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Corporate Terminology

Our brand can be expressed in four different ways, each identified by a
unique term. Each one of these is a platform for the brand characteristics
because each one begins with the word TEKsystems, the master brand.

Master Brand

The word TEKsystems by itself is the overarching identifier for everything we've done, what we're
accomplishing now and our vision for the future. The word and mark by itself is therefore called the
master brand.

Sub-brand

The TEKsystems brand is often linked with one of our primary classifications of services, creating
our sub-brands. Example: TEKsystems Global Services® or TEKsystems® Education Services®™.

Co-offering

The TEKsystems brand can also be linked with discrete products or services.
Example: TEKsystems® Time and Expense.

Co-brand

Finally, the TEKsystems brand can be linked with the actual brand logo or brand icon of another
company or organization we partner with. This is called a co-brand. Example: TEKsystems /
Aerotek or TEKsystems / Allegis Group.
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Corporate Naming Structure

It's important that the name of the company be referred to correctly and
consistently, in accordance with the communication platform.

TEKsystems

This is the complete official name of the company. It is only correct with this precise capitalization
and lower-case combination. In all written materials (other than legal statements, as detailed
below), the company should be referred to as TEKsystems. This includes formal and informal
letters, emails, presentations, marketing and recruiting communications.

TEKsystems, Inc.

TEKsystems, Inc. should be used only in printed legal documents such as contracts, disclaimers or
any written “legalese” in proposals, etc. TEKsystems, Inc. is the name of the legal entity. It is not a
more formal way to refer to TEKsystems. It should not be used under any circumstances other than
for legal purposes, not even as part of the company mailing address.

Sub-brands

When referring to a TEKsystems sub-brand, use the word TEKsystems® followed by a space and
then the name of the primary service, using initial caps, as follows: TEKsystems Staffing Services®™,
TEKsystems Global Services®, TEKsystems Education Services®™. Registered trademark symbols
(®) and service mark symbols (°*M) only need to be referenced in the first mention in written text.

Co-offerings

When referring to a TEKsystems co-offering, use the word TEKsystems® followed by a space and
then the name of the co-offering with appropriate trademarks, using the upper- and lower-case
and word space conventions employed in the co-offering logo, such as: TEKsystems® Time and

Expense. Registered trademark symbols (®) and service mark symbols (*) only need to be
referenced in the first mention in written text.

Co-brands

When we enter into a deep working relationship with another company or organization, the
TEKsystems brand can be linked with its brand logo or brand icon when the goal is to position
the partnership as a single entity. This type of strategic relationship is referred to as a co-brand.
Some examples are: TEKsystems / Aerotek and TEKsystems / Allegis Group. These co-branding
principles also help to articulate the relationship and guide who we should co-brand with

since only certain companies meet our criteria, which are driven by our business strategy and
core values.
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Corporate Acquisitions

Transition Period

When we acquire another company, there is typically a transition period when we align our brand
with the acquired company’s brand. The purpose is to retain the strength and the brand value

of the acquired company while creating an affiliation with TEKsystems. As the illustration
indicates, the acquired company retains its logo but is endorsed with "A TEKsystems Company”
or "A TEKsystems Global Services® Division”, depending on how the acquisition is written.

Acquired Company Acquired Company
Logo Logo

A TEKsystems Company A TEKsystems Global Services® Division
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Corporate Mission

Our mission statement provides the overarching platform and inherent
framework for who we are, what we do and why we do it.

People are the foundation of all we do. With a strong belief
in the value of each individual and the power of teamwork,
our mission is to advance the personal and professional
development of each other, and to empower our clients to

achieve their goals.
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Core Values

Our core values outline guiding principles that support our mission as a
company.

Relationships

Strong business relationships are the foundation of an exceptional service experience. We take
every opportunity to understand our clients’ businesses and missions, as well as our consultants’
skills, goals and interests. This insight enables us to build trust, tailor our services and deliver
superior outcomes. Building relationships also allows us to tap into the varied talents, perspectives
and insights of a diverse workforce and client base. We harness this collective diversity to solve our
clients’ challenges and advance our consultants’ career goals.

Commitment

Our commitment to meeting our customers’ and consultants’ expectations is the foundation for
building trust in our business relationships. Simply put, we foster an environment that demands
integrity and accountability for results. To ensure our clients and our consultants know exactly what
they can expect from us, we make it our mission to hire smart, honest and hardworking individuals
who possess a great deal of pride in setting the bar high and keeping their word.

Open Communication

It is our goal to continually enhance the service experience we provide to our clients and
consultants. To achieve that end, we believe in giving and receiving direct, honest feedback on
areas of improvement and opportunities for growth. This open communication model enables

us to help each other develop professionally. It also allows us to forge strong client and consultant
relationships that deliver superior business outcomes.

Serving Others

We've created a "whatever it takes” attitude among our team by respecting people who do the right
thing, especially when that means prioritizing the needs of others ahead of their own interests.

By finding meaning and purpose in leading through meeting the needs of our teammates, clients
and consultants, we experience the highest levels of engagement and satisfaction across all of our
relationships.



23 \ BRAND POSITIONING
Brand Promise

A brand is a promise to our customers that we can deliver for all time.

Businesses are challenged to stay ahead of the latest trends and competitive
developments, while building a responsive and agile IT capability to support growth.

