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GREAT BRANDS ARE BUILT WITH

CONSISTENCY, CONTINUITY,
CREATIVITY AND COHERENCE.

The Pepsi Brand Guidelines are a comprehensive set of rules and guard
rails created to build a design language that will powerfully express the
Pepsi personality across a range of fouch points — from packaging to
marketing and everything in between.
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OUR
STORY



o

oy WELCOME TO THE ERA OF:

BIG
BOLD
BLUE




PEPSI IS A GLOBAL BRAND

WITH A BROAD SPECTRUM OF IDENTITIES. WE WILL CORRECT THE

FRAGMENTATION AND BUILD AN EFFECTIVE GLOBAL SYSTEM THAT WILL DRIVE
DESIGN EXCELLENCE AND BRAND LEADERSHIP.

WE WILL BECOME A UNIFIED GLOBAL BRAND.

9 2
CAN USA RUS
(o]
LATM APAC

( pepsi @
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IN 2014 WE ARE GOING TO
RECLAIM OUR
ICONIC BLUE COLOR.




BY DRIVING EQUITY COLOR WE WILL RESTORE

THE VIBRANCY AND
IMPACT OF OUR BRAND

2 AND SEEK TO MAKE PEPS| THE
ULTIMATE CHOICE FOR CONSUMERS.

g

i



TO BE TRUE AND AUTHENTIC TO OUR
BRAND POSITIONING, ALL OF OUR
COMMUNICATIONS SHOULD FOLLOW
THE ESTABLISHED DESIGN PRINCIPLES.

DYNAMIC ACTIVE BLUE
AUTHENTIC REFRESHMENT CUES
DRAMATIC LIGHTING
UNEXPECTED CROPS

FOCUSED ATTENTION TO DETAIL
CLEAR COMMUNICATION
STRATEGIC SIMPLICITY

PEPSI GLOBAL BRAND GUIDELINES
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BRAND WHEEL:

WE'LL BE GROUNDED IN OUR BRAND POSITIONING

UNLOCK THE EXCITEMENT OF NOW

WHAT THE PRODUCT
DOES FOR ME

Facts & symbols
The Globe

Blue e Electric
@ Culture Fi
izz
Dynamic CUrrent  esesessccsseccccccccss
UNLOCK THE
EXCITEMENT .
Confident OF NOW Knowing Socially
Connected
Tone Open to new
Possibilities
Creative
WHAT THE BRAND :
DOES FOR ME Liberated

PEPSI| GLOBAL BRAND GUIDELINES

HOW WOULD | DESCRIBE
THE PRODUCT

HOW THE BRAND
MAKES ME FEEL



THE BRAND WHEEL IS AT THE CENTER OF THE

VISUAL IDENTITY SYSTEM (VIS)

TRADEMARKS
ICONS
Broa::lcast Out:ioor PHOTOGRAPHY
I St COLORS
. ADVERTISING SHAPES
. ON-LINE : OFF-LINE
of Sale 2 § ; TYPOGRAPHY
. Dlg.lfdl Tra.nsn SYMBOLS
[Food Stadium ILLUSTRATIONS
PATTERNS
Pock;ging
RETAIL @ SIGNAGE
UNLOCK THE FI;ei
. EXCITEMENT .
Artwork . ORNOW Exfe.rnal
Sampling Furniture
Go;ds Venziing
’ Nqﬂ‘onal Exh;bifs
Promo .
EVENTS
Local Pren':iums
rrome Pop-up : ABCDE ABCDE
Shows
: abcde abcde
$0123456789¢

PEPSI GLOBAL BRAND GUIDELINES 10



WE'LLWORK WITHIN A FRAMEWORK CONTEXT
THE VIS FRAMEWORK OFFERS TARGETED AND MEANINGFUL ACTIVATION,

VENDING
PACKAGING
FLEET
SIGNAGE
LOGOS

CORPORATE
COMMUNICATIONS

ICONIC

Activations are long term,

permanent fouchpoints of
the brand and usually have

large captial investments.

PERMANENT

PEPSI GLOBAL BRAND GUIDELINES

RETAIL

POINT OF SALE
SAMPLING
MERCHANDISING
FOOD SERVICE
ADVERTISING
PRINT

LOCAL

INTRINSIC

Activations are product
focused and could
emphasize refreshment
or desirabilty of the

product.

ADVERTISING
POSTERS

WALL PAINTINGS
WEBSITES
CONCERTS
LICENSING

TEEN

COLLEGE

EXTRINSIC

Activations tend to be
much more themeatic.
The brand would be
layered with local or
national programs.

EVENTS
EXHIBITS
PREMIUMS
PROPERTIES
LICENSING
ADVERTISING

NATIONAL &
LOCAL PROMOS

SHARED

Activations are short ferm
events with a stronger
co-branding relationship.

TEMPORARY




WE MUST BE AUTHENTIC.

WE BELIEVE THAT

AUTHENTICITY IS
THE BENCHMARK

AGAINST WHICH ALL BRANDS
ARE NOW JUDGED.



WE'RE EVOLVING

MULTIPLE GLOBAL SYSTEMS

Breathtaking / RBSW / International

Y

]
e
]

pepsi|

gl

BBB
Big Bold Blue

PEPSI GLOBAL BRAND GUIDELINES

ARTIFICIALLY ENHANCED
REFRESHMENT
Exaggerated and stylized

refreshment cues

REAL REFRESHMENT
Authentic and appetizing
refreshment cues

PEPSI BLUE

Blue can as lead

MASTER BRAND

Holistic approach to Brand Pepsi



2

VISUAL
IDENTITY



OVERVIEW OF OUR BRAND ELEMENTS

TRADEMARKS TYPOGRAPHY
ICONS SYMBOLS
PHOTOGRAPHY ILLUSTRATIONS

COLORS PATTERNS S 4 09

VISUAL IDENTITY SYSTEM

SHAPES FORMS

ABCDE ABCDE
00 ... ..
® O $0123456789¢
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PEPSI LOGO

The Pepsi Logo is comprised of
two elements: the Globe and the
Wordmark. A set number of lockup
variations of the Pepsi Logo are
available. The horizontal logo
shown at right is the primary logo.
The preferred usage appears on a
Pepsi Big Bold Blue background.

The logo must never be altered,
modified or recreated. Any attempt
to modify or alter our logo is a
violation of our standards.

IMPORTANT NOTE ([ J
MORE DETAILED LOGO SPECIFICATIONS ARE
AVAILABLE IN THE PACKAGING SECTION.

PEPSI GLOBAL BRAND GUIDELINES

PEPSI LOGO ELEMENTS

1: GLOBE

PEOSI. o

PEPSI LOGO



PEPSI LOGO ELEMENTS

Our Globe is the simplest,
most immediate and most
recognizable representation of
our product. It builds upon our
heritage, while communicating
the confidence and renewed
energy that represent our
future. Consistent use will help
build visibility, brand equity
and global iconic status for
our product.

THICKER STROKE
Stroke has been
increased to add
confidence and
impact.

IMPORTANT NOTE ([ J
MORE DETAILED LOGO SPECIFICATIONS ARE
AVAILABLE IN THE PACKAGING SECTION.

PEPSI GLOBAL BRAND GUIDELINES

PEPSI GLOBE




PEPSI LOGO ELEMENTS

OLD WORDMARK (DO NOT USE)

NEW WORDMARK

THICKER LETTERS
Letters are 10% thicker than

previous logotype.

PEPSI GLOBAL BRAND GUIDELINES

OSI

ROUNDED CORNERS GEOMETRIC LETTERS
Corners of all letterforms Oblong letterforms were redrawn
have been slightly rounded. to reference the circular shape

of the Pepsi globe.



KEY IDENTIFIERS

OLD VS. NEW

THICKER LETTERS ROUNDED CORNERS GEOMETRIC LETTERS

OoLD

NEW

PEPSI GLOBAL BRAND GUIDELINES



LOGO CLEAR SPACE & MINIMUM SPACE

It is important to surround our logo with CLEAR SPACE

a healthy amount of room—clear space—
so that it stands out in our communications.
Clear space separates the logo from other
elements such as headlines, text, imagery
and the outside edge of applications. Avoid Use the clear space
placing any text or graphic elements within SN (D [PEEE
maximum legibility.
the clear space. [T a——
is defined by the
Whenever possible, use more than the width of the “e” in
minimum clear space to allow the logo the wordmark.
to receive maximum attention.

x

MINIMUM SIZE

When reproducing our logo in print or online,
consider its size and legibility. To ensure
readability and reinforce our brand, never
scale the logo such that the globe appears
smaller than one .25" in diameter.

