Graphic Identity Guidelines
11.16.2007



In 1877, Samuel Cabot formulated the very rst wood shingle stain. And for the last Table of Contents
130 years, Cabot has continued to innovate wood stain, ensuring that heritage, pride and

commitment is found in every can. Brand Idea

Nothing di erentiates acompany in the marketplace better than a strong, recognizable brand. Our Shield
We have put together these graphic identity guidelines to help everyone involved with the

Cabot name uphold the heritage and integrity of the brand we have all come to love. This will be Shield and Logotype Variations

your guide to how the brand should look, feel, sound and be portrayed at all times. Shield Protected Area
The guidelines in this book are to be used for all forms of Cabot communication. Our Tagline
However, in order to allow the brand to evolve, there may be a need for some  exibility Signature

in the execution of Cabot brand advertising.
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Brand Idea

Whether it s an ad or an in-store display,
business card or banner, all forms of Cabot
communication will work together to express
theideaof Legendary + Performance.

This single-minded brand idea is expressed
using design elements and photography that
possess a high-quality, authentic look and feel.

The brand idea should come through in
everything we do, but the actual written formula
Legendary + Performance is not something
consumers should be exposed to. It is the idea
behind all communication, not the verbiage.
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Our Shield

The Cabot shield is a bold, self-contained expression
of our heritage and 130-year history of formulating
premium quality woodcare products.

Our shield, with its illustration of a scenic
New England seascape, is a unique, ownable symbol
of this history.
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Shield and Logotype Variations

Part of what makes the Cabot shield unique is its
traditional, craftsman-like look and feel.

Although the shield may appear in three ways
full-color, grayscale, or black and white line art form
the full-color version of the Cabot shield is the
preferred version. The other versions should only
be used when reproduction quality or size
limitations do not allow for the full-color version.

The logotype version may appear as black or in the
speci ed yellow. The logotype version should only
be used when reproduction quality or size limitations
do not allow for use of the shield.

The logo should only appear in white when
reproduction quality does not allow for a black
or yellow logotype.

All shield and logotype versions are provided
as vector artwork in CMYK, RGB and spot
color con gurations.

Use only approved vector artwork.

Do not manipulate artwork.
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Shield Protected Area

The shield will appear across a variety of

communication channels, including in-store signage,
banners and brochures. Itis crucial the shield be
appropriately sized to each medium for optimal legibility.

When using the Cabot shield, there should be an area
equivalent to twice the ribbon height surrounding it.

No elements are allowed to exist within this
protected space.

In other words, if the height of the Cabot ribbon

is .25 inches, then there should be a protected area

of .5inches surrounding it on all sides. If the total

height of the Cabot ribbon is 1 inch, then there should
be a protected area of 2 inches surrounding it on all sides.

Use only approved vector artwork.

Do not manipulate artwork.

Do not invade upon the shield with other elements that
would a ect readability.

Overuse of the signature can become repetitive and
cluttered. While the signature should be used at least
once per piece of communication, do not

be heavy-handed.
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Our Tagline

Our performance is legendary is our concise written
and verbal expression of what Cabot has built their
reputation for performance and heritage around for
the last 130 years.

Whether it s the way the interior stains bring out wood s
natural grains and beauty, or the way the exterior stains
protect wood from the elements, for over a century,

all Cabot woodcare products are proven to provide

top performance.
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Signature

The shield may be combined with our tagline,

Our performance is legendary. to formabrand
signature. This combination clearly communicates our
history in providing high-quality woodcare.

While it s acceptable to use the Cabot shield on

its own, it s never acceptable to use the tagline on its
own. The tagline must always be accompanied

by the shield.



Cabot Signature Guidelines

The shield can appear either above the tagline or to
the left or right of it. However, the shield should never
appear below the tagline.

OUR PERFORMANCE IS LEGENDARY.™ o .
This signature can be used in 4-color, grayscale,

or black and white. When using the signature on light
backgrounds, the tagline should always appear in
black. When using the signature on dark backgrounds,
the tagline should always appear in PMS 468.

| OUR PERFORMANCE IS LEGENDARY."
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Vertical version 2: This version is to be used for signatures between 1.375 and 2.875 width.
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Cabot Signature Protected Area

The signature will appear across a variety of
communication channels, including in-store signage,
banners and brochures. Itis crucial that the
signature be appropriately sized to each medium

for optimal legibility.

When using the Cabot signature there should be an
area equivalent to twice the ribbon height, or 2x
surrounding it.

Additionally, there should always be an area
equivalent to twice the height of the small caps,

or 2x between the bottom of the shield and the top
of the tagline.

No elements are allowed to exist within this
protected space.