Our extensive, real-world know-how enables us to provide practical perspectives on
what works, what doesn’t—and what'’s possible in IT. We harness our insights to help
our clients do work better, faster and more cost-effectively, using whatever delivery
models make sense for them.

With the largest global network of credentialed IT professionals, proven human capital
management expertise and IT services built from real-world experience, we move our
clients ahead at the pace of change.

We are TEKsystems. Our people make IT possible.
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Brand Message

Our brand clarifies who we are, what we do, how we do it, and why clients should
trust us with their business.

Who we are

TEKsystems helps organizations achieve their IT and business goals.

What we do

TEKsystems provides:
1 IT Staffing Solutions
2 IT Talent Management Expertise

3 IT Services

How we do it

We deliver our services by seeking first to understand what our clients need,
custom-building a service solution and delivering it through whatever model
makes the most sense.



25 | BRAND POSITIONING
Brand Message

Why TEKsystems

= What you need, the way you want IT
As you embark upon your IT initiatives, we free you from owning resources, workflows, functions
or complexity that you don’t want or need to manage. We work with you to assess your business
targets and requirements in terms of people, projects and work functions. Then we fill in
where you need us. Whether you require staff augmentation, training, project-based services
or full-scale outsourcing, we have the experience and know-how to deliver. Since we meet you
wherever you're at along your journey, we can also help you define, mature and optimize how
and where IT work gets done.

= Proven solutions based on practical, real-world insight
We partner with more than 6,000 clients every year. And we speak with over 100,000 IT
professionals every week. Our connections into the IT workforce provide us with a real-world
pulse on what's going on in IT, what's working and who does IT best. We leverage our
perspective to construct practical IT services that not only work in theory but where it matters
most—in practice. Our methodologies are supported through formal quality management
programs to ensure consistent governance, enable us to keep pace with emerging trends and
integrate a continuous flow of lessons learned.

= |T talent management expertise
Through hundreds of thousands of daily interactions and careful IT workforce research,
we possess an unparalleled understanding of the IT professional. This insight forms a solid
foundation for our full range of services. By helping our clients attract, develop and retain
great IT people, we empower them to achieve their business targets better, faster and more
cost-effectively. Our investment into healthy IT talent management practices also fosters
truly renewable capabilities within our client organizations. With teams of great people working
together, our clients are more prepared to respond to the latest trends in IT.

= The biggest IT network
We are connected to an unparalleled global network of credentialed IT experts, enabling us to
quickly assemble teams across a wide range of IT skills. We maintain relationships with 81%
of the IT workforce and continuously build upon that number. Throughout a given week, our
2,200 IT recruiting experts in 100 locations worldwide work with local IT talent. Additionally,
our centralized recruiting centers in the U.S. and India are constantly building talent pipelines
of IT professionals who possess hot and emerging skill sets. This reach, in tandem with our
proprietary Staffing Quality Process®, enables us to find the talent you need in each local
market—and ensures they are the best suited to accomplish the job at hand.

= A partner in the trenches with you
We are personally committed to what we do, finding meaning and purpose in our ability to help
our clients and consultants achieve their goals. Whether we’'re providing one IT professional to
support a minor initiative or managing a full-scale IT program with a significant scope, budget
and timeline, we operate as a genuine partner with our clients. Throughout every engagement we
lead and support, you can count on our personal commitment to work in your best interests and
seek ways to add real business value. Relationships built on trust are everything to us—we will
always do what we say we will and stand by our results.



26 ! BRAND POSITIONING
Our Suite of Services

IT Staffing Solutions

Businesses must stay ahead of the latest trends and competitive developments, while
simultaneously building the IT capabilities required to do so. Technology alone is not a competitive
advantage since everyone has access to the same tools. Your advantage depends on how you apply
technology — who does it and how quickly you can enable their success. With over 100 locations
globally, an unparalleled network of IT professionals and our proprietary Staffing Quality Process®,
our IT staffing solutions help clients quickly assemble high performance teams and stay ahead of
the latest developments in IT.

IT Talent Management Expertise

The success of any initiative hinges on the quality of the people driving it. In fact, people are the
most strategic and variable component to a successful business equation. They are also an
organization’s only renewable asset. Through our primary research and high touch business model,
we help clients to invest appropriately where the rubber meets the road. Our talent management
expertise ensures they attract, develop and retain the best T professionals required to achieve their
business targets better, faster and more cost-effectively.

IT Services

Every year we partner with more than 6,000 clients. Every week we speak with over 100,000 IT
professionals. Our connections with the IT workforce provide us with a real-world pulse on what
waorks, how to get IT done and who does IT best. We leverage our unique perspective within our
clients’ organizations and our massive TEKsystems network to design proven IT services that
not only work in theory, but where it matters most—in practice. What's more, our quality delivery
processes are defined and repeatable so clients can count on us to deliver expected results time
and again.
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Our Logo Defined

Our logo visually captures the essence of our brand.

YTEKs serrs

Our people make IT possible.

Typography
Emphasis is placed on the “T E K" to showcase our strength and stability.
To modernize the overall look, “"systems” is set in a slim, sleek font.

Mark

Our mark was inspired by the core elements that make us who we are.

The triangle concept represents a business model which beckons back to our earliest years as a
company, in which our primary business model consisted of a single account manager supported
by two recruiters (“the triangle”). The goal of every triangle was to grow business to the point
where the recruiters could be promoted to account managers, handling their own share of territory.
We wanted to have this part of our past represented in our mark as it speaks to our core value of

serving others as well as our passion and commitment to growth.

