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The importance of this book.

This book is a guide to understand what we stand for and how we
express our brand identity to the world. Inside you will find our visual
and verbal language to create meaningful and cohesive brand
expressions for marketing, coommunications, and experiences.

MEna.

The Vehicle Suppliers Association
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We are...
Who we are...
Because of our connections.







We are legacy.

We are history.

We are the future.



We represent the parts that make the whole...
of anything and everything that moves
people and things from here to there.




And so we come together.



Bringing knowledge, bringing solutions, and
yes, even opposing views, SO we can work
the problems and move forward.



Our differences don‘t divide us. They diversify us.
They make us strong. At the podium. On the Dias. In
Washington D.C. To spari action. To lend support.
And to face the future with strength and certainty:.



We are vehicle suppliers.
We are MEMA and together
we are invincible.

IﬂEIﬂCI

The Vehicle Suppliers Ass



Brand Frameworlk

Our brand framework is a road map for building our brand meaning and connection.
It is a summary of who we are, what we stand for, and how we communicate.



I l I Brand Framework

Business Intent

MEMA Vision

To foster a growing, profitable, innovative, and influential supplier
industry and an association that is vital to our members’ success.

MEMA Mission

To champion and advance the business interests of vehicle suppliers
and the mobility industry.

1.1 - The Role of a Brand
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Brand Intent

Idea What you stand for.
Character  whoyouare.
Promlse What you deliver.

Identlty Visual and verbal expression.



I I I Brand Framework 1.2 — Our Brand Idea

OUR BRAND IDEA

Our Brand Idea is the heart of what we stand for. It
is an internal beacon for decision-making and an
external beacon of shared meaning and aspiration.

Strong by Association .

Influential Partners, peers, friends
Established Like-minded group
Successful Coming together
Healthy Creating connection
Enduring

14



Iqq ) Brand Framework 1.3 - Our Brand Promise 1S
OUR BRAND PROMISE

Our Brand Promise is a standard to which we
hold ourselves and everything we do, and it’s the
experience people can expect when they connect
with our organization.

MEMA empowers the Vehicle Suppliers community
with the strength and certainty to take action for
themselves, their business and their industry.
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OUR BRAND CHARACTER

Our Brand Character personifies MEMA. As the /
essence of who we are, it embodies our values

and personality, giving life to our Brand Idea
and inspiring how we’ll sound, appear, and act,

out in the world.

The Industry Champion

As The Industry Champion, MEMA finds fulfillment through our sense
of duty to the greater good of society, and our ability to empower and
champion others.

We are passionate about the things that motivate us. We're not afraid

to be emotionally expressive. With skill and extensive experience, we are
able to foster inclusive and collaborative relationships, making space for
others to have a voice.

Character Attributes:

Passionate Accomplished

Connected Grounded
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BRAND FRAMEWORK RECAP

The Master Brand serves the entire organization.
Additionally, this framework identifies our two
membership sub-brands, including their member
audiences and the key membership takeaway. The
framework is a tool to both inspire and guide our
actions and expressions.

MASTER BRAND IDEA
Strong by Association

SUB BRANDS
Original Equipment Suppliers | Aftermarket Suppliers

MASTER BRAND

AUDIENCE
MASTER BRAND CHARACTER

The Industry Champion

Accomplished, Connected, Passionate, and Grounded

I I l e I I l CI Original Equipment Suppliers:

® Creating the vehicle of the future.
The Vehicle Suppliers Association
Aftermarket Suppliers:

Sustaining the life of a vehicle.

MASTER BRAND PROMISE

MEMA empowers the vehicle suppliers community
with the strength and certainty to take action for
themselves, their business and their industry.

KEY TAKEAWAY

| have a real connection to the people
and issues of my industry.




Verbal Identity

Verbal identity guides our language. It enables us to accurately and consistently reflect who we are.
It provides the foundation for all our communications, which in turn inspires messaging and narratives.




Iqq ) Verbal Identity

Voice gives dimension to who we are and what we
stand for. It brings our brand identity to life through
words, guiding how we communicate through a
consistent and recognizable style. Whether through
social media, the printed word or in person, our
voice should be unmistakable.

As MEMA, our voice is...
Strong

Not only are we “Strong by association,” we also have a
strong voice. Readers and listeners will sense a strong
hand at the wheel, guiding this organization to achieve
for its members and get things done. This is the voice
of a leader - a leader made up of many leaders in the
groups and councils that make it a powerful voice as a
whole. We use words like “powerful” and “success,” and
make bold statements about “taking on issues” and
“changing the industry.” Such words reflect our strength
and productive attitude toward getting things done
and making things better.

Example statements:

MEMA. Key to supplier success in a rapidly
changing industry.

MEMA. Taking on the issues of our industry
with one powerful voice.

2.1 - Our Voice

Precise

Less is more. Just as we want to convey that we are
an effective organization, we use our words and
language efficiently. We try to be concise, clear,
relatable, and understandable, with clear calls to
action for our various audiences. Our members,
industry leaders, and other interested parties are
busy people, so we make it our duty to get to the
point. There is precision through the best word
choice and direct, punchy headlines that attract
our readers and listeners. What’s more, keeping
writing concise will be more easily sharable among
platforms for your communicators.

Example statements:
One association. One powerful voice.

Grow your industry connections
in an instant.