In some applications it will be necessary fo use
the logo at a smaller or larger size. In order to
maintain the integrity and legibility of the Pepsi

(]
logo at all times, there is a unique version that
has been optimized for use at a small size.
®

In print applications the minimum

@ size should be a width of 0.25 inches.

pepel In digital applications the minimum X
size should be a width of 30 pixels.

0.25"

IMPORTANT NOTE ([
MORE DETAILED LOGO SPECIFICATIONS ARE
AVAILABLE IN THE PACKAGING SECTION.

PEPSI GLOBAL BRAND GUIDELINES



GLOBAL PEPSI LOGOS

ENGLISH

pepPsi.

(I pepsi

ARABIC

(D). surn

CHINESE

B85d%

(D =®as



SECONDARY BRAND MARK

The Pepsi Globe is SECONDARY BRAND MARK

PRIMARY PACKAGING

incorporated into the letter
‘p” of the Pepsi wordmark in
our secondary brand mark.

The secondary brand mark is
reserved for use on packaging
and equipment, and should
always be displayed with the
primary logo.

PEPSI GLOBAL BRAND GUIDELINES

Front of can Side of can

22



PEPSI-COLALOGO

Our Pepsi-Cola logo is part
of our heritage and should
appear on packaging along
with its legal notice.

Legal NOTICE

Alegal notice and a trademark attribution should
appear on materials that include a logo with
registration symbol. The standard language for
these statements is listed at right:

PEPSI, PEPSI-COLA and the Pepsi Globe
are registered trademarks of PepsiCo, Inc.

CONTACT YOUR LOCAL TRADEMARK LEGAL

DEPARTMENT FOR COUNTRY SPECIFIC
LANGUAGE AND REGULATIONS.

PEPSI GLOBAL BRAND GUIDELINES

APPLICATION EXAMPLES

VEAY LOW S0DIUM

mount Per Serving

Total Carbohydrate 41g 14%
Sugars 41g
Protein Og

T —
Not a significant source of
other nutrients,
*Percent Daily Values are

d on a 2,000 calorie diet.

'BOTTLED UNDER THE AUTHORITY OF
PEPSICE, INC., PURGHASE, NY 10577
Product questians? 1-800-433-2652
PEPSS, 70000 and the Paps! Glohe
arwrpistard -t of PopiCo, o,

i

23



PEPSI BOTTLE CAP

The Pepsi Bottle Cap provides WET CAP

CLASSIC CAP

dimension and personality to
the iconic Pepsi Globe. It must
always be used in combination
with the Pepsi horizontal or
vertical logo.

EXAMPLE

PEPSI GLOBAL BRAND GUIDELINES

Pepsi Logo would appear on back panel

24



PEPSI BOTTLE CAP

In compostion the Pepsi SCALING EXAMPLES
Bottle Cap must be featured
with the Pepsi Logo in close

o Large Pepsi Bottle Cap combined Large Pepsi Bottle Cap combined
proximity. with smaller Pepsi vertical logo with smaller Pepsi vertical logo

THESE ASSETS MUST NOT
BE SCALED EQUALLY

The Pepsi Bottle Cap and
Pepsi Logo should be
scaled at varying sizes to
avoid a direct comparison.

Food service cup Vending machine

PEPSI GLOBAL BRAND GUIDELINES 25



PEPSI BOTTLE CAP: DON'Ts

Don't flip, crop, rotate or use FLIP CROP OR LARGE SCALE

multiple Pepsi Bottle Caps
in compositions.

ROTATE MULTIPLE CAPS

PEPSI GLOBAL BRAND GUIDELINES



COLOR

OUR VISUAL IDENTITY SYSTEM IS
BUILT ON CELEBRATING, OWNING
AND ACTIVATING OUR BRAND
EQUITY COLOR: BLUE.

BIG BOLD BLUE IS:
REFRESHING
CONFIDENT
DYNAMIC
ENERGETIC
VIBRANT

Scientific color theory positions blue as an inherently cold
and refreshing color. Blue is also bold, confident and strong.
These characteristics embody our brand equity. Following
these guidelines with careful attention to color management
will elevate and strengthen our brand.

PEPSI GLOBAL BRAND GUIDELINES
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COLOR PALETTE

We have established a singular
color palette for use across our
enterprise. This helps to ensure
that our communications
appear unified and consistent,
while providing an appropriate
range of flexibility to address

a variety of messaging and
functional needs.

Our colors, especially Pepsi Big
Bold Blue, act as important
identifiers to help distinguish
the Pepsi brand and should
always match the appropriate
Pantone® color swatch.

PEPSI GLOBAL BRAND GUIDELINES

CORE COLOR (BIG BOLD BLUE)

PRODUCT COLORS

LOGO COLORS

ACCENT COLORS

PMS
108




COLOR PALETTE

Our color spectrum, both PRODUCT COLORS
primary and secondary can
be seen across our portfolio
of products.

ACCENT COLORS (DESIGNS ARE SUBJECT TO CHANGE)

PEPSI GLOBAL BRAND GUIDELINES 29



COLOR PALETTE

To ensure that the colors
within our palette reproduce
consistently across both print
and on-screen media, we
have established exact color
formulas.

Note: While the CMYK specifications shown on
this page provide a consistent starting point,

always work closely with print vendors to ensure
proper reproduction.

PEPSI GLOBAL BRAND GUIDELINES

COLOR SPECIFICATIONS: ALL THINGS NON-PACKAGING*

COLOR NAME SPOT CMYK RGB HEX
CORE COLOR @ Pepsi Big Bold Blue Pantone®300 C 1004200 092184 005cb4
LOGO COLORS @ Pepsi Logo Blue Pantone®2945 C 1006917 3 3981184 004b93
@ Pepsi Logo Red Pantone®185 C 0100820 2010 44 c9002b
PRODUCT COLORS Pepsi Silver Pantone®Cool Gray2C 191516 0 208 207 204  docecc
Pepsi White n/a 0000 255 255 255 fEffff
@ Pepsi Light Blue Pantone®313 C 10012181 0142183 008dbb
@ Pepsi Black Pantone®Black 2 C 0 0 0 100 000 000000
ACCENT COLORS @ Pepsi Cherry Pantone®185 C 0100821 197 20 47 c5142e
Pepsi Lemon Pantone®108 C 06950 247 218 f7da0a
@ Pepsi Lime Pantone®376 C 541100 0 148187 30 94bald

Note: Please refer to the packaging print guidelines for INX color
match information on all can, label, shrinkwrap and paperboard
wrap packaging needs.

The colors shown on this page and throughout these standards
have not been evaluated by Pantone, Inc. for accuracy and
may not match the PANTONE Publication for accurate color.
PANTONE® is the property of Pantone, Inc.

30



BBB BACKGROUNDS

Compositions should be built with our BBB backgrounds. The Big Bold Blue Pepsi
backgrounds are an integral part of the global identity system and help support the
world that lives around the products. They embody our core equities of energy and
refreshment. Our background blue values are deep, alive and vibrant.

1: BLUE 2: GRADIENT 3: BRUSHED BLUE

ACCEPTABLE USE

IT’SKIND OF A

DEAL
y,

papeost |

Og,

PEPSI GLOBAL BRAND GUIDELINES
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GRADIENT USAGE

« Maintain consistency in proportion of shadows and highlights
allowing an overall Big Bold Blue color impression.

EXTREME VERTICAL SQUARE HORIZONTAL

EXTREME HORIZONTAL

PEPSI GLOBAL BRAND GUIDELINES




BRUSHED BLUE USAGE

 Grain should always be horizontal.
« Maintain consistency in proportion of shadows and highlights
allowing an overall Big Bold Blue color impression.

EXTREME VERTICAL SQUARE HORIZONTAL

EXTREME HORIZONTAL

PEPSI GLOBAL BRAND GUIDELINES




USING BRUSHED BLUE

When combining product
photography and Brushed Blue
background, create dynamic
compositions by arranging

the product to align with the
Brushed Blue highlight.

BRUSHED BLUE HIGHLIGHT

HIGHLIGHT

Within the files for each
Brushed Blue background
you can slide the highlight
layer to align with the focus
of your composition.