The three sides to the triangle take on two meanings. One is that these sides stand for the three
main areas of business in which we operate: IT staffing solutions, IT talent management and IT
services—staffing being our core competency. The three sides also represent our three-pronged
strategy spanning clients, operations and people. Since the people facet of our strategy is our most
emphasized, it is brightened with an orange color.

Another differentiating feature is that the mark is made to look like it has flexibility and motion—
an image that represents our commitment to adapting with market trends, while we outpace our
competition to remain the most dominant leader in the industry.



28 | BRAND POSITIONING

Our Tagline Defined

Our tagline summarizes our brand promise in a single thought or concept.

Our people make IT possible.

Our tagline serves three main purposes:

It ties our clients’ IT goals to what we do best—provide the right people required for the job
at hand. Whether we are selling our staffing solutions or our Global Services, our ability to

1 find and deploy the best IT professionals, when, where and how our clients need them, really
sets us apart.
2 It emphasizes our philosophy and core belief that great people are the key requirement to

deliver great results and achieve the most ambitious possibilities.

It broadens TEKsystems' definition of “our people” to include our consultant population of IT
professionals. These consultants help our clients achieve their IT and business goals every

3 day. By associating our brand to what they do, we reap the benefit of becoming more closely
associated to the tangible value they produce.
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About Us

Approved Statements

109 words (standard)

People are at the heart of every successful business initiative. At TEKsystems, we understand
people. Annually, we deploy 80,000 IT professionals at 6,000 client sites across North America,
Europe and Asia. Our deep insights into human capital management enable us to help our
clients achieve their business goals—while optimizing their IT workforce strategies. We provide
IT staffing solutions, IT talent management expertise and IT services. Through our range of
quality-focused delivery models, we meet our clients where they are and take them where they
want to go, the way they want to get there.

19 words

We make it easier to get IT done—deploying the right people, the right way—to achieve business
targets.

26 words

We supply our clients with the services they need, the people they want and the talent management
advice required to optimize how IT work gets done.

46 words

Our people make IT possible. Whether we provide one specialized IT consultant through a staffing
solution, offer advice on optimal IT workforce strategies or manage a fully outsourced solution,
our ability to provide the absolute best IT professionals for the job enables us to get IT done.

60 words

To move you ahead, we bring together an unparalleled network of credentialed IT professionals,
line-level insights into how IT gets done and demonstrated methods to optimize business’ most
variable and only renewable asset: human capital. Our IT solutions are no-nonsense, delivered
through teams of proven talent and based on real-world experience with what works where it
matters most—in practice.

67 words

Since great people are at the heart of every successful business initiative, our unmatched
relationships with the best IT professionals provide a strong foundation for our full suite of services.
We offer IT staffing solutions, IT talent management expertise and IT applications, infrastructure
and education services. Each service is scalable, meaning we meet our clients where they're at
today and take them where they want to go.
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About Us

153 words

Through the thousands of client IT initiatives we support globally, our daily interactions with local
IT labor markets and our proprietary research on the state of the IT workforce, we possess a deep
and practical understanding of what works, what doesn’t and what's possible in IT. We harness
this understanding to supply our clients with the people they need and the human capital advice
required to optimize how work gets done. Based on what we've seen work consistently in practice,
we also offer a range of select IT services spanning applications, infrastructure and education
needs. By customizing and calibrating our service delivery models, we free our clients from
owning resources, workflows, functions or complexity that they don't want or need to manage.
Additionally, by ensuring every TEKsystems professional is the absolute best suited for the job

at hand, we empower our clients to achieve their business targets better, faster and more
cost-effectively.
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Verbal Language

Verbal language refers to writing style and tone of voice. All written and
audio communications should be clear, honest and person-to-person—
using “we” and "you" instead of “TEKsystems"” and “clients” where possible.
Messaging should be to the point, while the tone of voice should be energetic,
confident and highly focused in compelling the target audience to learn how
we help them meet their goals. To underscore our trustworthiness, language
should be real, not fancy or stylized. To reflect our credibility in delivering
solutions that really work, our language should be smart and precise.
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Brand Voice

Key qualities of our writing include:

= Communicating in a succinct, direct and authoritative manner.

= Using a client-centric tone that demonstrates understanding of our audience's needs
and emphasizes benefits rather than features of our services.

= Being honest and personal, using words like “we” and “"you” instead of “TEKsystems”
and “clients”.

= Not marketing our organization through hype and overstated claims.

= Backing up statements and claims with proof through our experiences and processes.

= Writing on a level that people understand and relate to. Big words do not make writing
more intelligent.

= Maintaining a businesslike tone when using humor.

= Avoiding language that implies bias in the areas of race, ethnic origin, gender, sexual
orientation, physical attributes, disability or age.

For details regarding TEKsystems' writing style and examples of common editorial mistakes and
inconsistencies, please see the TEKsystems Writing Style Guide. Based primarily on guidance

from the Associated Press (AP) Stylebook (www.apstylebook.com), the TEKsystems Writing Style
Guide is the organization-wide reference for all editorial style matters. It should be used to maintain
consistency in all internal and external messaging.