19

Inspiring

Together we can change things. We can move the
industry forward. Bold statements like these paint
a picture of what we can do when we connect
and share, and what it means to be a part of
something bigger. Whether we're writing headlines
or creating videos, we want to share the optimism
we feel and our vision for a dynamic future for all
automotive, mobility, and tech suppliers who want
to join us. Future-forward does not mean dreamy
and intangible, however. While our messaging is
forward leaning, we are always grounded in what
is possible in the foreseeable future.

Example statements:

MEMA.
Moving our industry forward together.

Growing our membership.
Building on success.
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OUR VOICE

Bringing our voice to life.

Just like we say in our Manifesto, “We are who we are because of our connections.”
Very simply, our members are our purpose, and communicating with them and for
them is our reason for being. What does that mean in terms of our voice? It means
that our messaging must address everything from their needs, wants, and worries,
to celebrating their optimism, initiative, and victories.

We speak as a leader, with a strong point-of-view and messaging that can be
trusted. Our voice itself might be more businesslike, but at the same time, we
cannot be boring. We must reach them at a deeper level that stirs camaraderie,
pride in our heritage, forward-thinking for our future, a desire to get involved,
and a passion to see things through all the way to Capitol Hill. Maybe messages
start with a question to draw people in or a statement or fact that makes them
think. Maybe it’s a quote that inspires. Whatever it is, let’s make it a message
that cannot be ignored.
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MESSAGING STATEMENTS

Our Messaging Statements help us communicate
what’s important in a cohesive and impactful way.
Key statements such as these help bring our brand
to life and create connections with our audiences.
They can also inspire communications that fortify
our brand and reflect everything we do.

Members and General Public

Group communications/educating industry/communicating influence.

One association. One powerful voice.
MEMA. Working together for supplier success.

MEMA. Key to supplier success in a rapidly changing industry.

MEMA. Taking on the issues of our industry with one powerful voice.

Strong together. Strong by Association.

We are MEMA. Together we’re moving the industry forward.
MEMA. Moving our industry forward together.

MEMA. Connecting suppliers for greater success.

Growing our membership. Building on success.

Thousands of members. One powerful voice.

A driving force since 1904.

2.3 - Messaging Statements

Individual Members

A focused, personal approach.

Connections that make your business stronger than ever.

MEMA. Working together for your success.

See what one powerful voice can do. For you.

MEMA. Taking on the issues you care about, with one powerful voice.
Strong together. Strong by Association.

Strong industry connections malke for one powerful voice.

We can change things, with one powerful voice.

We're listening, and together, we have one powerful voice.

Grow your industry connections in an instant.

This is networking that gets things done.

Success. Just one of many powerful reasons to join us.
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NARRATIVES

Narratives are our story. It's how we tell the world about
us. Below are sample communications for different
audiences you will be speaking to. You will see different
lengths in the following pages too, for varying space
requirements. You can use these examples in part or

in total for videos, speeches, collateral pieces, or as
inspiration for your own messaging.

Ab t U The About Us is an overview that could live on a
OU S website or in a brochure for example.

Strong By Association

We are MEMA. We are vehicle suppliers. A wide network of respected makers,
industry leaders and enterprising start-ups coming together to advocate for
our collective interests and to influence our industry. We represent Original
Equipment suppliers for both light vehicles and heavy duty, as well as
Aftermarket suppliers dedicated to vehicle safety and mobility. We've been

a driving force since 1904, and while we are proud of our past, we're always
looking ahead.

We see a bright future. A future where legacy technologies and new
innovations are both vitally important, as they supply their customers with safe
and reliable elements that will keep us all moving down the road. A future that
attracts digital and software companies to the vehicle space in ways that are
surprising and imaginative. It’s a growing landscape of change and innovation,
and we will need the shared wisdom of everyone to thrive.

We come together to build our knowledge, to work the problems our industry
faces, and lend support to our members. Together we see new possibilities and

new ways forward. There’s never been a more exciting time to join us.

We are the future. We are Strong by Association. We are MEMA.

22

The Members narrative could be used in a video,

MemDEfS an email, or at an event.

Moving Our Industry Forward

As vehicle suppliers, we are literally moving the world forward. We make and
innovate the parts that drive our industry. From supplying original equipment
to aftermarket parts, from heavy duty equipment to remanufactured
components, our members come from all points on the vehicle supply chain.
We look to each other to stay current with the issues and anticipate what's
ahead.

What's more, we are growing. Coming together to expand our base, our voice,
and our influence as we move to the future.

What does that look like? Well, it's exciting. Everything we touch moves people
and products somewhere. We're an important part of progress today and
tomorrow. Whether we’re manufacturing legacy technologies that keep today’s
vehicles on the road or innovating for the years to come, we're here to help

all suppliers stay ahead of the curve. That's why we meet, work, solve, plan,
and innovate together. So that we succeed together, and move our industry
forward.

And it all starts with our organization moving forward. Realizing our strength.
Realizing we are strong by association. We are MEMA.
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NARRATIVES

The narratives below are infended to stir emotion and
pride in our members, or inspire new members to join us.
The manifesto currently exists in video form, but it can be
repurposed for a TV commercial, as individual headlines
in print, or blocks of copy. The Call to Action can live on our
website, in collateral, or edited for social media.

- A short-form piece for web and print,
Ca" tO ACthn with useable elements for social media too.

Why MEMA?
What does it take to grow and be successful in today’s rapidly changing world?

You need access, clarity around the range of possibilities, and a voice that is
heard in real time. You need connections to people who have been where you
are and can provide meaningful perspectives. And you need the strength and
the confidence that comes from being a part of the whole with a powerful
voice. People who have your back, who are committed to helping each other
overcome obstacles, push through challenges, and achieve success.

