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Brand Elements.

What's in a look?2

We all know it's  competifive world out there for law firms. Our clients
(cumrent and potential) are being extremely careful where they spend
limited resources. Formalized RFPs are quickly becoming the nom. And
our clients are constantly torgeted with advertising and marketing
messages from law firms wanting their business.

Ultimately, being great lawyers and providing decision-makers with on
outstanding ciient experience wil help us win and keep business. But
first impressions do matter. In this environment, we must make the most
of every opportunity fo showcase our corporate identity consistently
and correctly.

Color palette

Typography ... The “look" that we unveiled with our 2015 name change is clean,

Imagery modem and professional - with a dash of creativity. That's the image

we want fo project.

8randed Materials ‘

Al AL From adverfising and promotional items, to proposais and routine
e 3 % conespondence, we want our look 1o consistently reflect the high

Tempiates & SAMPIEs  .....cvvunssscississssn b2 quality of the services fhat we provide. There are literally hundreds of

Word choiCes ... e Y items that feature our logo and reflect our personality - and there is @

comect woy fo produce every one of them.

Everywhere you look, we want to see Constangy af its besil

“Create your own visual style... let it be unique for

2022 Style Guide - Updated Gl o cun i e

(How Our Stuff Should Look) -~

\/ The logo shoukd ook fie this:

,»\ CONSTANGY
BROOKS, SMITH &
\Z PROPHETE e

XK oontcopit

X We all have colors that don't look good on us:

2.] Logo Standard Use

Our logo is one cohesive unit made up of two integral elements. The
first element is o graphic icon presented in @ specific red color (PMS
7427). The second element is the name, which is typeset using
customized version of the Trade Gothic font. The name is presented in

2.4 incorrect Uses

The Constangy logo shouid always be used consitenty, accurately
and with great care. The examples on this page llustrate how misuse of
the logo wil diminish ifs impact and reflect unfavorably on the

x Leaves ore pretty. Busy pattems against our logo Constangy brand.
ot

CONSTANGY blackin most uses, with the ampersand in red.
BROOKS, SMITH & i
> « Don't use the logo against unatiractive backgrounds. While this is o
PROPHETEuWr * The logo should always be presented os a single unit, and should not bit of @ judgment call, in general, avoid backgrounds that are busy,
be cvoppeo’ol altered in any way. On ofceslon, the icon may be or have colors that do not offer an appealing contrast to the
x Don't sietch it of squish it (another very used os a stand-alone graphic, subject to marketing department ey “Constangy red.”
approval.
technical ferm); (A 5 .
§ + Don't fum or rofate the logo in relation fo the rest of the printed
« The logo should always be presented in correct proportions. plece.

X Don't add anything to our logo:

@ CONSTANGY L%
BROOKS, SMITH &

’\‘ CONSTANGY
BROOKS, SMITH &
N\N\Y PROPHETE e

The colors used in the logo should not be altered in any way other
than the approved altemate presentations outiined in section 2.2.

Don't mix our logo with additional graphic elements.
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/ Choose interesting. appeating photos with bold

33 Imagery

1's frue that o picture can be worth @ thousand words ~ if it's the right
picture. Images are great fo ilustrate a point, connect with the reader
oradd interest fo o page of text.

v 3.1 Color Palette coon,

Colors fo use:

The “Constangy red" in our logo is @ specific shade of dork red. When an
additional color is needed for text emphasis, charts or graphics, we have
selected additional complementary colors that should be used.

+ Teal is the first choice for a complementary color. gold if fhree colors
are needed, and purple if a fourth color is needed. Gray is the choice
for text. Magenta, biue and green can be added when addifional
colors are needed.

+ Use professional. appropriate images, preferably in colors that
complement the Constangy palette.

« Copyright is very important. Either choose royaty-free stock ort
images, or gain pemission from fhe image source and provide
credit information os requested.

x The marketing department frowns when you use
cheesy clip ort:

* Avoid “clip art" flustrations that look dated and unprofessional.