For issues not covered in the TEKsystems Style Guide, please consult the AP Stylebook or the
following supplementary resources:

= Webster's New World College Dictionary (www.merriam-webster.com): searchable
database covering general word usage, definitions, capitalization and spelling

= Gartner IT Glossary (www.gartner.com/technology/it-glossary): searchable database of IT
terms, acronyms and definitions

Keep in mind that word usage, style and even spelling change with the times. TEKsystems' style
will continue to evolve, and changes will be reflected in addenda to our guides.
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Approved Logo

Primary Logo Usage

The most visible representation of brand identity is our logo. The primary logo
Is the official brand mark of TEKsystems and should be used in all cases.

Approved Logo

VTEKs siens

Our people make IT possible.

Anatomy of a logo

registered
brandmark logotype mark

m

VTEKs siems

Our people make IT possible.

I I
l

tagline
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Approved Logo

Primary Logo Usage

Always use the approved and unaltered version of the logo.

Do not recreate, reconfigure, redraw or redesign the logo or its elements in \JTEK Stemse
any way. Do not surround the logo with any containing shape or add elements B
such as drop shadows, halos or any other graphic devices. Never enclose the logo within
a shape, pattern or photograph

YTEKs/Gens:

ur people make IT possible.

7
Never place a border or any
¥ other decorative elements
around the logo

Our people make IT possible. TE

vsterns

TEwstemS

Never alter the alignment of the
horizontal logo elements.

YTEKs sems v

Never alter the size relationship
of the logo elements.

What setsYTE
is our dema
people.

terrs' apart
for dedlcated

Never use the logotype in text.

VYTEKL sters:

Our people make IT possible.

YTEKS siems:

Our people make T possib.

Never scale/distort the logo
either horizontally or vertically.
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Approved Logo

Minimum Clear Space

All logos should be surrounded by a minimum amount of clear space.
Keeping this area free from other text or graphic elements above,
below and on both sides of the logo ensures that it does not appear
crowded. The space from the top of the logo “mark” to the bottom of
the arm of the “T" determines minimum clear space on all sides.

\‘XTEKsystems

Our people make IT possible.

T

X = space from the top of the logo “mark” to bottom of the “T's” arm = clear space

TEKs,stens

X = space from the top of the logo “mark” to bottom of the arm of the “T" = clear space
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Approved Logo

Minimum Size

In this version, the brand mark has more white space between the
three pieces that create the triangle to ensure legibility at small sizes.
The minimum reproduction sizes are the smallest acceptable sizes allowed.

\JTEKsystemSG'

Our people make IT posszble
\ |

1.75 inch minimum width

YTEKs/sters:
| |
|

1.75 inch minimum width

Please Note:

The ® mark has been made larger compared to the rest of the logo to ensure legibility at small sizes.
This mark may be removed for certain reproduction purposes, i.e. apparel embroidery.
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Approved Logo

Max Size

There is no fixed maximum size for the logo. Instead, size should relate
to the dimensions of the page. Generally, if a page is broken into a grid of
thirds, the logo should not exceed one grid unit in either direction.

1/3of
height

..................................................

1/ 3 of width

................................




36 | BRAND VISUAL ELEMENTS

pproved Logo

Logo and Tagline Usage

A tagline is typically a short, dramatic phrase or sentence that captures a
brand’s benefit and often its mission.

The TEKsystems tagline speaks to how we see ourselves and the value we provide to our
customers. Our tagline can be used with and without our logo, in the approved formats and color
variations shown below and on the following page.

N«

EKs/serms

Our people make IT possible.

For use on white backgrounds

g
VTEKs stems

Our people make IT possible.

For use on dark colored backgrounds
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Approved Logo

Tagline-Only Formats

Our people make IT possible.

For use on white backgrounds

Our people make IT possible.

For use on dark colored backgrounds
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Approved Logo

Sub-Brand Logos and Usage

These logos identify the TEKsystems sub-brand.

Typeface, color, positioning and relationship to “TEKsystems"” can not be altered for any reason.

YTEKssems  YTEKs/siers

Global Services Healthcare Services

YTEKs senrs  VYTEKs siems

Montreal Solution Centre Government Services

VTEKs sens

Education Services
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Approved Logo

Co-Brand Guidelines

A co-brand may only be attached to the primary TEKsystems logo;
NEVER attach it to a secondary or sub-brand logo.

TEKsystems logo should q
always appear on the left of | I EK y .
the co-brand logo, separated S Ste | S

by a vertical line. Our people make IT possible. AERDTEK

.

Vertical line is centered
between the logo and co-brand
logo and must always be gray
(40% black).

Vertical line and the height
I EKS\/StemSQQ | of the logo should not extend
° above or below the height of
Our people make IT possible. AERDTEK

the TEKsystems logo.

Clear space between logo, line
and logo is equal to the full width
of the capital “brand mark.”
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Approved Logo

Co-Brand Examples
Each co-brand maintains its reproduction guidelines and should be used in
full compliance with them.

Please refer to the guidelines published by each company for specifics such as color breakdowns,
size requirements, etc.

YTEKssems  AELGIS

Our people make IT possible. CROUP

YTEKs/siems

Our people make IT possible.

\JTEKsystemS 5:_thingamajob®

Our people make IT possible.

Please Note:

There is no fixed width for co-brand icons. Each icon should be sized to roughly equal the TEKsystems logo
in surface area. Shorter logos (such as thingamajob.com) will be wider, and taller logos (such as Major,
Lindsey & Africa) will be narrower.
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Approved Logo

Logo and Color

Importance of consistency:

The use of PMS 296 in the logo, when available, is an important element to
reinforce the overall brand identity. When the logo is placed on a colored
background, it must have sufficient contrast for clear legibility.