This is the power of MEMA. Working together to improve our industry.

23

Can be used in videos, as a voiceover for

ManleStO a TV commercial, as inspiration for a speech.

Strong by Association
We are..who we are...because of our connections.

A wide network of respected suppliers, industry leaders and enterprising
start-ups, influencing and impacting mobility.

We are legacy. We are history. We are the future.

We represent the parts that make the whole...
of anything and everything that moves people and things from here to there.

And so we come together.

Bringing knowledge, bringing solutions, and yes, even opposing views,
so we can work the problems and move forward.

Our differences don’t divide us. They diversify us. They make us strong.
They give us credibility and presence.

At the table. On the Dias. At the podium. In Washington D.C.

To spark action. To lend support.
And to face the future with strength and certainty.

We are vehicle suppliers. We are MEMA and together we are invincible.

MEMA. Strong by Association.
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NARRATIVES

These short narratives quickly explain the relationship
between MEMA and their groups. Each group has its own
descriptor and describes it’s forward-thinking purpose
that reflects back to MEMA.

Membership Group Narratives

M&NCL. NM&NCL.
Original Equipment Suppliers Aftermarket Suppliers

Creating the Vehicle of the Future. Sustaining the Life of a Vehicle.
We are vehicle suppliers who represent the Original Equipment group We are vehicle suppliers who represent the Aftermarket and
— manufacturing components for Light Vehicles and Heavy Duty and Remanufactured components group - Legacy fechnologies that

innovating for the vehicles of tomorrow. keep vehicles safely and reliably on the road today and tomorrow.
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USING OUR BRAND NAME IN COPY

Below are some “do’s and don’ts” when using the
MEMA brand name and Supplier group names in
communications. This applies to print, video, social
applications, and anywhere the brand is seen.
Adhering to these rules maintains the integrity
and strength of the brand.

Organization-Wide Membership Groups
DO Spell our name in all caps, in printed copy. Our two membership groups are:
Correct use: MEMA Original Equipment Suppliers

Aftermarket Suppliers

DO NOT use periods after each capitalized letter.

Wrong: M.E.M.A. DO use initial caps (first letter of each word captialized) with

both membership group names, everywhere.

DO NOT use a period/dot as a part of our printed name.

Wrong: "MEMA. is the vehicle suppliers assocation.” DO refer to the membership groups in reference to MEMA,

whenever possible.

DO NOT use possessives with our brand name in printed form. MEMA Original Equipment Suppliers membership
Not ideal: *“MEMA’s members...” Ideal: * The members of MEMA...” MEMA Aftermarket Suppliers membership

Sentences should be structured around MEMA. This preserves the integrity
of our name and brand as a strong, respected entity. While possessives
are perfectly acceptable in speech and we may see and hear ourselves

represented in this way in journalistic avenues and narration (perhaps in a

video or a speech on a stage), while in printed form we control, it looks the “Original Equipment Supplier’'s members are..”; “Original Equipment Suppliers’
most professional in its perfect form: MEMA. members are...”; again we restructure the sentence to avoid possessives like:

“The members of the Original Equipment Suppliers are...”

DO NOT use possessives with our Membership groups names.
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A FINAL WRITING CHECK

Below are some points to consider after drafting
messaging — a kind of checklist to stay on track with
our guidelines.

Are our words and messaging Strong?

Are we speaking like a leader in a businesslike fashion, but still conveying a personality that
draws people to us?

Are our words and messaging Efficient?

Could we we say it with fewer words and still have the same or greater impact? And if we
are being brief, are we still being personable?

Are our words and messaging Inspiring?

Have we told our members or interested parties anything new today? Have we shared a
vision of what we can do together in the future that opens their minds to new possibilities?
If you werent a member, would you be inspired to join?

26




Visual Identity

These Visual Identity Guidelines define the way we visually communicate with the world. Our visual
identity is a system of elements including color, graphics, typography, imagery and layout that work
together to create a distinct language - elements by which MEMA and our membership groups are
known and recognized. It is important for anyone designing communications for MEMA to have a
thorough understanding of these guidelines and their consistent implementation.
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DESIGN PRINCIPLES

These principles guide and define our visual communications
and keep the consistency strong throughout our brand.
Together they create a visual language that gets people’s
attention, conveys leadership, and invites members and the
industry to engage with our brand.

Dynamic

Because MEMA is dynamic, flexible, and able to change as the
times require, so too are our design elements. Our dynamism as an
organization is what attracts people. So, all of our design elements
- including photography, typography, graphics, and patterns — can
be used alone or together to tell a story that is uniquely MEMA.

Bold

Bold shapes, colors, and typography convey strength and
confidence. This is a captivating brand grounded in experience and
success, yet forward-facing for the future.

3.1 - Design Principles

Visionary

Our design should convey forward thinking and a vision of the
future for suppliers of the automotive industry and beyond. We
actively play a role in the development of what’s next, and careful
consideration of the fresh, forward-leaning photography, imagery,
and layout should reflect that vision.

[Refined

Our visual communications should feel thoughtful, well edited, and
elevated. This is about an elegant minimalism with maximum effect.
Visuals should feel balanced and convey a sense of sophistication
and authority.

28
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VISUAL ASSETS

Our visual assets are our toolkit to build our visual
identity. Here we see all the individual elements that
make up our visual system. When used together,
they create an identity that is unique fo MEMA and
reinforce our authentic perspective on how we
communicate visually.

Photography

3.2 - Visual Assets

Brandmarks

29

MMEMna.