= Avoid the overly “staged” photos of people that are offen found in

stock ort libraries, especially g Workpl 2

Client: Constan

We often use images of lenses to
visuoiize our fagline. Ourimage

3 whatever you do, dontjust pult an image oft fibrary has several to choose from.
Google:

As a leader of the firm’s 2015 rebrand, I spearheaded the : e s MW‘.,;,.
- . stock art library on the firm intranet,
creation of the firm’s first-ever brand style guide to be GQJ le

you can visit www,
to find images. Note the image
number and the marketing
department will purchase it for you

used by all offices. In keeping with the firm’s informal,
collaborative culture, the tone of this guide was designed to
be fun and engaging. When launching the guide, I also
created a library of template documents and presentations
and oversaw the creation of the firm’s first graphic/stock art
library.




Branding & Executive Communications

Made-In-America Energy

I states producing natural gas

' Major shale plays

Client: America’s Natural Gas Alliance

I led the effort to create brand standards and
compile a materials library for the new association.
These are from a set of more than 100
interchangeable slides (with script points) I created
for use in presentations by ANGA staff and member
company executives when talking about natural gas
opportunities to business, political and stakeholder
groups. I also led the development of talking
points, handouts, and other materials to help the
organizations internal and external leadership carry
the group’s messages.

Impact on the U.S. Economy

Room for Growth

Natural Gas Consumption By End-Use Sector

Employment {trillion cubic fest)
2008 2241 723,402 1,482,801 2828314 a0
2007 586.501 683357 1412401 2.682.499 " Transportation
2008 517.233 620,061 1,262.248 2,418,542 i
Labor Income (billions of dokars)
2008 69.9 489 625 181.2
2007 66.1 470 505 1726
2008 60.1 426 540 1567
Value Added (vilions of dokars) Fr—
2008 1721 a5 1201 3847
Residential
2007 1619 888 1138 364.4
2006 1466 IR} 1033 3300
Seurce: IHS Global Insight, 2000 a ga.., .t Source: ElA Annual Energy Outlook 2011 a ga -
Shale Play Potentials Made in the USA
Potential Production Rates from Major Shale Plays
(Using January 2010 Drilling Rales and Mean Resource Estimales)
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Source: MIT “The Future of Natural Gas® Inserim Report, July 2018 anga. anga.




Branding

Client: Porter Novelli

e S : I led development of this brochure for
ot 0 R the new public affairs practice, writing
- - A . all copy and coordinating with the
' - design team on layout and image
selection.




Branding

Goddard Claussan Porter Novelli is a team of

more than sixty professionals in Washington, D.C.,

Los Angeles and Sacramento. As part of Porter Novelli
International, we're connected to the resources of the
world's third-largest public relations firm. To learn more, log
on to our Website or contact a partner in one of the offices

listed below. And get used to winning

www.goddardclaussen.com

Client: Goddard Claussen Porter Novelli

Goddard Claussen was acquired by Porter

Novelli in a four-year buyout. Over the

transition period, we worked to rebrand the

new entity as Goddard Claussen Porter

Novelli, then as Porter Novelli Public Affairs.

I led the development of this brochure, Client: Goddard Claussen Porter Novelli
which accompanied a mini-CD with a flash

presentation and sample television This brochure was created to capitalize on
commercials. the firm’s work with The Business
Roundtable and other clients to promote
permanent normalized trade relations with
China — a major legislative victory that came
in the midst of wide-scale protests against
globalization and the World Trade

January 27, 2000: Goddard Claussen March Organization_

kicks off a new Washington, D.C. print
o " provides BRT with

condud|

ad campaign on behalf of BRT and the
support in prody

tudies covering

Business Coalition for U.S-China Trade

the impac

China. The re

potential with
f " N 8

) providing the White House press or Easter recess, Goddard Claussen launches a print

releases and 4 for M
v ad campaign for Motorola reaching 57 congressional

¥ corps with reactions from the

talking points, a n Capitol Hill and P - b

districts in eight states

- e . business community gistricts in eight state

throughout the go

BB S =
) I ,
NE RS , e
March 5, 2000 ebut March 20, 2000
¢ { Clausse
Ask Goddard Claussen Porter Novelli ! 100 J trict ! jebuts a new

April 19, 2000: Goddard Claussen rolls out a major BRT televisior
1 begins distribution of RCOmpeN radio and print campaign in Washington, D.C. and more than 60

ped to illustrate the vaiue of y 2 congressional districts. The coordinated campaign includes the

iness sectors - f debut of the "Working Americans” television ad, along with new|

to write Congress in su of PNTR radio ads in English and Spanish
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