YTEKs sems

Our people make IT possible.

Spot color logo: Brvs29s [ PMs 7461 PMS 144

YTEKs sems

Our people make IT possible.

Spot color logo: [l 100% Black [ 60% Black 33% Black

YTEKs serrs

Our people make IT possible.

Il 100% Black

Flat black logo:

YTEKs siems

Our people make IT possible.

Reverse logo: All elements must be white, also referred to as "KO”
(knocked-out or reversed). Gray box is for demonstration purposes only.
Do not enclose logo in a color field or box.

¥

“YTE

\VStermns
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Approved Logo

Suggested Logo Color Usage

When placing the logo on solid background, adhere by the following guidelines.

DO DO NOT

YTEKs sems

YTEKs,stems

YTEKs sems
YTEKs/sems

YTEKs sierrs

YTEKs,stems

YTEKs,stems

YTEKs sierrs
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Color Palette

Color Overview

cyan

Color is used in many different media. Different media, however,
use different systems for specifying color.

This style guide provides specifications for the three most commonly used systems: spot colors
(PMS), four-color process (CMYK), and RGB and Hexadecimal codes. Using the appropriate color
system will ensure that TEKsystems colors are consistent across all media.

Spot Colors (PMS)

Colors created without screens or dots, such as those found in the
Pantone Matching System® (PMS), are referred to as spot or solid
colors. Each color in the system has a unique name or number.
Spot colors are commonly used in corporate logos, identity
programs and in materials printed with one, two or three colors

PANTONE® .
296 C (such as business cards and letterheads).

Four-Color Process (CMYK)

This color system is referred to as CMYK, four-color process, 4 / C process or even just “process.”
To reproduce a color image, a file is separated into four different color inks: Cyan (C), Magenta (M),
Yellow (Y) and Black (K). When a printing press imprints one ink over the next onto paper,

the original image is recreated (see below). When four-color process printing is used to reproduce
photographs, design elements such as type and graphics can be created out of process colors
instead of spot colors. Four-color process is typically used for printing more complex materials,
such as brochures, posters, flyers, etc.

magenta yellow black

—

RGB and Hexadecimal Codes

RGB stands for “Red Green Blue,” a color system commonly used on computers. Each color

is described by the strength of its red, green and blue components. This color space directly
translates to the red, green and blue phosphors used in computer monitors. The RGB color
space has a very large gamut, meaning it can reproduce a very wide range of colors. Utilize the
RGB values when specifying colors for websites, emails, video, PowerPoint presentations —
basically anything viewed on a monitor. When used in HTML code, RGB values are converted into
"hex codes” that are comprised of a combination of numbers and letters, such as #021A32

(as seen on next page).
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Color Palette

PMS, CMYK, RGB and Hexadecimal Chart

In order to maintain brand consistency, there are established primary and
secondary palettes. Never substitute different colors for the brand colors.

Primary Color Palette

Dark Blue Light Orange Medium Blue Dark Gray
SPOT COLOR (Print) [ PMS 296 C PMS 144 C PMS 7461 C PMS Cool Gray 11 C
deoLeRFROCESS | 100/45/0/70 0/50/100/0 80/30/0/0 0/0/0/70
RGB(R/G/B)I: 2/26/50 248/151/29 1/148/211 113/112/115
HEX CODE (WEB) [ #021a32 #f8971d #0095d3 #666666

Secondary Color Palette

Teal Blue Light Blue  Silver Gray Med. Gray Lite Gray Med. Orange Med. Green Lite Green

sPoTcoLoR | PMS634C PMS291C  PMS8770r PMS428C PMSCool ~ PMS718C  PMS376C  PMS382C
(Print | cG7C Gray 2 C
C 100 C35 co Co co co C 50 C30
SCOLR | Mg M5 MO MO MO M 60 MO MO
Prind | Y10 Yo Yo Yo Yo Y 100 Y100 Y100
| K40 KO K 40 K 20 K10 K10 KO KO
o | RO R 164 R173 R 207 R 230 R 223 R 141 R193
s | G118 6215 G175 6212 G 231 G 125 G 198 G216
| B2 B 244 B 178 B 214 B 232 B 28 B 63 B 47
e | #O07698  Hadd7ia  #999 fHece HebeTe8  #dfrdlc  #8dcs3f  #elds2l
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Color Palette

Color Usage

Primary Color Palette

0] o o
EREE
DX <
~ N
_EmD:tDt
>
>—
DD_\
Lo
<
>
~
o
o
(@)

4l >

Secondary Color Palette

0] o w
302X
= <t NS
moom X <
Q\O\g
T o
4]
LS —*
o >
~
o
=
~
o
o
(@)

did !>
SNERRE>

L OO o
(@)} —
cS X~
°I3%
O =
DU)C):n:
=N
o >
=
o
=
~
o
(@]
>0 O O
Ped 8
O N X 3¢
~ —
EQS
== >
80_\
s o
>
~
o
(@]

0o x
)
= — X
=]
S *
hel
mgo
= ™
>
~
o
s
(@]
c o %=
820< 3
o O
O D> —
G
) O 3
EEF
20 >
8 ~
o
>
=
~
o
Irs]
(@]

>
TOR3
Co— NS

O — X 3¢

X >~
C O oo
o &

n o>
6\
OD
o=
) ~
> o
oo
Note

Keep color selections
simple. Use as few colors
as possible on the same
page.