The Vehicle Suppliers Association

Typography

Strong by Association.

We are vehicle suppliers. We are MEMA.
Together we are invincible.

Graphic Elements

MM&EMNa.

Original Equipment Suppliers

MMEMnNa.

Aftermarket Suppliers

Color

M.

_ | |

Strong by Association
' Section Title
Section Subhead Title 2 :

A powerful network of
Respected suppliers
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VISUAL STYLE

Using our design principles — along with all of the
elements that make up our visual identity system —
results in a modern, refined look at what’s next for
the automotive industry that is uniquely ours.

M&Enna.

The Vehicle Suppliers Association

Strong by Association. 2 ' ‘ ) The V_EhiC|E ]
! - Suppliers Assocation.

mMe&Ema. me&Ema.
Aftermarket Suppliers QOriginal Equipment Suppliers

)

RN g, IR
<
L

= <= \naEr-ynn
U M S
e\

Creatingthe

aaa Vehicle of Sustaining
a a a the FUtUr®. - 4o Viehicle

Lifecycle.

-)
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Primary Brandmark I I l e I I I CI o
OUR BRANDMARK : : .
The Vehicle Suppliers Association

Our brandmark reflects many of our attributes
as an organization: our forward thinking, our
openness, our flexibility, and even our history
through its strength, confidence, and authority.

Sharp angles paired with rounded letterforms
suggest our ability to adapt and change with the

industry and our members needs.
Primary Brandmark
The red dot symbolizes our 360 degree view of No Descriptor ®

the industry and the individuals that make up our
association.

Within our brandmark system, as you can see
here, there are a variety of brandmark lockups
and variations to utilize for different scenarios. The
following pages provide guidance for appropriate
use cases for each variation.

Secondary Brandmark




I l Io Visual Identity

PRIMARY BRANDMARK

With Descriptor

Our primary brandmark with the descriptor: “The
Vehicle Suppliers Association”, should be used in
most cases. The only reason it shouldn’t be used is
when the brandmark appears at small sizes and
the descriptor becomes difficult to read.

3.5 - Primary Brandmark

M.

The Vehicle Suppliers Association

Centered Version

The centered version of our brandmark can
be used in any layout or visual communication
materials in any position.

IMME&IMnC.

The Vehicle Suppliers Association

Left Justified Version

The left justified version of our brandmark should
be used in a layout or composition where all of
the content on the page is left justified or when
the brandmark appears along the left margin

of a layout or composition.

32
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PRIMARY BRANDMARK

Without Descriptor

This version of our primary brandmark should be
used when the version with the descriptor becomes
too small to read; or when the phrase “The Vehicle
Suppliers Association” appears as a headline.

3.5 - Primary Brandmark

M.

33
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SECONDARY BRANDMARK

Our secondary brandmark should be used when
both versions of the primary brandmark appear

too small to read or when space becomes an issue.

The secondary brandmark can also be used

in conjunction with the primary brandmark in
communication materials or within a body of work
where the primary brandmark also appears at
least once.

3.6 - Secondary Brandmark

34
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GROUP-LEVEL BRANDMARKS

Each of our groups within MEMA - Original
Equipment Suppliers and Aftermarket Suppliers -
have their own brandmark lockups to be utilized in
their group-specific communications materials.

The group’s name is an essential part of the
brandmark in these lockups, and each group-level
brandmark should always display the group name.

Both have variations of primary and secondary
versions, like our organization-wide brandmark, to
be used in different scenarios dependent upon size
and space requirements.

We do not use any of our organization-
wide brandmark variations for group-level
communications materials. Either group’s
brandmark should always be used on their
specific messaging materials to signal
where the communication is coming from.

The centered and left-justified versions of

our group-level brandmarks follow the same
parameters as our primary organization-wide
brandmarks listed on page 32.

The secondary versions of our group-level
brandmarks are to be used when space or size
restrictions become an issue for the primary group-
level brandmarks.

3.7 - Group-Level Brandmarks

Primary Group-Level Brandmarks

35

M.

Original Equipment Suppliers

IMEIMNCL.
Original Equipment Suppliers

Secondary Group-Level Brandmarks

M.

Aftermarket Suppliers

IMMI&E&IMnaa.

Aftermarket Suppliers

IMEINNCL. Original Equipment Suppliers

M. Original Equipment Suppliers

M.
Original Equipment Suppliers

MEIMNCL. Aftermarket Suppliers

IMN. Aftermarket Suppliers

M.
Aftermarket Suppliers
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COUNCIL LOCKUPS Organization-Wide Council Lockup Example

We have many councils within MEMA that occur
at both the organization level and the group
level. Council names are paired with the primary Iqq e Iqﬁ CI
brandmark at the organization or group level. | | -~ i m e Iﬂ CI . | Heavy Duty Manufacturers
. . The Vehicle Suppliers Association | . o Representatives Council
To the right we see examples of how a council The Vehicle Suppliers Association
g . Heavy Duty Manufacturers
lockup should be constructed utilizing the

) ) Representatives Council
corresponding primary brandmark at the
organization or group level.

We can construct center-aligned stacked and

horizontally oriented lockups depending on the

needs of the council. A thin MEMA gray line is used

to separate the descriptor or group name from GfOUp—LEVE' Council LOCkUD EXBIT\D'E
the council name in both cases. The council name
should always be written out using our primary
brand font, Magistral, in bold weight. The text
should use our primary brand color, MEMA Red.
Font size may vary depending on length of council
name. For more on typography and fonts, please

;sf;;;oeaozge 44. For color reference, please refer Iﬂ e I I I CI . Iﬂ e Iﬂ CI . Emerging

Original Equipment Suppliers N . . Leadership
Council names can also appear separate from a Original Equipment Suppliers | council

primary brandmark lockup as long as the primary Emerging Leadership Council
brandmark is located somewhere on the same
page or frame of a communication.