PEPSI GLOBAL BRAND GUIDELINES

BRUSHED TEXTURE HIGHLIGHT

BRUSHED BLUE

+
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BACKGROUNDS: DON'Ts

« DON'T change the orientation of which the grain runs.

« DON'T invert the color distribution of the gradient.

« DON'T stretch the gradient to fit extreme horizontal dimensions,
all colors of the gradient spectrum must be visible.

INVERTED GRADIENT VERTICAL GRAIN TOO DARK

INCOMPLETE GRADIENT SPECTRUM / SCALED TEXTURE

PEPSI GLOBAL BRAND GUIDELINES
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BACKGROUND GLOW

Applying a glow behind our
product, makes it pop off of the
background and creates a
dynamic look.

BACKGROUND WITH GLOW APPLIED

Glow highlight is
CMYK 802400

PEPSI GLOBAL BRAND GUIDELINES

SILHOUETTE

GLOW

COMPOSITION

36



PHOTOGRAPHY

OUR PHOTOGRAPHY STYLE

EXPRESSES THE ENERGY AND
OPTIMISM OF OUR BRAND.

WHEN OUR PRODUCTS AND CONSUMERS
ARE PHOTOGRAPHED IN AN AUTHENTIC,
ENGAGING MANNER, IT STRENGTHENS
OUR BRAND MESSAGE.

PEPSI GLOBAL BRAND GUIDELINES
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LIFESTYLE PHOTOGRAPHY

(PHOTOGRAPHIC STYLE IS IN DEVELOPMENT.
COMING SOON.)

PEPSI GLOBAL BRAND GUIDELINES
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AS A BRAND OUR
TONE IS ALWAYS...

DYNAMIC

WE ARE ACTIVE,
ENERGETIC, UPBEAT

& FUN, FULL OF
PASSION, AND WITH
ENTHUSIASM FOR LIFE.




CON F‘IDENT a

WE ARE COURAGEQUS, .
EXPERIMENTAL,
AND UNCONVENTIONAL.







4
F

CURRENT

° L]

/
2
WE ARE IN AND OF THE

MOMENT, TII\/\ELY\
FAST TO ACT. \ |



PRODUCT PHOTOGRAPHY

Our product photography should reflect the following principles:

HEROIC

DYNAMIC ACTIVE BLUE
AUTHENTIC REFRESHMENT CUES
DRAMATIC L ICHTING
UNEXPECTED CROPS

FOCUSED ATTENTION TO DETAIL
CLEAR COMMUNICATION




DYNAMIC PRODUCT PHOTOGRAPHY

New product photography has
authentic refreshment, dramatic
lighting, and unexpected crops.

Product has been shot with
dynamic angles to create active
layouts and capture attention.

Whenever possible, use
dynamic product close-ups
with unexpected crops, for big,
bold and impactful branding.

PRODUCT PHOTOGRAPHY COMPOSITION

DYNAMIC ACTIVE BLUE

CLEAR COMMUNICATION

UNEXPECTED CROPS

PEPSI GLOBAL BRAND GUIDELINES

AUTHENTIC
REFRESHMENT CUES

DRAMATIC LIGHTING

HEROIC
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PRODUCT PHOTOGRAPHY

Refreshment is captured in two CLASSIC CANS

photographic styles. "Classic"
and "Chilled". You may select
the most appropriate for the

communication.

When photographing
chilled products ensure the
condensation is natural and
authentic. The water should
be subtle, not dominant.

PEPSI GLOBAL BRAND GUIDELINES
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PRODUCT PHOTOGRAPHY

Refreshment is captured in two CLASSIC PET BOTTLES

photographic styles. "Classic"
and "Chilled." You may select
the most appropriate for the

communication.

When photographing
chilled products ensure the
condensation is natural and
authentic. The water should
be subtle, not dominant.

CHILLED PET BOTTLES

PEPSI GLOBAL BRAND GUIDELINES



PRODUCT PHOTOGRAPHY

Refreshment is captured in two CLASSIC GLASS BOTTLE CHILLED GLASS BOTTLE

photographic styles. "Classic"
and "Chilled." You may select
the most appropriate for the

communication.

om— 4
{

om— 4
{

When photographing
chilled products ensure the
condensation is natural and
authentic. The water should
be subtle, not dominant.

PEPSI GLOBAL BRAND GUIDELINES
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REFRESHMENT CUES

Product has been shot with
realistic refreshment cues for
authenticity to avoid fake or
‘photoshopped’ condensation.

CORRECT REFRESHMENT CUES

Refreshment cues are
real and captured with
photography.

Not to be created digitally.

PEPSI GLOBAL BRAND GUIDELINES
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REFRESHMENT CUES: DON'Ts

Product has been shot with
realistic refreshment cues for
authenticity to avoid fake or

‘photoshopped’ condensation.

PEPSI GLOBAL BRAND GUIDELINES

DO NOT

Don't show excessive
ice or slush.

Don't show illustrative or
unreal water drops.

Don't show exaggerated or
unnatural splashing.

PS

Don't creates refreshment

cues with Photoshop.
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TYPOGRAPHY

TYPOGRAPHY EXPRESSES
OUR UNIQUE VOICE

AND ENGAGES OUR CONSUMERS.
USING CONSISTENT TYPE STYLES AND
EXECUTION IS CRITICAL IN MAINTAINING

A UNIFORM PRESENTATION OF OUR BRAND.

PEPSI GLOBAL BRAND GUIDELINES

50



TYPOGRAPHY

Sofia Pro, our primary typeface, SOFIAPRO
is an essential part of the Pepsi
brand personality. Sofia Pro is
a geometric sans serif that
reflect the unique character of
the Pepsi logo. As our primary
typeface, assign it to all text
within our communications
materials.

A full suite of Sofia Pro weights

is available. ADD A PEPSI TO YOUR
ORDER FOR ONLY ST

Note: When using Sofia Pro,
always set the tracking to -20.

SOFIA PRO BLACK F U N FO R

SOFIA PRO BOLD

SOFIA PRO REGULAR

SOFIA PRO LIGHT

You may purchase Sofia Pro at:

www.myfonts.com/fonts/mostardesign/sofia-pro/ o N E D E LI C I o U s

BY THE DOZEN

PEPSI GLOBAL BRAND GUIDELINES 51



PEPSI NUMERALS

Numbers are an important
part of the world of Pepsi.
They exist on packaging
and in many pieces of
brand communication.

We have crafted a unique and

oroprietary set of numbers O'I 2 3 4 5 6 7 8 9 S¥f €

that have been drawn to
reflect the visual equities of
the Pepsi brand.

Use these numbers to infuse EXAMPLES
more of the Pepsi spirit into
our communications.

TO USE ON:
PACKAGING
POS APPLICATIONS

2 / sF°2R.50
20 OZ BOTTLES

12-12 FL 01 CANS (144 FLOZ) « 12

: oS £

12126 VL CANS (144 FLOT) + 12355 mL* aNS (4.261)

PEPSI GLOBAL BRAND GUIDELINES 52



TYPE USE

SOFIA PRO (FOR HEADLINES)

Sofia Pro is used to express bold
messages in an eye-catching way.

Create rhythm in headlines with scale

and contrast. Use all caps and set tracking
to -20 when use Sofia Pro.

THISISA

“77 SUBHEADLINE

PEPSI NUMERALS (FOR STANDALONE PRICING) DO NOT

The Pepsi numerals should be used large as Use Pepsi numerals in headlines

display numerals (e.g., value POS). Always or in-line with Sofia Pro. In these
follow the same sizing principles when working cases, Sofia Pro numerals are to
with numbers and prices. be used.

NORMAL SUPERSCRIPT NORMAL SUPERSCRIPT
Pepsi normal Pepsi superscript Pepsi normal Pepsi
superscript

PEPSI GLOBAL BRAND GUIDELINES 53



“LIVE FOR NOW” LOCKUP

The LIVE FOR NOW® lockup PRIMARY (HORIZONTAL) LOCKUP

has been updated to follow

the new BBB guidelines and
typeface.

Use provided vector lockups
for consistency across all
touchpoints. Do not recreate.

SECONDARY (LEFT-ALIGNED) LOCKUP DO NOT

Do not place the Pepsi Globe within
I I v E the O of Live for Now.