When using colored text
on a colored field, make
sure the two colors
contrast enough to
produce legibility.

White text on color is
always a safe option.
The chart above shows
recommended color
combinations.
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Typography

Corporate Typefaces

The TEKsys DIN family has been designated as the main TEKsystems
corporate typeface for all communications materials.

TEKsys DIN-Light

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opgrstuvwxyz1234567890~1@#$% &*()_+H{:"?,. /"

TEKsys DIN-Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opgrstuvwxyz1234567890~!@#$%"&*()_+}H{:"?,./ ’;

TEKsys DIN-Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~!@#$%" &*()_+}{:"2,./ ’;

TEKsys DIN-Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~!@#$%*&*() _+}{:"2../";

TEKsys DIN-Black

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~!@#$%"&*() _+}{:"2../";
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Typogrophv

Corporate Typefaces

Various typefaces make up the logo and tagline. These font families can also
be used in communications as headlines and callouts, leaving TEK DIN as
the main body text.

Helvetica Neue LT Pro (“TE"” font (75 Bold))

ABCDEFGHIUKLMNOPQRSTUVWXY Zabcdefghijklmn
opgrstuvwxyz1234567890~1@#$% & ()_+}{:"?,. / ’;

Gill Sans MT Standard (“K" font (Bold))

ABCDEFGHIJKLMNOPQRSTUVWXY Zabcdefghijkimn
opgrstuvwxyz | 234567890~ @#$% &) _+}{"%. /1 ;

Code Pro Family (“systems” font)

ABCDEFGHIJKLMNOPQRSTUVWXYZABCDEFGHIJKLMN
OPQRSTUVWXYZ1234567890~1@#$%&*()_+}|{:"?.. / *;

The Mix (tagline font)

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~ 1 @#$%"&*()_+}|{:"?,./;

Typography Breakdown
Helvetica Neue LT Pro Gill Sans MT Standard
75 Botd Botd

Code Pro Light LC (1pt stroke)
Regu ar

J TEKsystemS

Our people make IT possible.

The Mix
B5 Plain ltalic
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Typography

Electronic Use

Arial has been selected as the replacement for TEKsys DIN for use in all electronic mediums
(Microsoft Word, Excel and PowerPoint documents, Web, email, etc.). This ensures that text will load
and preview properly for all users who may not have TEKsys DIN, the primary brand font, available
on their computer.

When setting very long pages of running text (such as legal copy) at smaller type sizes (i.e., nine
points or less), setting the text in Georgia will increase readability.

Arial (for electronic communications only)

ABCDEFGHIJKLMNOPQRSTUVWXY Zabcdefghijklmn
opgrstuvwxyz1234567890~1@#3$%"&*()_+}{:"?,. / ’;

Trebuchet (for website headline use only)

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~!@#S%"&*()_+}1{:"?,. / ’;

Georgia (for long passages of running text only, nine point or smaller)

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmn
opqrstuvwxyz1234567890~!'@#$% " &*()_+}[{:"?,. / ’;
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Approved Images

TEKsystems Visual Language

Visual language refers to the look and feel of all the materials created for branding and
communications purposes. The TEKsystems brand is built on the promise of making clients’

IT and business goals possible. Therefore, the visual representation of the brand should capture
both the “dream” or “idea” of a goal, as well as the actualization and realization of it. We pair clever
copy with non-literal imagery to engage our viewer to make a conceptual connection. Given our
practical, straight-forward positioning, imagery should be clear and in focus. Where appropriate,
real photography should be used rather than cartoon animations. Since we operate within the

IT industry where the pace of change is very fast, special care should also be taken to ensure
images reflect modern rather than dated situations.
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Approved Images

@ o

Mix media to create custom images.

“'“" B

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

o s

To request approved images contact the Marketing Design Manager,
Regan Weldy, at rweldy@teksystems.com.
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Approved Images

& oo

Use industry specific imagery when necessary.

,

V-

Be metaphorical when the topic is more general.

S —

To request approved images contact the Marketing Design Manager,
Regan Weldy, at rweldy@teksystems.com.
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Approved Images

Do not use images that crop too Do not use images that are Avoid images of hands in action;
closely to one's face taken at an unflattering angle use people in action

Try to use images that show
diversity in the workforce

Do not use cliché technology imagery or abstract backgrounds.

Clichied technology images
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Corporate Stationery

Electronic

Letterhead

Use only the TEKsystems approved stationery for external communication.
To download the electronic letterhead template, visit the Marketing Home
Page on the Loop and click Logos & Branded Templates.

TEKs/siems o
Suite 000

Ay 5 (a0

0 (O S T

DOOODOSD0] ¢

TiExpiler oom

Chuar people make IT posaible.
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Corporate Stationery

Print

Letterhead and Envelope

Use only the TEKsystems approved stationery for external communication.

YTEKs/sems

First M. Last | postion Title

Address Line 1
Suite 000

City, ST 00000
000.000.00000 T
000.000.0000 F
TEKsystems.com

Letterhead

YTEKs/semns

Street Address | Suite 000
City, ST 00000

Our people make IT possible.

|

Standard #10 Envelope

Our people make IT possible.
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Corporate Stationery

Word Documents

Fax Cover Sheet Template

Use only the TEKsystems approved stationery for external communication.
To download the fax cover sheet template, visit the Marketing Home Page
on the Loop and click Logos & Branded Templates.