All council lockup requests should be approved
prior to creation by Megan Gardner. They should
then be approved before being used in

any communication materials
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PROPERTY LOCKUPS Property Lockup Example

In addition to council lockups, we have the ability to
create lockups for our properties. These will occur
at the organization level. While they appear similar,
there are slight differences in how we handle
property lockups compared to our council lockups.

The primary difference is that the lockups we
create for our properties appear centered and
stacked only, and do not use a thin dark gray line to
separate the primary brandmark and the property
name.

In these lockups we use our primary brand font,
Magistral, in bold weight. We also use our primary °

brand color, MEMA Red for the text color, like we

do for the council lockups. For more on typography The Vehicle Suppliers Association
and fonts, please refer to page 44. For color specs,
please refer to page 42. Center for Sustainability

Lockups that we create for our properties appear
centered and stacked only, and do not use a thin
dark gray line to separate the primary brandmark
and the property name.

Property names can also appear separate from a
primary brandmark lockup as long as the primary
brandmark is located somewhere on the same
page or frame of a communication.

All property lockup requests should be approved
prior to creation by Megan Gardner. They should
then be approved before being used in any
communication materials.
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BRANDMARK CLEAR SPACE All Primary Brandmarks, Lockups, and Secondary Brandmarks

Clear space is required to ensure that our All primary brandmarks, lockups, and secondary

brandmarks do not become crowded or cramped brandmarks shall maintain a clear space on all X =II ‘ ] e I ‘ ] CI
by other elements and maintain their integrity. sides that is greater or equal to the height of the M ®

in the respective MEMA brandmark.

The Vehicle Suppliers Association

X X
MEIMc M&Ehna Ans )
X o x X ® x X . Aftermarket Suppliers x
The Vehicle Suppliers Association Original Equipment Suppliers X
X X
X ,
[
X Driginal Equipment Suppliers| X 8 o
Emerging Leadership Council | X
X
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BRANDMARK MINIMUM SIZE

Minimum size requirements are essential fo
maintaining legibility of our brandmarks at small “Applies to both the centered and left jusiified
sizes. If a version of a brandmark in use becomes | versions of primary brandmark with descriptor.
restricted by size requirements or a smaller size

is required, use another version with smaller

minimum size requirements. Maema

3.11 - Brandmark Minimum Size 39

Primary Brandmark Minimum Size Secondary Brandmark Minimum Size

M w 375in Wide / 30px Wide

With Descriptor
I I Ie I I lCl 15in Wide / 100px Wide

The Vehicle Suppliers Association

Without Descriptor
75in Wide / 55px Wide

All council and center lockups should abide by the
“Primary Brandmark With Descriptor” minimum

size dimensions.

Group-Level Brandmarks Minimum Size

Original Equipment Suppliers

IMM&EIMa.

Original Equipment Suppliers

Primary Versions
1.25in Wide / 90px Wide

*Applies to both the centered and left justified versions

of the Original Equipment Suppliers primary brandmark.

}'ne MM C1.Original Equipment Suppliers
\ |

Secondary Horizontal
2in Wide /150px Wide

7. Original Equipment Supplier%

Secondary “*M” Horizontal
15in Wide /100px Wide

M.
riginal Equipment Suppliers

Secondary “M"” Stacked
1.25in Wide / 90px Wide

Aftermarket Suppliers

MEna

Aftermarket Suppliers

Primary Versions
1.25in Wide / 90px Wide

*Applies to both the centered and left justified versions
of the Aftermarket Suppliers primary brandmark.

IMEINMCI. Aftermarket Supplier%
\ \

Secondary Horizontal
175in Wide /125px Wide

M. Aftermarket Supplier%

Secondary “M"” Horizontal
1.25in Wide / 90px Wide

nN.
Aftermarket Supplier

Secondary “M” Stacked
lin Wide / 75px Wide




I l I ) Visual Identity 3.12 - Brandmark Acceptable Use 40

BRANDMARK ACCEPTABLE USE

In addition to different lockups and orientations, all
of our brandmarks are available in different color
combinations for use over brand color backgrounds
in order to maximize usability and the dynamic

nature of our brandmark system. For more info on Iﬁﬁ e I I l CI ° Iﬁﬁ e Iﬁﬁ CI °

our brand colors, see page 42.

The Vehicle Suppliers Association The Vehicle Suppliers Association

These backgrounds can be added to or adjusted.
For example, we can use our links pattern (page
48) with a reduced opacity as a background

and place our brandmarks over it if desired or
appropriate for the communication material being
designed.

Over white / with or without links pattern One color over MEMA Red / with or without links pattern

The most important aspect is that our brandmarks
always remain legible and have high contrast
against any background that is used.

M.

The Vehicle Suppliers Association

MMM M.

