, Anne. MIT News Office: "In the blink of an eye"
https://bit.ly/1PjgCy2

lllustration

/. Amit, Elinor. "The Power of picturing thoughts”
https://bit.ly/2WJyyJm

Information design
8. https://bit.ly/2Dckejz
9. https://bbc.in/1KuiRKB

Animation
10. https://bit.ly/2x651yu

Trademark attribution and correct use of ® and ™ symbols
It is important to identify Mastercard's trademarks as such whenever
they are used, whether online or in print materials.

Use of an ® and ™ symbol is permitted on a country by country basis.

NEVER use the ® symbol if a trademark is not registered for the product
or service concerned in a particular jurisdiction. In such a case, the ™
symbol should be used.

Please see here a list of registered trademarks in the U.S. For countries
outside the U.S. and for updated information, please contact the
Trademark Team.

As a general rule, do not use the ® mark on marks other than the
Mastercard, Maestro, and Cirrus word marks without express
permission from the Trademark Team.

Marks or programs other than Mastercard, Maestro, and Cirrus (e.g.
Priceless, Start Something Priceless, City Possible) are not registered
globally and therefore it is not appropriate to use an ® on materials that
have a global distribution. For information regarding how to properly
identify other marks or programs, please contact the Trademark Team.

It is generally sufficient to display © or ™ — whichever applies — with a
Company trademark the first and the most prominent time that mark
appears on a material. It is not necessary to repeat the usage of these
symbols each time a mark is used in the same written material.

A footnote or legend indicating trademark ownership by Mastercard
should appear on all marketing and other materials where Mastercard
marks are used, unless an exception is approved by the Trademark Team.

For any questions regarding how to identify Mastercard's trademarks,
please contact the Trademark Team at trademarks@mastercard.com.
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For any questions regarding the Mastercard Brand Expression guide, write us at
askdesigncenter@mastercard.com
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Intellectual property

Please note that the contents of this document
are for demonstration, comparison, and review.
Individual images may belong to third parties
and may not be reproduced in any way.

Confidentiality

The contents of this document are strictly
confidential and may not be shared with any
other parties without Mastercard's permission.
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