YTEKssiems

[ T—— Fax Cover

Send 1o Aecigeenia. Mams Hem From Your Mame Hone
Tigls Racsants Tills Hare Title Timit Titha Hars
Fax Recipanis Fax Here Fax Yout Fax Here
Fhonn Hocgsmin Phone Haro Phons Your Phons Haees
Email Rcgmnt Emad Hers Ermail Your Email Hare

Total Pages (including cover shaet): ##
O urgent [ Far Your Review [0 Reply ASAP [ Please Comment

Comments

Lomen ipsum dolor s amed. consecielus! aapiscing ol [orec comecthetuer
Mancenis of dui Diones megus ko, aliguam vl vanus gus, volulpal 8, una
WrATs failo g gravidn vise. shiuam wel, talagus sgel. mi Meuns mals
puns-ol vebt. Elam fauchus dictum pede. in leagis! monc o metos. Donec mattis.
TP 2 hedegdil porsa, dober guam isculis sln, vites graveda nisl massa o dam
Palaniesque wise lgins rec leites nledersd Fingdla Lot ipsam dotor st amel
consecieluer adpiscing alt. Dulygue |d ipsem sdpisting dul consaquat dapsbus
Sunpeecians potend. AhZuET MEia Ui, Posotes placeral, mafin UL ERbique su
wink Sed anis magrs. Fingils L. che Hon, diclumey. som, Do conssgust e8]
it nisl, Adquam uf erns ron Bguls consecislusr egesias Promn phamtra, iiem s
amnl volAsa Haligua. reus milath Frgke odo, B 0oNgUE RalD Mmagna u
pune. Phaseius maiesuada raus o wasl consacietunr ada



44 | APPLICATION TEMPLATES
Corporate Stationery

Word Documents

Consultant Resume Template

Use only the TEKsystems approved stationery for external communication.
To download the consultant resume template, visit the Marketing Home
Page on the Loop and click Logos & Branded Templates.

d

O e

Professional Summary

Technkcal Skills

Education

Consultant's Mame
e R L 1 il £ )
Ofce Addree Lins J 88 Q00 DO0 T

Gty bate [y S OO oo

Summary of echricsl wkile aret prars in 17, siong wih by sccomgishmants
Eringhou th Carmaisnts canmer

" Echwar - Softeene ackages Hat yos Ravn e frained on of S

R IOD (% DRl DO
[ - [

* Operaing Syser = Dpsiling Myslen UNLEeS 01 fravous proedt
®  Catawey - Dotsoass sy
" Harswes = sef-arplinstory

At = e Tl . i

= Progeet Maragemant Torm - wsl-aup

g — Promc . ke of irmned
1 008 PRIt goaian

= Peject Hgpdaftih = propcl Sghigive, duls. ind Bicompialmeen

Torrwrcad @rsroraTedy [devaiopenan|

and releted

*  Tinng Course [l periin 10 T ieguirain

= Babwol, Degres. Duie. Honom

Page 1

e vk st Consultant's Mame
Cfipe Aparwes Line | il 00 ) b

O Adcreae Lins § 888 D00 DO0G T

Gty bate [y S OO oo

hchiswamants |opdional)

Prolywnans Faghigit that wokd be relatrew b e iparsmaT Gos
Trarong blagasne A o Traring Escalancs of Fivs-rme A wrnmi
“For aanabenca = 17 N e AT

Lizeirms iemim diokes’ el el DOPRCiNtn BEM{aBOng #BL o Ok SO
FRL AT BRI U rest Tol0ng AT BT BB eTiumat L e
AT ] R VT, dueh Sobiral mubtt] [0en ulirhtoniee Rt
i re G SRR £ B DOMITOSG DO T mulem vl sum i
Bakat 1 Basnddeerl in vulputate el e mokmbe conbedqual, vl Burs delen
i el FLTe BOBSA B VB0 BITG Bl SUTUSTASN 1 AN odel

Lisve frmarT) 0k il el COvriacintons adh{racssyg nil, secd Chitr SOMISITY
repil pmmcd recium Ut aorest dolore magna slauar el esiopal U we
BT ] PRGN VST Ul SErao maeT) L uRROore musse]
iepearbn il i S 6 B cormody Tonsagual Dum stem vl mum s
dotat in Baredtert if VUACUSINS el tae ke conbequal. vl Bem ookons
1 BT PURE TICIES ] V10 108 SOCUITIN B REN0 0K DTARRIM Gus
et prinnt Liptitsm £l Oelerd augus dus dciors Ie lugst nuls
(L)

Libee i okt 1 el ConbEChItsne Webisbonng 0. 308 e AomEsTY
TG TG SN L SRt (olons mAgRS W el wnicinat LN wes
T ] (TRAT VBT, Gt oo maeee] ten GRRMEORe S

B0 Mol ol SR £ BB COMMOSS CINSSIE D Setemn el um wuie
dolst in Banxieer in vuotne il Sies Fokeilia conequat. vl Bum dakorn
e el SuRn RGN 01 VD #100 WL BCCLATARN B RARD O DROFRERIT K
il prsaianrd Laptartn £ dedend sugum s diions be eupsE nuls

T i

L ifpuott okl 6l el cormibetiton isfansing SiL s thien Aotusery
TEbE TR T f Laorea el magng s eral wniipal LT wne
il ] st Ve, Gu Aol s INSon ShRTICOe Rl
T8 A B B B COPITIOE DONBRGUET T Bulem val #um Hiie
oot i Barxioaril i viAulate el ses ol contequal, wi llum dslere
o ugial Sue TACiES M1 VYD S108 ol SCOHTRN wl RAlD o0 Dfsam o
Harchl prasssnd Lipfwtam v delend sgus duls deions s feaget nuls
o)

e

Page 2
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Corporate Stationery

Word Documents

Memorandum Template

Use only the TEKsystems approved stationery for external communication.
To download the memorandum template, visit the Marketing Home Page

on the Loop and click Logos & Branded Templates.