In other words, if the height of the Cabot ribbon

is 1inch, there should be a protected area of 2 inches
surrounding it on all sides. And if the height of the small
cap is 1 inch, there should be a area 2 inches high
between the bottom of the shield and the top of

the tagline.

For signatures smaller than 1.375 width, use the
Cabot logotype.

Use only approved vector artwork.

Do not manipulate artwork.

Do not invade upon the shield with other elements that
would a ect readability.

Overuse of the signature can become repetitive

and cluttered. While the signature should be used at
least once per piece of communication, do not

be heavy-handed.
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Cabot Signature Protected Area

The signature will appear across a variety of
communication channels, including in-store signage,
banners and brochures. Itis crucial that the signature
be appropriately sized to each medium for

optimal legibility.

2X

When using the Cabot signature there should be
an area equivalent to twice the ribbon height
surrounding it.

& . OUR PERFORMANCE IS LEGENDARY."

No elements are allowed to exist within this

2X protected space.

In other words, if the height of the Cabot ribbon
Horizontal version 1: Minimum size for this version 1is 4.625 width. is 1inch, there should be a protected area of 2 inches
surrounding it on all sides.

For version 1: there should always be an area
equivalentto 3/4 ribbon height, or .75x between the
2x X 2x edge of the shield s outer most oval and the beginning

’—‘ ’—| of the tagline.

For version 2: there should always be an area
equivalentto the ribbon height, or 1x between the
edge of the shield s outermost oval and the beginning
,,,,,,,, of the tagline.

2X

For signatures smaller than 2.25 width, use the
L Cabot logotype.
5 OUR PERFORMANCE IS LEGENDARY.™

Use only approved vector artwork.

Do not manipulate artwork.
2X . . .
Do not invade upon the shield with other elements that
would a ect readability.

Horizontal version 2: This version is to be used for signatures between 2.25 and 4.5 width. Overuse of the signature can become repetitive and

cluttered. While the signature should be used at least
once per piece of communication, do not
be heavy-handed.
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Cabot Logotype and Protected Area

The logotype may appear across a variety of
communication channels, including in-store signage,
banners and brochures. It is crucial that the logotype be
appropriately sized to each medium for optimal legibility.

When using the Cabot logotype there should be an area
equivalenttothe xheight surrounding it.

No elements are allowed to exist within this
protected space.

In other words, if the x-height of the logotype is 1 inch,
there should be a protected area of 1 inch surrounding it
on all sides.

Use only approved vector artwork.

Do not manipulate artwork.

Do not invade upon the logotype with other elements
thatwould a ect readability.

Overuse of the logotype can become repetitive and
cluttered. While the logotype should be used at least
once per piece of communication if it is being used in
place of the Cabot shield, do not be heavy-handed.



Cabot Primary Colors Our Color Palette

This color palette was designed to create an
emotional connection and communicate consistency
and recognition of the Cabot brand.

The palette expresses a fresh, light and bright look
and feel with dominant, natural pastel, primary

PMS 7494C PMS5497C PMS 465C PMS 7402C PMS 468C PMS 7527C colors and contrasting, bold secondary colors that both
_ B _ _ _ _ compliment the dramatic imagery and wood grain

2;11285 g;ll‘ég 2;213% 2;22532 2;11:;9 g;éﬂo elements and contrast with the Cabot shield.

B=153 B=164 B=122 B=187 B=4 B=0 Secondary colors are used for graphic elements,

c=2 _ c=20 c=0 _ _ headlines and subheads but should be avoided for

M_= 05 IC\:/I_:107 M_:32 M_: 5 K:/I_:% IC\:/I_:OZ larger areas to maintain an overall lighter look and feel.

Yi4o Yig Ifgs Iigo Yi23 Yie Body copy should be black or one of the suitable darker

K=15 K=36 - - K=0 K=7 colors from the secondary color palette when
appearing over alight eld. Body copy should be white
or one of the suitable lighter colors from the primary
color palette when appearing over adark eld.

Cabot Secondary Colors Please see the color ratios on page 15 for examples of

appropriate color usage.
RGB values are provided for electronic media.
Please note the PANTONE colors in this guide have not

been evaluated by Pantone, Inc. Refer to the PANTONE
Formula Guide for the most accurate color.

PMS5477C PMS 645C PMS 476C PMS 7497C PMS 102C PMS 109C
PANTONE is a registered trademark of Pantone, Inc.