PEPSI GLOBAL BRAND GUIDELINES 54
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PACKAGING LOGO GUIDELINES

PRIMARY LOGO - VERTICAL PRIMARY LOGO - HORIZONTAL
SPACE SPACE

FOR VERTICAL HORIZONTAL USAGE — LABELS

°
e S I Space should be determined by front facing
panel when wrapped

FOR VERTICAL SPACE USAGE — CAN & LABELS

Space should be determined by front facing
panel when wrapped

PEPSI GLOBAL BRAND GUIDELINES

SECONDARY LOGOS

._
Q
)
Q

FOR CAN USAGE ONLY FOR LABEL USAGE ONLY

TO BE PLACED NEXTTO OR
WITHIN THE NUTRITIONAL PANEL
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LOGO ALIGNMENT

VERTICAL SPACE LOGO ALIGNMENT

Pepsi globes should be the same size and position throughout pepsi trademark.

pepsi pepsi

epsi epsi
K nex
light maxitar faste S Ubl e

no sugar stevia plant

HORIZONTAL LOGO ALIGNMENT

Pepsi globes should be the same size and position throughout pepsi trademark. They should also be centered fo top & bottom of label.

pepsi

light

t

nex

real cola taste

60% less sugar*

o
@
L

£

5
£

%

o

£

-1
o
3
@
o
c

pepsi
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CAN GUIDELINES

Align Pepsi logos
top & bottom.

The secondary vertical
Pepsi logo should be used
on a CAN layout only.

Pepsi Trademark copy is required

. When the GDA on all cans & labels. Translate for
There are 4 globe sizes A § information is required specific markets as necessary.
usage. Please refer to the ‘E ) é on the can, it should be Please refer to the last page for
globe guidelines. E" § inserted within the TM copy for each brand and
5 3 nutritional panel or over contact your local trademark legal
E Bl the netweight — vertical department for country specific
% % format preferred. language and regulations.

03280

B |

PEPSI GLOBAL BRAND GUIDELINES

Image Limit 8.26 in / 209.837 mm mm‘

4o

Type Limit 7.754 in / 196.959 mm

A7/ 4748mm

=
=3
2
[
3
=
L
=)
=
Qo
)
2
o
.J>
o
D
z
2
=
o
w
—_
no
o
3

Calorles 150
% Dally Value*
Total Fat Og 0%
Sodlum 30mg 1%
Total Carbohydrate 419 14%
Sugars 41g
Protein Og
Not @ signicant source of

er nutrients.

*Percent Dai%VaIues are

based on a 2,000 calorie diet.
DOTTLED UNDER THE AUTHORITY OF
PEPEICS, INC., PURCHASE, NY 10577
Prodect yeestions? 1-800-433-2652
PEPSY, PEPSHCOLA and the Pops! Glote
arw rogistered fradomarks of PapsiCo, lac.

NATURAL mm

GARBONATES ATER, NIGH FRUCTOSE CORN SYRUP, GARNELCOLOR,
CAFFEINE CONTENT: 36mg/12 fi iz. WWWPEPSLEOM

SUGAR, PHOSPHORIC AGIE, GAFFEINE, CITRIC ACID,

3
]
=]
@
c
ES
=
~
o
©
=
-~
-
=
o
©
)
3
3

PERCAN |

12FL01
(355.mL)

Mn/arizmm |

Empty space between Net Weight base aligns with the bottom of
elements should be divided nutritional copy — typography should be set
equally — measure the using Berthold Akzidenz Grotesk - Medium Gondensed
space from the Pepsi It can be purchased at www.myfonts.com
globe. Do not include net
content.

Nostalgic Pepsi logo should be
placed in the nutritional panel
whenever space allows.

The ® must be included. When ®
is not feasible due to printing
limitations or other technical

constraints, the trademark copy
must be used.

Please refer to the last page for
TM copy for each brand.
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LABEL GUIDELINES

Pepsi Trademark copy is required
on all cans & labels. Translate for
The secondary vertical specific markets as necessary.
logo should be used Please refer to the last page for
TM copy for each brand and
contact your local trademark legal
department for country specific
language and regulations.

When the GDA
information is required
on the can, it should be

inserted within the
nutritional panel or over
the netweight — vertical

format preferred.

There are 4 globe sizes
usage. Please refer to the
globe guidelines

of an adult's guideline daily amount

3 102
. =1, CARBONKTER WATEH, CARANEL GO0
Nutrition AmsustSendng . 0v:] Bothet ooeh o
Total Fat Og PSS ST P
Codiine O e @0/ ES
Sodium 65mg 3% | M AEN

amSSILN,
Total Garb Og__ O%%] BToka: v st chade
Sugars0g | (T
S PHENVLALANINE.
EATHORTY

WA

MEVT-CT-MANY
ORJA-HIS6MIT06

[{E
BOTTLED UKDER TH
LR
-COLA and the Papsi .
Gobe are trademarks of PepsiGa, Inc. ) [— Nostalgic Pepsi logo should be
7 Q _— placed in the nutritional panel

whenever space allows.

The ® must be included. When &
is not feasible due to printing
limitations or other technical

Net Weight base aligns with the bottom of label constraints, the trademark copy

— typography should be set using Berthold Akzidenz must be used.
Grotesk - Medium Condensed

It can be purchased at www.myfonts.com

Please refer to the last page for
TM copy for each brand.

Empty space between
elements should be divided
equally — measure the
space from the Pepsi
globe. Do not include net
content.

Tagline typography should be set
using Sofia Semi Bold

It can be purchased at www.fontshop.com
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LOGO ORIENTATION

VERYLOW SO

ACEL WATO AL FANL

*Percent Dally Values are
based on a 2,000 calorie di

127107
(355 ml)

‘$UGAR FREE = VERY LOW SORIUN, LOW GALORIE - 40 caleies m loss
Sy wiess g 0 (B). por 240l (8 0 o), LOW SODUM

ot Carbolyeirte 169_ 0%
Sugars Og Sugars 15
Protein Og - Protein
Not a significant source of| Not a significant source of|
other nutrients,

T
PEPSHGOLA  ¥pops T 159 5
Pl 2.

neXt R

= = = real cola taste
maximum taste 12FL07 60% less sugar* 12FL0I
no sugar (355 mL) (355 mL)

gar*

o
2
(2]
o
2
Lo
]
O

real

aximum taste - no sugar

60% less su
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PROMOTIONAL GUIDELINES - CAN

WE ARE CONTINUING TO WORK ON THE
PROMOTIONAL AND VALUE SYSTEM.

PLEASE USE THE SYSTEM SHOWN HERE
VALUE PROMOTION UNTIL WE HAVE A MORE PERMANENT
SOLUTION. PLEASE SHARE ALL PROMOTIONS
WITH THE GBG DESIGN TEAM.
$219 79¢
| Bl

Pepsi also has a unique set of $¢ 0] 234 56789
Center the promo snipe above .

numerals, it should be used for

the Pepsi logos value promotions only.
|+ overwrapP OVERWRAP |«
02033
The promotional band must be o = alatade aporta —
in promo yellow.
The shape of the banner must
be used as provided with a lata de 295 ml aporta 0% S 38% B 2%
rounded corners on the bottom. R o TREen oS Favios recomsnins
® basados en una dieta de
Please allow generous clearance 0 0 POR EMBOTELLADORES AUTORIZADOS BAJO
around the promo copy. Itis o 7% A DE PEPSICO PURCHA RESPONSABLE D 5
recommended it should be at a delosreq entos diario ABRICACIO 0 GEPP, SAPI. DI APIA DI a
least the height of the large ecome A ANOS NO OL. SANTA 68, ZAPOPA
number. R ¢ ALISCO . .
0 A ARES (AZOCAR Y/0 = Pepsi Trademark copy is
o N ONCENTRADO PEPS-CO! required on all cans & labels.
g ) o PO’ PEPSI SON MARCA o | Translated for specific markets
L 0 PREFER OTEVER as necessary.
< s 0 0. CUIDA 0
(2]
= £
£ € ORMACIO AL POR ENVA ATA: Contenido
= = o 0136 eina: 0gde o
= = -~ da0g bohidratos D 0 de lo¢ ~
o w 7 A g » Fibra Dieté g T
< Qo
o E - o
D
CETr :
g a pagina o Nostalgic Pepsi logo should be
= pep 0 = placed in the nutritional panel
whenever space allows.
- O = The ® must be included. When
REFRESCO ® is not feasible due to printing
ABOR COLA limitations or other technical
° constraints, the trademark
0 copy must be used
v A A
0.190

[oz1e Type Limits 7.048" foare] _/
|
|

I Litho Limits 7.484"

Net Weight base aligns with the bottom of
nutritional copy — typography should be set
using Berthold Akzidenz Grotesk - Medium Condensed
It can be purchased at www.myfonts.com
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PROMOTIONAL GUIDELINES - CAN

VALUE PROMOTION

The promotional band must be
in promo yellow.