The Vehicle Suppliers Association The Vehicle Suppliers Association

BRl=np[=

The Vehicle Suppliers Association

Over MEMA Gray / with or without links pattern Over Light Gray / with or without links pattern Over contrasting image or with MEMA Gray/ White Overlay
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BRANDMARK UNACCEPTABLE USE ! I‘]‘]

2
Here are some examples of how our brandmarks e Venide Suppleers Association
should NOT be used. This applies to all versions
within our brandmark system.
1. DO NOT stretch, distort, or warp brandmark.
2. DO NOT change the brandmark’s orientation. a |ﬁﬁ 5 6

‘ehicle Suppliers Association

3. DO NOT recolor the brandmark.

4. DO NOT alter, apply shadows, glows or outlines
to the brandmark.

5. DO NOT apply any effects or filters to the
brandmark.

6. DO NOT use the brandmark over busy graphics

or photos.
° 7 M . :

7. DO NOT recreate any part of the brandmark.

icle Suppliers Association icle Suppliers Association

8. DO NOT place text or shapes within the clear
space boundary.

9. DO NOT contain the brandmark with a shape.

10. DO NOT use the brandmark over colors with
hue and value characteristics that interfere with
its legibility.

no N

10

icle Suppliers Association

11. DO NOT under any circumstance recolor the
MEMA dot.
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Our primary brand color, MEMA Red, conveys the
strength, confidence, and passion of our members.
Paired with our other brand colors, MEMA Gray,
Black, Light Gray and White, we are adding a sense
of sophistication, elegance and authority in our
communication materials.

MEMA Red should be used in a way that isn’t
overpowering. That is, use it sparingly in combination
with our other colors. It should be used to draw
attention to important areas of communication
materials and can also be used within a strip across
a composition to add weight, to give a sense of
groundedness and structure.

There are opportunities to use MEMA Red as a
background color, but this should be done sparingly
as red can be too aggressive and also affect legibility
in large amounts. It is acceptable to use MEMA Red
in this way when a layout is paired with other identity
elements or among other communication materials
such as in a publication, a presentation, or a trade
show booth, as examples. It should always appear
with our other brand colors as support.

3.14 - Primary Color System

MEMA Red

Primary Brand Color

COLOR CODES
#E/1AI3
R231G26B19
C3MI100YI00KO

Light Gray

COLOR CODES
#FOFOEF

R 240G 240 B 239
CA4M3Y4KO

MEMA Gray

COLOR CODES
#323232
RSIGS0B 50

CeS M B4Y 63 K0

White

COLOR CODES
#FFFFFF

R 255G 255 B 255
COMOYOKO

Black

COLOR CODES
#000000
ROGCOBO
C30M30Y 30KI00

42
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TYPOGRAPHY STYLE

The typography for MEMA is bold, future-forward,
and confident. Magistral is our primary typeface for
headlines (medium weight), identifiers and subheads
(light weight). Sofia Pro Light is our typeface for body
copy. When used together, they create a typographic
system that is unique to MEMA, clear to understand,
and easy fo read across print and digital mediums.

Magistral Medium
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789!1@#%$% " &*({"?.;

Magistral Light
abcdefghijklmnopqrstuvwxyz
ABCDEFGHUKLMNOPQRSTUVWXYZ
01234567881@# %% &*({"?.;

Sofia Pro Light.
abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789!@#S% &*({"?,;

3.1S - Typography Style 43

Typographic Layout / Style Example

INDUSTRY CHAMPIONS

We are MEMA and together
we are invincible.

A driving force since 1804

MEMA is a wide network of respected makers, industry leaders and enterprising
start-ups coming together to advocate for our collective interests and to influence our
industry. We represent Original Equipment suppliers for both light vehicles and heavy
duty, as well as Affermarket suppliers dedicated to vehicle safety and mobility.
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TYPOGRAPHY SYSTEM

The elements of our typography system are the
identifier, headline, subhead and body copy, and their
relationship to one another. To the right are design
specifications which should be used for most reading
material. Adjustments to these specifications may

be needed based on the content and format of the
communication. The identifier does not always need
to be used, but rather is a tool to be used if needed to
identify a topic or subject in a given communication.

3.16 - Typography System

Identifier

Magistral Light

Size: 50% of headline
Tracking: 100

Upper Case _

Headline
Magistral Medium
Size: 100%
Tracking: O

Sentence Case |

Subhead T

Magistral Light
Size: 50% of headline
Tracking: 100

Sentence Case |

Body

Sofia Pro Light

Size: 50% of Subhead
Tracking: O

Sentence Case |

Special Use

a4

INDUSTRY CHAMPIONS

-~ We are MEMA and together

we are invincible.

— A driving force since 1904,

MEMA is a wide network of respected makers, industry leaders and enterprising
start-ups coming together to advocate for our collective interests and to influence our
industry. We represent Original Equipment suppliers for both light vehicles and heavy
duty, as well as Aftermarket suppliers dedicated to vehicle safety and mobility.

Descriptor 1 (Council)
Magistral Book

Size: 50% of headline
Tracking: 100

Sentence Case |

Descriptor 2 (Center /
Property)

Magistral Bold

Size: 50% of headline
Tracking: 100

Sentence Case |

Emerging Leadership Council

Center For Sustainability
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PHOTOGRAPHY

Our photography selection should reflect our forward-
thinking perspective and communicate a refined,
modern take on the automotive industry, the network
of people who make it all happen, and our ability to
provide clarity and support to our members.

Images to be used in communications from the
organization as a whole should always speak to

our brand idea of Strong by Association. Content
could showcase advancements in the industry by
MEMA members, our organization’s commitment to
sustainability, or highlight our members and teams
working together. People are extremely important to
our association, as our members are the foundation of
our associafion.

Whenever possible, we should show teamwork,
sustainbility efforts, problem solving, speakers at
events, images of events, our presence in Washington
D.C. to show the support we provide to our members
and potential members.