R=33 R=103 R=83 R=129 R=255 R=255

G=83 G=153 G=48 G=128 G=242 G=221

B=82 B=200 B=26 B=84 B=4 B=x

C=55 C=55 C=57 C=40 C=0 C=0

M=0 M=24 M =80 M=30 M=0 M=10

Y=27 Y=0 Y =100 Y=70 Y=95 Y =100

K=73 K=9 K=45 K=25 K=0 K=0
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Accent Colors

PMS 7427C PMS 7413C

R=139 R=100
G=15 G=34
B=4 B=0
C=0 C=0
M=100 M=53
Y=65 Y =100
K=28 K=4
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R=100
G=34
B=0

C=100
M =56
Y=0

K=23

RICH BLACK

Our Color Palette

Cabot accent colors are more intense, bold hues
and should only be used sparingly for smaller
graphic elements.

Please see the color ratios on page 15 for examples
of appropriate color usage.

Although rich black should only be used as an accent
color and make up no more than 5% of the layout,
production of some communication materials,

such as in-store displays, may require the use of black
background areas.

RGB values are provided for electronic media.
Please note the PANTONE colors in this guide have not

been evaluated by Pantone, Inc. Refer to the PANTONE
Formula Guide for the most accurate color.

PANTONE is a registered trademark of Pantone, Inc.
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Color Ratios

When determining the proportions of Cabot
primary colors, secondary colors or white to use,
follow these guidelines:

Primary colors should make up the majority
of the layout (30% to 100%).

Secondary colors should make up no more than
20% of the layout.

Accent colors should make up no more than
5% of the layout.

Feel free to use white space. White can comprise
0% to 70% of the layout.



Typography

000000000000 MrsEaves Bold is the primary font used for headlines
00000000000 and subheads in all Cabot communications.
O0I0000DO0In MrsEaves may also be used for oversized paragraph

OO00000000000000 intros and callouts.

To purchase MrsEaves font, go to:

Slate Light Slate Light Condensed http://www.emigre.com/EF.php? d
a e Slate Light Italic Slate Book Condensed

Slate Book Slate Condensed .
Slate Book Italic Slate Medium Condensed Slate Bold, Slate Medium, Slate, Slate Bold Condensed,
Slate Medium Condensed and Slate Condensed are also

Slate Slate Bold Condensed used for headlines and subheads.

Slate Italic

Slate Medium Slate Book is the primary font to use for body copy for

Slate Medium Italic all forms of Cabot communication.

Slate Bold

Slate Bold Italic When scale and readability allows, Slate Book Condensed
For example: and Slate Light may also be used for body copy.

Headline: MrsEaves Roman To purchase Slate font, go to:

Oversized intro copy: MrsEaves Roman http://www.fonts.com.

Subheads: Slate Bold

Callouts: MrsEaves Roman

Bodycopy: Slate Book

Geneva Regular While Mr_sEa\_/es and Slate are thg fonts forall _
communications, there may be times when technical
G e n eva di culties and legibility issues occur online. In these
instances, Geneva Regular is another font option for
Cabot online communications.

To purchase Geneva font, go to:
http://www.linotype.com.

Do not substitute any other font for the approved

Cabot Graphic Identity Guidelines 16 Cabot fonts.



Woodgrain Backgrounds

Woodgrain backgrounds may be used as large
background areas or separate graphic elements.

Cabot Graphic Identity Guidelines 17



Our Imagery

The right imagery can take a piece of communication
to the next level. But we should always pick images
that support our brand character.

Cabot is authentic, well-crafted and iconic. The images
we feature should re ect that personality.

All photography must express craftsmanship, quality
and authenticity. Wood, tools, scenic weather, wood
projects, decks and wooden furniture are all good
visual options.

Overly animated people and lifestyle photography,
on the other hand, are not ideal visual representations
of the brand.

Cabot Graphic Identity Guidelines 18
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Our Imagery

When showing furniture, pieces should possess
afeeling of quality and craftsmanship. They should
feel authentic.

Product photography should have a natural feel.
It should never look generic or overly propped.



Brand Message

At Cabot, we ve seen it all and so have our stains. Which is
exactly why no one does a better job of protecting wood
and preserving its beauty.

Product Message

Made using only the nestgrade ingredients, you Il nd
heritage, pride and commitmentin every can.

Cabot Graphic Identity Guidelines 20

Our Voice

There is a thoughtfulness that comes with
woodworking the same can be said about wood stain.
Cabot is deeply rooted in its New England heritage,
from the weather to the history. All of these things play
alargeroleinthe storytelling thatsfoundinthe
headlines and body copy.

When writing for Cabot, keep in mind our brand
personality: rich, passionate, uncompromising and
con dentwith a smart, wry sense of humor.

When writing about our products, choose attributes
that are unique to Cabot and continue to use a
con dent, re ned voice.