YTEK: seme

e pri i sl Memorandum

Ta Fenribint MAma Farn
From Yo Name Hero

[ SEIARY b HE
RE Progect Anfsranos

Lt ipiurm dalse il aed. Eonasciatunt Adpinsig o Denac esusciniuer. Mancsein Ut d. Do naqus e
alguam vel varim quis. volipa! ok uma Vivemus usto sguln grvida vine, alicuae vel. ristgue eget, m
‘aims meoilis purus el v Elism laicbus deckam pede. In gt nuno @ metus. Dones mens, ums ec hendeeril
i, dolor guam mcuin ol nlen graveds sl masn no diarmn, Pelanieagon wWing Sgun nec leciun oleling
tringilta. Lorem ipsum dolor 5t el consecistuer adiphceg ol Cusque | esum adiphcing d. consegual
dopbus. Siapendiss potant, ASUDM MASES WD, POSLERT BRceML, malsy UL, hifgas v, witl Sed sl
ragn, Irngis o, et Aen, Selimed, s Donac sorsaqual o @l fel, Aldquinm Ul are non ol
comseciatunr spaslss. Pman phantn, \omem s sl voluipat stiows, fses maurs ingila odio, sed congos
R MAGNS i (ufus. Phassius malosunda e in wis ooneschstuer adps

Hulie cenang w0l o ciam,. Fuspondise poienD, Vivamus o1l sapien, omary uiices, sebaculs a0, posta v, oo
Clmes apisnt med sooosgu st Bers nimuse pad Commapil noalrs, pes is2epien hymenascs. Assenn s lgula i
Aiagni voninals sbemailun. Deabde sl seen. Paapend nooumimy graveis aton Fusos rec mml. Pross wlacula
Sula plamemium dism. imeger plemoonper slinckes with Suscandase emanhan phamtr smet o wnil Oonec
fingdls wma roeommy reges T adypeong dkm
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Business Cards

Approved Business Card Formats

Use only the TEKsystems approved business card format for external interactions.

Front: Address with two lines

-
YTEKs/sems

(o000 First M. Last
by =ml= :'I' Pouibion Tiike

Pasition Titde Opikanal

BN (000000
Addriria with 1 N it Etekiyplamcem
ity 5T (0000 THEEsyviremEm

Our people make IT possible,

QEK%temS IF Staffig Sohitioers | (T Tabent Management | 1T Servi

BRRE000T T First
BO0000.0000

50000000 o w
Addresi mith ¥ I

Suite 050 Tantlehayemomm
Chy, 5T 00020 HiEsyvlerm.isem

Front: Address with three lines
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Email Signature

Use only the TEKsystems approved email signature for external communication.
To download the approved format, visit Logos, Branding & Signatures on
Strivenet and click on Email Signature Guide.

Employee Name | Employee Title

T 000.000.0000 | M 000.000.0000 | name@ TEKsystems.com
888.000.0000 ' F 000.000.0000 | www.TEKsystems.com
Street Address, Suite #000, City, ST 00000

YTEKs stens
0009
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Presentations

Generic Power Point Presentation

Use only the TEKsystems approved PowerPoint template for external
presentations. To download the approved format, visit the TEKsystems
PowerPoint Presentations Gallery on the Loop.

Generic Presentation Cover Slide Generic Presentation Bulleted Copy Slide
I Titie Cogy TEKs e
= Bute Copy
+ Hulel Sy
= Butkel Cogy
+ Bulel Cagy

Presentation Title Copy

St Copy

v

I Titte Gogy ITEK: s

e e

Divider Title Copy

iriane &t Copy

LH LH

Generic Presentation Body Copy Slide Generic Presentation Divider Slide
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Presentations

Standard Proposal

Use only the TEKsystems approved proposal template for external
communication. To download the approved format, visit the Marketing
Home Page on the Loop and click Proposals, click Standard Proposal.

I [y - STEM e

I Warne of Propossl ATEK =0

[Prospoct Mama|

TEEsystems’ Summary of Services
[Proposal Title] ) -

TGy ey wisk i | s i s sl vl et [ vl sl
- ¢ ipaciahiar 8 prang 7 don— gy

[Ewa Dustar]

[Apcount LManager]

[AM Pastion] Providing the right
penple for the job

Aderaw -l amprtest e Y _—

City, Samis Ty

F= [AM O Prasna]

12 | Al Gt Phna | I im0 Froposal GTE:=ore

Ermast LAM Frmad]

Opterizing haw The clisnt stirscts
#rerlopa and retaion their propie

Taesg sswnnrship al
L vl petple poffarm

bt ol s e

Mgmagenen Ravaery Focus
] mm vy s TH g copoms v o e e

gt ol oo wie el ooy =

inpieyn by amd 1V