Communications for Original Equipment Suppliers
might contain more images of parts and technologies
or vehicles currently in development, fo convey the
idea of the vehicle of the future. Communications

for Aftermarket Suppliers should convey the idea of
extending the lifecycle of a vehicle, and may contain
images of legacy automotive parts or images that
support sustainability efforts.




Iqq ) Visual Identity 3.18 - Photography Style 46
PHOTOGRAPHY STYLE

In order to convey our forward-looking perspective
through photography, there are a few style
considerations to keep in mind.

High-contrast, sharp images,
dramatic lighting and crop
provide visual interest.

People should always be shot in a candid, natural
way. Images of people should not feel posed or
staged unless for an editorial format or when there is
a need to identify a speaker or person for a particular
reason. For normal usage, images of people should
be well lit; people should not be “flash-burnt” or
appear white because of harsh light. People in images
should appear as natural or real as possible and be
as culturally diverse as possible. No effects or filters
should be used over images, only retouching as
needed to convey professional appearance in a real-
world environment.

People appear natural and
in real-world environments.
Images don't feel posed.

We can, however, use white or Mema Gray overlays
on images with subjects such as roads or highways,
or ambient backgrounds, in order to place our
brandmark or text on them to ensure legibility and
readability of the content.

Images of vehicles and components should have
high-contrast, dramatic lighting and be exceptionally
sharp. We can utilize cropping in interesting ways to Iqq e |ﬁﬁ CI
convey our unique perspective as well as images shot The Vehicle Suppliers Association
from angles that elevate the subject of the image. All
images should feel professionally produced and not
heavily manipulated with effects and filters.

MEMA Gray over background image of highway Showing vehicles in the context of the environment
system. These types of images suggest our broad convey our dedication to sustainability as it applies to
view of the imobility landscape the automotive industry.
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GRAPHIC ELEMENTS
—— The MEMA doft. The dof should never be removed from the
I I l e I ' l CE brandmark for any reason. When creating communications to use the
dot in a way described on this page, it should always be represented
The MEMA Dot ¢

as a perfect circle, in MEMA red. See page 42 for color breakdown.

The Vehicle Suppliers Association
The MEMA dot symbolizes our 360 degree view of the
automotive industry, our network of suppliers, leaders
and start-ups, the individuals that make up our
assocation, and our continuous support for them.

. . . . 1 Here we see the dof punctuating a
While our dot is primarily used as part of our headline. The dot should fake the place

brandmark, it can also be used in two other ways: of font-based punctuation, and be sized
accordingly. It should always align with

1) As punctuation for a headline or for our the baseline of the text and be kerned to 1 -
. — match spacing of characters in headline. ro ng y SSOCIB IO n PY
brand ideaq, Strong by Association. The dot should be similar in size to font-

based punctuation (in this case, a period)

Using the dot in this manner connects the strength at the specified font size.

of our brandmark to our messaging headlines and

becomes a repeatable brand asset. It should be

reserved to very short statements and not used for )
. . L . . . 2 Here we see the dot used as a graphic

mulhplie Ilr?es erhm a communication or design. Ar_w storytelling device in a few different

exception is a series of short statements that co-exist examples that are acceptable uses.

with one another and depend upon each other for

meaning and impact.

2) Paired with thin paths to show connection, a path
forward, or to enhance storytelling in
communication materials.

Strong by Association

. . o, A powerful netvvor_k of
We can utilize the dot in this way to illustrate the idea S%ifgtu'ge';!;rﬂe'tle ¥ e ke
of connection within our network, by literally creating
a network of lines and dots as a support illustration.
We can also use a single line with a dot along the path
to show we are providing structure and assistance in Dots traveling along a path. Dots and lines forming a network. Combined use with headline and path.
navigating the automotive industry. Or we can use it The path continues through multiple
to si v d Henti to diff i £ . pages of a document, presentation,
© simp y. rqw afren K?n © I‘ eren greos oragiven or video to convey forward movement
communication or design. This technique can also be or simply to be used as a tool to draw

viewers atftention to key areas.

paired with our Links graphic, see page 48.
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GRAPHIC ELEMENTS

MEMA Links

The MEMA Links are graphic elements that can be
used in a number of different of ways. The links come
from the “M” in the MEMA brandmark. This is another
technique we can deploy to reinforce our unique
brand assets and carry the meaning of our brand
even further. As little as a single link can be used or
multiple links can be used to create a pattern or to
create an illustrative idea to support a communication
concept. The use is quite open fo interpretation, as they
are infended to be dynamic and their use evolved, but
a few things to consider when using the links:

The links should never disrupt legibility or readability
readability of messaging and other brand assets.

The links can be used in conjunction with the dot to
create a more immersive storytelling device.

Two links interlocked shows partnership and
togetherness within the association. The resulting
form is strong and has interesting visual appeal that
supports our brand ideq, “Strong by Association.”

Links used as a pattern represent the many members
of the association operating fogether.

3.20 - Graphic Elements / MEMA Links

NMENCa.

The Vehicle Suppliers Association

Usage Examples

Section Title

Section Subhead Title

1

Interlocking links paired with dots and
path convey strength, support, solidarity in
navigating the automotive industry.

I
L
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I

(ged [ gud [ gl [ gl [ gl [ g
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e e e e
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(oY et Y gt T gt [ gt [ gud
(e et Y gt T gt [ gt [ o
(e et Y gt T gt [ gt [ o
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U
U
J
U

Links used as a pattern. This can be a
background element or used to create
texture over a solid colored background
or image background. Again, be sure
that all content placed on top of pattern
doesn’t become hard to read or illegible.