The shape of the banner must
be used as provided with
rounded corners on the bottom.

Please allow generous clearance
around the promo copy. Itis
recommended it should be at

least the height of the large
number.

PEPSI GLOBAL BRAND GUIDELINES

Center the promo snipe above the Pepsi logos

Sofia Pro is the preferred font for promotional
communication

Pepsi Numeral font should not be used for numbers
when paired with offer copy.

eoeo
IMPORTANT NOTE:

WE ARE CONTINUING TO WORK ON THE
PROMOTIONAL AND VALUE SYSTEM.

PLEASE USE THE SYSTEM SHOWN HERE
UNTIL WE HAVE A MORE PERMANENT
SOLUTION. PLEASE SHARE ALL PROMOTIONS
WITH THE GBG DESIGN TEAM.

OVERWRAP  |«—»|

Litho Limits 4.5908"

Type Limits 4.197"
OVERWRAP NO GRAPHICS BEYOND THIS POINT

DISFRUTA 295ml POR *1%

Una lata de 295 ml aporta:

7%

9% delos requerimientos diarios

recomendados basados en
una dieta de 2 000 Cal

°
st OLA
e S I0 REFRESCO fj";,C:
: SABCR COLA
o

Una lata de 295 mlaporta:

% delos requerimientos diarios recomendados
asados en una dieta de 2 000 Cal

HECHO EN MEXICO POR EMBOTELLADORES AUTORIZADOS BAJO
LICENCIA DE PEPSICO, INC. PURCHASE, N.Y. RESPONSABLE DE
FABRICACION GRUPO GEPP, S.A.P.\. DE C.V., ESTHER TAPIA DE
CASTELLANOS NO. 555, COL. SANTA FE, C.P. 45168, ZAPOPAN,
JALISCO.

INGREDIENT GUA CARBONATADA, AZUCARES (AZUCAR Y/O
JARABE DE MAIZ), CARAMELO CLASE IV, CONCENTRADO PEPSI-COLA.
® PEPSI, PEPSI-COLA Y EL LOGOTIPO PEPSI SON MARCAS
REGISTRADAS DE PEPSICO, INC. CONSUNO PREFERENTE Y LOTE VER
FONDO DE LA LATA, CONSERVESE EN LUGAR FRESCO. CUIDA EL
AMBIENTE, RECICLA EL ENVASE. 0913

INFORMACIGN NUTRIMENTAL POR ENVASE / LATA: Contenido
Energético 136 Cal (578 kJ) « Proteinas 0 g » Grasas 0 g de las cuales:
Grasa Saturada 0 g * Carbohidratos Disponibles 34 g de los cuales:
Aziicares 34 » Fibra Dietética 0 g » Sodio 39 mg

Linea __ D.F.: 52812981y 5281 2114]
PePSI interior: 01 800 901 6200

Visita nuestra pagi
www.pepsi.com.mx

Pepsi Trademark copy is
required on all cans & labels.
— Translated for specific markets
as necessary.

Nostalgic Pepsi logo should be
placed in the nutritional panel
whenever space allows.

OVERWRAP NO GRAPHICS BEYOND THIS POINT

CONT. NET.

290ml

Type Limits 7.048"

\

The ® must be included. When
® is not feasible due to printing
limitations or other technical
constraints, the trademark
copy must be used

Litho Limits 7.484"

Net Weight base aligns with the bottom of
nutritional copy — typography should be set
using Berthold Akzidenz Grotesk - Medium Condensed
It can be purchased at www.myfonts.com



PROMOTIONAL GUIDELINES - SINGLE SERVE

WE ARE CONTINUING TO WORK ON THE

PROMOTIONAL AND VALUE SYSTEM.

PLEASE USE THE SYSTEM SHOWN HERE
CONSUMER PROMOTION - SMALL LABEL UNTIL WE HAVE A MORE PERMANENT
SOLUTION. PLEASE SHARE ALL PROMOTIONS
WITH THE GBG DESIGN TEAM.

Center the promo snipe above the Pepsi logos.

A promo red band should be reserved for value For small labels, it is recommended to keep the
communications only — yellow or red bands are promo communication within the band to keep
recommended for consumer promotions. the label clean. Bands top & bottom
of label should be in
The shape of the banner should be used as Sofia Pro is a preferred font for background blue
provided. promotional communication.
Sofia Pro

abcdefghijkimnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

_ ICONIC ENTER CODES ICONICSUMMER.COM
Nutrition Facts SUMMER

-Serving.Size.8-fl.0z(240.ml).

Servings Per Container 1.06 LOOK UNDER CAP
Amount Per Serving

Calories 100

=

Total Fabg
Sodium25mg
DGRy B6 Rl

Sugars 269
Protei LD

000 "80479

*Percent Daily Values are based on
122,000 calorie diet.

= 5
== oS
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S
)
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==
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SwnxE2
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S=RE
mo 1%}
=
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=50
==32
=2
SxEe
SZto
o3Sa

%
o
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=
=
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=
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=
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=
=

The Pepsi branding should be the most
prominent element on the pack.

It must always be placed on the
approved light blue background
without any interference from the
promo elements.

PEPSI GLOBAL BRAND GUIDELINES



PROMOTIONAL GUIDELINES - MULTI SERVE

WE ARE CONTINUING TO WORK ON THE
PROMOTIONAL AND VALUE SYSTEM.
PLEASE USE THE SYSTEM SHOWN HERE

CONSUMER PROMOTION UNTIL WE HAVE A MORE PERMANENT

SOLUTION. PLEASE SHARE ALL PROMOTIONS

Center the promo snipe above the Pepsi WITH THE GBG DESIGN TEAM.
A promo red band color should be reserved for logo.
value communications only — yellow or red bands
are recommended for consumer promotions. Sofia Pro is a preferred font for
promotional communication. Bands top & bottom
The shape of the banner should be used as provided. of label should be in
SofiaPro —M8M8M background blue.

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

COLLECT CODES. COMBINE ICONS. AND You couLb WIN. :
ICONICSUMMER.COM e b R
Voedingswaarde per 8 fl 0z (240 ml) =

Energie 100 Keal

The secondary branding % tagelijkse Voedingswaarde*

must be included in the
promotional panel — the
size and position should COLLECT
align with the Pepsi globe. CAP CODES FOR ICONS
It must have a blue gebaseerd op een 2.0
clearance around the logo.

KARAMELKLEUR, FOSFORZUUR, CAFE[ME:
CITROENZUUR EN NATUURLIJKE AROMA'S.

COMBINE
YOUR ICONS

1JSKOUD HET; LEKKERST
PRODUKT VAN SURINAME

(]

TRIPS, APPAREL

& MORE 1500 mL

HANDELSMERKEN VAN PEPSICO, INC.

(1Y

The promotional elements can be Make sure there is a
added on a secondary panel — it clear space around the
should not exceed the width of the Pepsi logo so th? branding

Pepsi globe from the primary panel. The Pepsi branding should be the most stands out in our
prominent element on the pack. communication. The
If partner logo is used, it should be minimum space is the
smaller than the Pepsi globe in the It must always be placed on the width of the "e" in the
secondary panel. approved light blue background Pepsi type.

without any interference from the
promo elements.

PEPSI GLOBAL BRAND GUIDELINES



PROMOTIONAL GUIDELINES

CONSUMER PROMOTION

Promo Copy/Art. Width
should be equal to Pepsi

Promotional Band

IMPORTANT NOTE:

WE ARE CONTINUING TO WORK ON THE
PROMOTIONAL AND VALUE SYSTEM.

PLEASE USE THE SYSTEM SHOWN HERE
UNTIL WE HAVE A MORE PERMANENT
SOLUTION. PLEASE SHARE ALL PROMOTIONS
WITH THE GBG DESIGN TEAM.

—
n)

Globe on Front Panel.
This rule applies for Multi-
serve bottles.

Promo Copy/Art should
fit within this space for

Q
@
Q.

Ax| Bottle labels.

PEPSI GLOBAL BRAND GUIDELINES

Promotional Band
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PROMOTIONAL GUIDELINES

WE ARE CONTINUING TO WORK ON THE
PROMOTIONAL AND VALUE SYSTEM.

PLEASE USE THE SYSTEM SHOWN HERE
CONSUMER PROMOTION UNTIL WE HAVE A MORE PERMANENT
SOLUTION. PLEASE SHARE ALL PROMOTIONS
Center the promo snipe above the Pepsi logo. WITH THE GBG DESIGN TEAM.

Sofia Pro is a preferred font for
promotional communication.

Promo blue WIN
COLLECT CODES. COMBINE ICONS. AND YOU COULD . Blue or red bands
ICONICSUMMER.COM are recommended for
consumer promotions.
The shape of the banner
should be used as provided.
Promo red

COLLECT CODES. COMBINE ICONS. AND You couLb WIN.

ICONICSUMMER.COM

VALUE PROMOTION

The promotional band
must be in promo yellow.

SEE00 SEE00 The shape of the
banner must be used as
i provided with rounded
corners on the bottom.

Promo yellow

Please allow generous clearance Pepsi also has a unique set of numerals, it
around the promo copy. Itis should be used for value promotions only.
recommended it should be at least

the height of the large number. S ¢ . O ] 2 3 4 5 6 7 8 9

DISFRUTA 3LTS POR *1%

Sofia Pro is a preferred font for promotional communication. Pepsi Numeral
font should not be used for numbers when paired with offer copy.
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PROMOTIONAL GUIDELINES

NEW VIOLATOR EXAMPLE

The "NEW" type
should be the same
height as the "pepsi”
type from the primary

"NEW" violator is in the Pepsi font. It should
be at 100% and O tracking if translation is
needed, please send back to support center
for translation.

logo.
| imi i |
o Image Limit 8.26 in / 209.837 mm o
20 s . 41
ml Type Limit 7.754 in / 196.959 mm fim
. /4749 mm
Position the
violator per
shown on both .
primary and E
secondary panels. s
Calori S
" Yo % Daily Value* | es 2 & —
NEW wolatqr Total Fat 0g EE =
color must be in Sodumeomg 2% %é = 3
promo yellow. Total Carbohydrate 16 0% §§ ERE-]
5 » o
o Es g 32
5 g= g =
a =E 32 o
'g *Percent Daily Values are § = by g
L2 based ona 2,000 clorie diet.| 5 g =
o= BOTTLED UNEE THE AUTBIRITY OF S
o PRS0, G, PURGRASE, It 10577 =z 2
3> PRSI NEXT, FEPSL 000 and S 3
@0 Pops! Giobe ars repisiered ®o~
‘N (A H 'rr:m‘wrm 285 & g
73 o H Ju i gi
8 03 pepsi oyl BT 15 g g
) Seb ,':':l’:;‘“i"““ “*than regular Pepsi” must be
o8 BU added on the back of pack
Q N 5 WS o
. (4B coxn
30% less sugar — J&% (st be addea ot
sweetened naturally with 12 FL0Z 30% less sugar
stevia plant (355 mL)
Win/eizmm |
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PROMOTIONAL GUIDELINES: DON'Ts

NO PROVOCATIVE NOSTALGIC MATERIAL

PEPSI GLOBAL BRAND GUIDELINES

AT PEPSI 0OLA - KARMCTUSIO0R-SERVELRIDA JARRTATULT, KODSTISOSAD: KARSONSEERITOD
; EARAMELL E1558, BAPPESIFSE REGTUANTOR: FOSFORMAPE, MATSEAINE: @DEQSi
, HATURAALNSE MAITCEAINE. OB OTSESE PAINESEVALGUSE 1A NOLMUMISE

o EEST, TOODETVD P S0, W, PORCHASE WY, W3k A0AL, FOQTRA: “PRIFSI (004 GERERALBOT POLAKD" 37, LOUC., L. FORTWOLA

10, 01 WP LN, TEIASED- I - BUCHROW 164, 05-650 PRIEWY; B - UL. FABETCINA 13, E3-400 ML TEATER

f] FUBELIL ETZETT KoL,
S T 000 - GATETS BEDMNOHOUSILALS DEERIENRE. VELAMS LIEFOT ATDERSkTY. smjn EAREMNITETS 0 pins IV, CRSVIELY
P

RO LT ARAMIELE, SCABAN REGERETLM: IOSFORSKARL, ABOMATIET

I[VMMLJHIIHH!IE-'IMLJ 1] BARAL RADITS: PR 0L G 1

P90 WARSEIS SUPRICAS: & - MICIRTW 364, 05651 PRIEWY; - UL, FABIWCDIR 13, B4 : (HASE WY, Ul WRAETIEL,
Lk 1 g - SKATIT T FUDEL ETICETES. ETENCIAMES) LI (0l WSS GADE) BEWGAM - § UUT FUELES YIRS ETIRETES.

'III FEPECOLA = EATUOTAS GRS GEERMILS, SURIUESTAI PATEIRT) NTCALEWTA SUBETH: CATIITAL TANDDS, (XM, BADILIS;
CARAMELE ER50D RREITINGLME FEGULIUONANTI MEDIIAGA: FOSF

SUTEEIANTI MED] 1 . &

TIEHGINNY SKILES .| | ( L B MOLAND" 322 <
(R, PORT WOLL 12, bo-5¢! Yie, - i, i L. FARETOINA

13, 000 ININ. FEFSHIN, INC. ASE LY., WAL LEDDAYS. GAMYROS X004 IDIRET NS BUTELIO Wit

FTIRCETES. GERIAIS) |10 PAEAIGES: MEES) 1R METES ERRET NT BVELIS VIS, EYINITES.

EXTRELT | EERCITISR VERTIL / EREROINE WENTE 1724 1 180,35 head) 437 10903 el
[/ OLEATURIVIELAS | BALTYMY by
143g
- MILLE ST SUHKRST / - [0 TIEW (VICHED/ - EURIROSE QIR 10854
L]

& Hﬂf 'ﬂl’ﬂl.l i.l 'liiil.i'dm'lllﬂ I'.ISDlEIIS- l-JE[I'-
P31, PEPSI-COLA ANDTHE PEPS) GLOGE ARE TRADEMARS OF PEFSKC 0, I8
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PROMOTIONAL GUIDELINES: DON'Ts

NO HEAVY COLOR TAKE OVERS

twista / Kola <
2 Litre ©




PROMOTIONAL GUIDELINES: DON'Ts

NO POINT OF SALE ADVERTISING

HER KAPAKTA 2ZINDIRIM! oo, (P

¥

CITIR PEYNIR ,

pepsi Kola

2.5 Litre (2

PEPSI GLOBAL BRAND GUIDELINES

HER KA/AKTA 2 tiNDiRiM!

PEOS! Kola
2.9 Litre €

70



PROMOTIONAL GUIDELINES: DON'Ts

NO PHOTOGRAPHS OF FOOD

11

2

PEPSI GLOBAL BRAND GUIDELINES




PROMOTIONAL GUIDELINES: DON'Ts

NO "LIVE FOR NOW" ON PACKAGING

pepsi

S
@
<
(4
O
rd
>
-

LIVE FOR NOW

maximum taste
ne sugar

PEPSI GLOBAL BRAND GUIDELINES

pepsi

maximum taste

ne sugar
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HERO GLASS

The updated hero glass should
be used to represent Pepsi
Master Brand whenever

multiple TM brands are in play.

PEPSI GLOBAL BRAND GUIDELINES

AXLGLASS - -,

'.-.
%
f
i

-
/

ATTRIBUTES

MORE REALISTIC FIZz
Complements real refreshment
product philosophy

UPDATED LOGO
is thicker and more legible
from afar

NO FAKE ICE

Creates more realistic look, and
adds to authentic refreshment

74



POINT OF SALE: CREATIVE APPROACHES

PRODUCT-LED

LIFESTYLE-LED

Note: Examples are for visual reference only,
use new photography when available.

THEMATIC-LED

MAKE AN
APPEARANCE

CHECK OUT THE NEW BOTTLE STEALING THE SPOTLIGHT

LIVE FOR NOW

e Product is hero

« Utilizes Big Bold Blue
refreshment graphics

o Best for value/refreshment/
branding

PEPSI GLOBAL BRAND GUIDELINES

LIVE FOR NOW

o Lifestyle photography is hero

» About the excitement of
living in the moment

« Utilizes Big Bold Blue

o Best for value/refreshment/
branding

ARE YOU

FAN
ENOUGH?