The links are derived from the “M” in the MEMA brandmark.
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VISUAL INSPIRATION

Collateral System

mMa&na.

“The Venicee Suppliers Assodiation

E-esungrig@mens.org
2345678901
wiwmema.org

TO WHOM IT MAY CONCERN:

Lorem ipsum dolor sit amet, consectetur adipisicing
incididunt utlabore et dolore magna aliqua. Ut enif
nostrud exeraitation ullamco laboris nisi ut aliquipg
Duis aute irure dolor in reprehenderit in voluptate W
fugiat nulla pariatur. Excepteur sint ocoaecat cupid
culpa qui officia deserunt mollit anim id est laboruf
omnis iste natus error sit voluptatem accusantiumy
totam rem aperiam, eaque ipsa quae ab illo inventf
architecto beatae vitae dicta sunt explicabo. Nema@
Voluptas sit aspernatur aut odit aut fugit, sed quia
s qui ratione voluptatem sequi nesciunt. Neque g
dolorem ipsum quia dolor sit amet, consectetur, ad,

3.21 - Visual Inspiration

maEama.

The Venic Supplers Assocstion

numauam elus modi tempora incidunt ut labore et
Quaerat voluptater.

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aligua. Ut enim ad minim veniam, auis

laboris nisi ut

inrep in
fugiat nulla pariatur.

Sincerely.

Victor Pasquol
Mema Original Equipment Suppliers

esse cillum dolore eu

mM&Ema

The collateral system is clear, easy to read, and communicates
the MEMA brand. This is also an example of the MEMA
secondary brandmark being used in conjunction with the
MEMA primary brandmark. The red strip grounds the system.

49
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VISUAL INSPIRATION Trade show banner has clear hierarchy of *

information and typography, it uses MEMA
Print red sparingly, and incorporates brand
imagery in an organized, structured layout.

One Association.
One MEMA.

HDMA is now MEMA.

Vehicle suppliers are coming under ane banner to
connect, address issues, and achieve success as one
powerful voice. That's the power of MEMA.

Working together ta improve our industry.

Strong Industry Connections.

One Powerful Voice.

We are MEMA. We are vehicle suppliers coming together fo address
issues and improve our industry. Everything we do keeps millions

of vehicles safely on the road today and creates the amazing new
vehicles of tomorrow. The issues we face individually become the
solutions we find collectively. From leadership panels o the podium
to Washington D.C., we are heard and we are strong, together.

Strong by Association.

v 1y Ad utilizes MEMA Gray background, the

MEMC 11 MEMA dot along a path, and imagery to

TheveicSupies Assodton 1 -} create a communication that is uniquely
K MEMA. MEMA Red appears sparingly, fo

draw attention and ground composition. N Ie M ICI-

The Vehicle Suppliers Association
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VISUAL INSPIRATION

Trade Show

memCL

; e
The Vehicle Suppliers Associatio

mE&ma

Aftermarket Suppliers

Example of how large areas of MEMA
Red can be used in conjunction with
other design executions. Not to be used
as a standalone execution.

Usage of MEMA primary brandmark
along with secondary brandmark. MEMA
Red appears in graphic strip and in the
dot of secondary brandmark.



Iqq ) Visual Identity
VISUAL INSPIRATION

Presentation Template

3.21 - Visual Inspiration

anTiOE

4

i
- \,"‘."*-" “\I‘.r"! !&

n =0 AT
W ogpanel L

The MEMA presentation template gives

us a way to consistently express our brand
through all of our presentation materials.
There are a variety of slides and examples
to choose from for various situations or
content that needs to be presented.
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Digital

3.21 - Visual Inspiration

Creating the

Vehicle of
the Future.

Sustaining
the Vehicle
Lifecycle.

Learn How

S3

Text over large background images

with MEMA Gray overlay are a visually
appealing way to display content

in mediums that will appear small.
Headlines are bold and attention getting
while imagery supports the headline.
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VISUAL INSPIRATION

Immersive Display Graphic Using Brandmark

When used in this way, the primary
brandmark becomes a graphic element
and is treated slightly different than

if it is used as the main brandmark in
communication materials.

We must use this technique with intention,
and not as decoration. In this example
we are communicating that MEMA is
intertwined in the mobility landscape
and has a strong relationship with the

automotive industry.

When the primary brandmark is used as

part of a display graphic, it should not be
: the only signal of MEMA branding in a

given communication. It should be treated
as an image within the context of a
composition or marketing communication.

An additional separate primary
brandmark should appear somewhere
near the display graphic in full,

not masked or distorted, otherwise
following the brandmark approved and
disapproved useage guidelines on pages
40 and 41.
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VISUAL INSPIRATION

Miscellaneous / Swag

e St Ao

am—
——
o
—

l é
y ¢

mMa&ana

MEMA brand assets can be
used to create a variety of
giveaways, apparel or swag
items for business partners or
for brand recognition outside
the office.
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Consistency is Key

The purpose of this guide is fo maintain consistency in MEMA brand
communication materials. Consistency is paramount to delivering an
experience that is recognizably MEMA every time a viewer interacts
with our brand in person, in print, online or otherwise. Thank you for
adhering fo these brand guidelines.

CONTACT INFORMATION

For more questions, concerns or general brand
inquiries, please contact Megan Gardner.

Megan Gardner
Executive Director, MEMA Marketing & Communications

mgardner@mema.org

mema.org
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