SHOW YOUR
FANDOM AT
PEPSI.COM

LIVE FOR NOW

« Thematic photography is hero

« Utilizes Big Bold Blue
refreshment graphics

e Best for Occasion/Partnership/
Sports

75



POS: HIERARCHY OF COMMUNICATION

Materials should
provide a clear
hierarchy of
communication.

A
LEVEL

The newsworthy photograph
piques the customers interest.

B
LEVEL

The supporting information
that gives character, definition,
or detail to the photograph.

C
LEVEL

Relevant information to
customers who are deciding to
purchase but need more details.

D
LEVEL

Additional relevant and/or
necessary sign-off information.

PEPSI GLOBAL BRAND GUIDELINES

IN-DEPTH

MAKE AN
APPEARANCE

CHECK OUT THE NEW BOTTLE STEALING THE SPOTLIGHT

LIVE FOR NOW

PRODUCT
PHOTOGRAPHY

B
MESSAGE

C
RELEVANT
COMMUNICATION

D

LOGO TRAIN,

LIVE FOR NOW
AND LEGAL COPY

76



POS: FOOD SERVICE

BANNER: FOOD SERVICE

CHILLY.
FIZZY.

pepsi. FUN.

L

BANNER: FOOD PAIRING

DRINK IN THE

PERFECT

COMBO

GET A FREE 20 OZ PEPSI" FOUNTAIN BEVERAGE
WITH YOUR PURCHASE OF A COMBO MEAL

S e

PEPSI GLOBAL BRAND GUIDELINES

(D

)

pepsi
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POS: FOOD SERVICE

DANGLER: PRODUCT-LED DANGLER: FOOD PAIRING

DRINK IN THE

PERFECT

GET A FREE
20 OZ PEPSI
FOUNTAIN BEVERAGE

WITH YOUR PURCHASE OF A COMBC MEAL

CHILLY.
FIZZY.FUN.

LIVE FOR NOW

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES
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POS: FOOD SERVICE

TABLE TENT: PRODUCT-LED

TABLE TENT: FOOD PAIRING

CHILLY.
FIZZY.

pepsi

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

DRINK IN THE

PERFECT

GET A FREE
20 OZ PEPSI®
FOUNTAIN BEVERAGE

WITH YOUR PURCHASE OF A COMBO MEAL

LIVE FOR NOW

79



POS: SMALL FORMAT

OUTDOOR POLE SIGN: GMKT PRICE-LED

OUTDOOR POLE SIGN: AXL LAUNCH

250

20 OZ BOTTLES

D DEPO!

YOU WON'T FIND A

BETTER
LOOKIN’ DEAL

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

MAKE AN
APPEARANCE

CHECK OUT THE NEW BOTTLE STEALING THE SPOTLIGHT

2/ 5950

LIVE FOR NOW

80



POS: SMALL FORMAT

BUMPBLASTER: AXL LAUNCH

2/ 59,50

O OZ BOTTLES -

PARTY
PAIR

@i}

e row

PEPSI GLOBAL BRAND GUIDELINES



POS: SAVE AREA

MINIPOLE: SAVE AREA CASECARD: SAVE AREA

FEEL THE

o
i .l s
L

HVETOR NOW

EEEEEEEEEEEEEEEEEEEEEEEEEE



POS: SMALL FORMAT

SIGNS: PUSH/PULL

PULL § PUSH

e WY B W

EEEEEEEEEEEEEEEEEEEEEEEEEE



POS: LARGE FORMAT

CASECARD: PRICE-LED

Note: Examples are for visual reference only,
use new photography when available.

PEPSI GLOBAL BRAND GUIDELINES

e

]
5
.
'
3

e ey

P g A 2 T

99*

2-LITER BOTTLES

IT'S KIND OF A

84



POS: LARGE FORMAT

BASEWRAP

EEEEEEEEEEEEEEEEEEEEEEEEEE



POS

ADDITIONAL VISUAL REFERENCE

Note: Examples are for visual reference only,

use new photography when available.

IT'S KIND OF A

BIG
DEAL,

PEPSI GLOBAL BRAND GUIDELINES

CHILLY.
FIZZY.
FUN.

ADD A PEPSI TO
YOUR ORDER FOR

99

CHILLY.
FIZZY.
FUN.

B ¢ ? 9 BOTTLE
@

&
£

IT'S KIND OF A

BIG
DEAL

3199

/2002 4d=»

&
5
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POS

ADDITIONAL VISUAL REFERENCE

Note: Examples are for visual reference only,
use new photography when available.

PEPSI GLOBAL BRAND GUIDELINES

IT'SA
DEAL

TWO GYROS, TWO FRIES
AND TWO PEPSI DRINKS

51299

IT'S KIND OF A

BIG
DEAL

3212

12PACKS

87



POS: LIFESTYLE-LED

MINIPOLE

CASECARD

Note: Examples are for visual reference only,

use new photography when available.

2-LITERBOTTLES

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

POP OPEN THE |

FUN

2-LITER BOTTLES

LIVE FQR _NOW

88



POS: THEMATIC-LED

VERTICAL

Note: Examples are for visual reference only,

use new photography when available.

HORIZONTAL

CHILL WITH

LAURINAITIS

SCORE A MEET-AND-GREET WITH ’ JAMES MUP;:;'C'L':

JAMES LAURINAITIS =

o
NFLPA

Jchnucks

pepSI - ; M THE NATIONAL FOOTBALL LEAGUE

| —— oepsl

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

CHILL WITH

MARTIN

SCORE A MEET-AND-GREET WITH

DOUG MARTIN

THE NATIONAL FOOTBALL LEAGUE

LIVE FOR NOW

SILHOUETTED PHOTO
ON BRUSHED BLUE
BACKGROUND

89



POS: THEMATIC-LED

VERTICAL

Note: Examples are for visual reference only,
use new photography when available.

HORIZONTAL

ARE YOU s

FAN

ENOUGH?

SHOW YOUR \<

FANDOM AT
PEPSI.COM

pepsi ‘

THE NATIONAL FOOTBALL LEAGUE

LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

CHILL WITH >« T

MARTIN

CORE A MEET-AND-GREET WITH

DOUG MARTIN

pepsl.  —~—

THE NATIONAL FOOTBALL LEAGUE

LIVE FOR NOW

SILHOUETTED PHOTO
ON BRUSHED BLUE
BACKGROUND WITH
STYLIZED PHOTO

SILHOUETTED PHOTO
ON BRUSHED BLUE
BACKGROUND WITH
ILLUSTRATION

90



EQUIPMENT

The vending machine design
makes use of the Pepsi Bottle
Cap logo and Brushed Blue
background. The secondary
vertical logo is used on the
side panel.

PEPSI GLOBAL BRAND GUIDELINES

VENDING MACHINE

91



EQUIPMENT

A variety of branding
options are available for
the cooler. Don't mix and
match the assets from
each cooler option.

PEPSI GLOBAL BRAND GUIDELINES

COOLER

92



EQUIPMENT

The fountain display is an
extension of the over all look
and feel, it contains refreshment
cues through a vibrant
background and a supporting
fountain cup or Pepsi iconic
brand mark.

PEPSI GLOBAL BRAND GUIDELINES

FOUNTAIN EQUIPMENT

pepsi

pepsi

2@ e

diet :
pepsi
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FOOD SERVICE

Fountain cups use the Pepsi
Bottle Cap on the front and
the vertical brand mark on
the back.

PEPSI GLOBAL BRAND GUIDELINES

FOUNTAIN CUP

Front

Back
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FLEET

The bulk delivery truck design BULK DELIVERY TRUCK SIDE
uses the dynamic Pepsi Bottle

Cap and Brushed Blue

background.
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FLEET

The truck front and back use
the horizontal logos and
Brushed Blue background.

BULK DELIVERY TRUCK BACK

|| REAR ROLL-UP DOOR

FRONT

PEPSI GLOBAL BRAND GUIDELINES

REAR DOUBLE DOOR

1
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FLEET

The box truck design uses the
Pepsi Bottle Cap and horizontal
logos with the Brushed Blue
background.

PEPSI GLOBAL BRAND GUIDELINES

BOXTRUCK
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FLEET

The back of the truck can

be used for local market
messaging or event specific
promotions. Please share
designs with the Pepsico Design
Center prior to printing.

STOP STARING, |
START DRINKlNG

PEPSI GLOBAL BRAND GUIDELINES

REGIONAL AND EVENT SPECIFIC TRUCK BACKS

IT'S GOING TO BE

COLD

OFFICIAL SOFT DRINK OF
SUPER BOWL 2014
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SEMI-PERMANENT EQUIPMENT

TENT RACK BARREL WRAP
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SEMI-PERMANENT EQUIPMENT

UMBRELLA

PEPSI GLOBAL BRAND GUIDELINES
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EXTENDING BIG BOLD BLUE

There will be occasions where Big Bold Blue will need to
be amplified with local customization or specific campaign
related visuals. We will build a library of successful cases

as these programs are developed.

Please refer to these examples for inspiration.
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PATTERNED TYPOGRAPHY

Example of typography used as a patterning
element to build impact and interest to the Big
Bold Blue system.

102
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CELEBRATING THE GLOBE

An example of leveraging the power of the Pepsi Globe.
The globe is a strong representation of color and shape
and a powerful branding icon.

PEPSI GLOBAL BRAND GUIDELINES 103



EEEEEEEEEEEEEEEEEEE

((

AN

EEEEEEEEEEEEEEEEEEEEEEEEEE



DYNAMIC PHOTOGRAPHY

An example of striking photography used in
the Big Bold Blue system.

(59: |

e
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ILLUSTRATION ELEMENTS

An example of exciting illustrative elements layered into the
Big Bold Blue system.

OLE

CITRUS BLEND

PEPSI GLOBAL BRAND GUIDELINES

— g
N
THE UNIQUE FLAVOR OF

PEPSI

HAS BEEN DELICIOUSLY
CRAFTED WITH LEMON FLAVOR

& INSPIRED BY THE FLAVORS

BRAZIL
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TEXTURED BLUES AND TYPOGRAPHIC LOCKUPS

An example of textured blues and interesting typographic
lockups added to the Big Bold Blue system.

TEXTURED BLUES

10.19.13 Wew'vork city
PURCHASE TO WIN A PEPSI
GLOBAL MUSIC PASS

E"FIE LOREEM IPSCM DOIL SIRT ET, A
CORNESE TE LORTUR AIDIPI SIT
MET, CONECITEUT TRUR LIABO

E:2% LIVE FOR NOW

PEPSI GLOBAL BRAND GUIDELINES

TYPOGRAPHIC LOCKUPS

i % RS )

10.15.13 New'vark €1ty
PURCHASE TO WIN A PEPSI
GLOBAL MUSIC PASS

E'H-IE LOREEM IPSCOM DOIL SIRT ET, A
CORNESE TE LORTUR AIDIPI SIT
MET, CONECITEUT TRUR LIABO

E2 LIVE FOR NOW'
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LOGO SIZES

In order to maintain the same impression and Logo sizes are available for download online
legibility of the Pepsi logo at all times, the outer  for the following logo versions: H1, H2, V1 and V2.
ring of the Pepsi Globe has been adjusted at

three unique sizes: small, medium and large.

SMALL MEDIUM LARGE
(FOR USE .25" TO 1.5") (FORUSE 1.5" TO 4") (4" AND LARGER)

pepsi

pepsi.

) l pepsi.

0.25" T

1" 2.5" 2.5" and larger
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LOGO ORIENTATION

In order to maintain the upward motion and
smiling quality of the Pepsi Globe, the globe
should always remain in a consistent, upward-
facing orientation. Even when the wordmark is
rotated, the globe remains vertical.

HORIZONTAL LOGOS VERTICAL LOGOS

H1 H2 Vi V2

@, pepsi

pepsi

pepsi (W

pepsi

INCORRECT USES

poepsi

e DO NOT rotate the horizontal logo to create a vertical version
« DO NOT rotate globe or Pepsi wordmark

PEPSI GLOBAL BRAND GUIDELINES 10



LOGO COLORS

A set number of color variations
exist fo accommodate different
applications of the logo. The
preferred treatment of the Pepsi
logo is in full-color on a solid
Pepsi Big Bold Blue background
with a white wordmark. When
the logo appears on white or
light colored backgrounds, opt
for the full-color logo with

the blue wordmark.

Reserve the one-color variations
for situations where the use of a
full-color logo is not feasible due
to printing limitations or other
technical constraints.

PEPSI GLOBAL BRAND GUIDELINES

FULL-COLOR FULL-COLOR

ONE-COLOR ONE-COLOR

REVERSE LOGO POSITIVELOGO REVERSELOGO POSITIVELOGO

pepsi.

Use this logo variation with
the blue wordmark on white
or light-color backgrounds.

Use this logo variation on
the all Pepsi Big Bold Blue
backgrounds.

pepsi.

Use this logo variation on dark Use this logo variation on white

backgrounds where featuring or light backgrounds where

the full-color reverse logo is featuring the full-color positive

either not possible or not desired.  logo is either not possible or
not desired.
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PEPSI LOGO: REGISTRATION SYMBOL USE

The Pepsi logo is the core brand element in our
visual system. When we use our logo correctly
and consistently, we reinforce our commitment
to strengthening our brand.

The Pepsi logo is a registered trademark

(®); and use of the registration symbol (®) in
applications is required to maintain and protect
our ownership.

As a general rule the ® symbol must always
be used with the logo.

The registration symbol should always appear
to the right of and aligned to the base of the
Pepsi wordmark. Master artwork is available
that provides the registration symbol in a fixed
size and position.

When using the Pepsi logo at extremely large
or extremely smalll sizes, the registration symbol
might become either too prominent or illegible.
In these situations, visually adjust the symbol.

The Pepsi logo may be only be used without the

registration symbol on packaging, when the legal

notice line appears on the same surface in text.

Note: The registration symbol should appear
with any other of our trademarks or service
marks that are registered in the relevant
jurisdictions. Verify marking requirements
with Global Trademark Counsel.

PEPSI GLOBAL BRAND GUIDELINES

USE OF LOGO WITH REGISTRATION SYMBOL

The Pepsi logo must be used with the registration
symbol on all applications, including:

« Stationery

« POS

« Marketing, collateral and GLOBE
promotional materials

« Print and outdoor advertising
(e.g., magazine and posters)

« Television commercial sign off
« Direct mail
« Social media

« Mobile
WORDMARK

Registration symbol
base aligns with the
| Pepsi wordmark

« Statements
e Forms
« PowerPoint® presentations

°
« Websites e s I
« Merchandise e ¥ 16
I

PEPSI LOGO

USE OF LOGO WITHOUT REGISTRATION SYMBOL

The Pepsi logo without registration symbol may
be used only on packaging, when it appears with
the legal nofice.

Legal notice:
PEPSI-COLA, PEPSI and the Pepsi Globe are
registered trademarks of PepsiCo, Inc.

CONTACT YOUR LOCAL TRADEMARK LEGAL

DEPARTMENT FOR COUNTRY SPECIFIC H
LANGUAGE AND REGULATIONS. p e p S I
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LOGO FILENAME COMPONENTS

IDENTIFIER COLOR SIZE USAGE
The “pepsi” prefix distinguishes pms = spof color

pepsi artwork from non-pepsi files. V1, V2, [ ‘

H1 and H2 identify which logo lockup the file is.

SZEUSACE . e e PEPSI_VI_3pms_nb_all.eps

correct size logo for use in each application.
sm = small (.25" to 1.5" globe diameter)
med = medium (1.5" to 4" globe diameter) l L | L |
| = large (4" and larger globe diameter)
All = 3 sizes in one file (small, medium, large)

COLOR

The logo has six versions:
pms = spot color

IDENTIFIER NO BACKGROUND FILE EXTENSION
nb = no background

Four color process:
See color breaks on bottom of each logo page.

FILE EXTENSIONS

.eps = Vector file, for use in print applications.
.png = RGB, for use on-screen orin

office applications, such as Microsoft®

Word or PowerPoint®

PEPSI GLOBAL BRAND GUIDELINES
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CONTACT INFORMATION

While we have made every BRANDING / PACKAGING
effort to offer detailed

explanations throughout these SHERRY VOYTEK

guidelines, we realize that Art Director, Global Beverages
adopting new standards is sherry.voytek@pepsico.com

not always easy. If you need
further clarification or have
other requests please contact:

PEPSI GLOBAL BRAND GUIDELINES

GRAPHIC / DESIGN ASSETS

DAVID PARSONS
Director, Global Beverages
david.parsons@pepsico.com
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