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MMGo

eative agency focused on branding and design.
We create and renew brands.

as been created and run by designers.

r clients who value creative and practical ideas.

rough our work rather than talking, lbecause design is a craft for us.
In a way that help companies differentiate themselves from the competition.
brand identity and strategy, brand experience and branded environments to
omni-channel design, web services and advertising.
partner with our clients to create brands that are meaningful and iconic.
pbecause it is the only thing that stands the test of time.

tive side of the company comprises 20 people
he creative and IT departments and when needed
ount on our network of professionals to help.




from insights and strategy to distinct design concepts,
dustries, formats and channels.

BRAND STRATEGY

ADVERTISING &
COMMUNICATION

DIGITAL MARKETING

0. 4



BRAND STRATEGY

deliver brand strategies and experiences across all touch-points.

Innovation themes

Innovation blueprints

Service and experience design
Product innovation tools
Customer experience toolbox
Experiential Marketing

p. 5



TISING & COMMUNICATION

p. 6

gh thoughtful crafted brand identities and experiences.

Photo and Video production
Stand and Retail design
Product design

Packaging design

Events

UX and Ul design

Social Media Management
Social Media Engagement

Motion design

Web Design
e-Commerce

CGl

Virtual Reality Platform
Promotions

In-store events

Retail Communication



DIGITAL MARKETING

agement

tising

lobalisation and digitalisation of world markets, we need to develop
We guide our clients step by step from the creation and management
search engines, with projects developed and elaborated according to
s as well as the continuing evolution of the web, thereby guaranteeing
professionality and experience.

Advanced Web Analytics

PR Online

Brand Protection

Gestione Google Tag Manager
Google Data Studio Report
Research and Statistics

0.7



p. 8

AWARDS

gn Index — Milan, Italy Novartis Communication Award - Basel, Switzerland
Project Compasso d'oro - Exhibition Communication Communicationn for Leading Program
Client: Novartis Oncology region Europe

i Top Apllication Award — Triennale Milano, Italy ADA American Design Award — San Diego, California, USA
rize - Catalogue Design First prize - Best Catalogue
ssoniHome Client: MissoniHome
erican Design Award - San Diego, California, USA Novartis Communication Award — Basel, Switzerland
- Best Catalogue Best Website
ssoni Client: Novartis Oncology region Europe
erican Design Award — San Diego, California, USA Ideobain - Paris, France
- Best Catalogue Prix Coup de Coeur - Industrial Design Best Product
hirlpool Europe Client: Antonio Frattini
erican Design Award — San Diego, California, USA ADA American Design Award — San Diego, California, USA
- Best Brochure Design Second prize - Catalogue Design

zasempione Client: MissoniHome



3M

ALONPI CACHEMIRE
BASF

BOSSI CASA
BTICINO

BORETTI

CAMPARI

CPC INOX
CURALEAF
DEUTSCHE TELEKOM
ELICA

ENERGY-UP

FAZZINI

GESSI

GIORGETTI

IL LOFT

INDESIT

IRCA

KITCHENAID EUROPE

KENZO HOME COLLECTION K3
KOH-I-NOOR

LA PERLA HOME COLLECTION
LAVAZZA

LEGRAND

LOROPIANA

MARTHA O' NEILL

MAGA - MUSEO DI ARTE MODERNA
MERLONI PROGETTI

MISSONI

MISSONI HOME

MONTIS

NOVARTIS

PIAZZA SEMPIONE
PLANHOTEL

POST-IT

PUMA

ROSSI DI ALBIZZATE
SASSICAIA - MEREGALLI
SCOTCH-BRITE

SIRMAX

WHIRLPOOL EUROPE
ZEPTER INTERNATIONAL
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Deutsche Telokort
Design & Customer|

This is what
we’re good at

We care to
empower you

Wehave
animpact = X

248 216 50+ 108

millons  thousands  countres  billons

One Team

Four Location

About
Deutsche Telekom

DEUTSCHE TELEKOM

DESIGN & CUSTOMER EXPERIENCE
WEBSITE CONCEPT, DESIGN AND DEVELOPMENT

We are

Deu_tsche Telekom

1d tech go hand
1Milan

s and natural materials
eshape the perception of tech
 Connectivity Concept, a

1n object developed in

with LAYER, the design studio
in Hubert.

Faster, easier, greener

Our latest range of routers was
introduced this week at the IFA. Featuring
faster connectivity tools and a proprietary
App

INTERFACE DESIGN

A

AFULL SYSTEM ON YOUR SCREEN

The simplest way to connect digital and practical function in
your household through the most innovative system. Discover
how your home can become smart just using a touchscreen.

Read more

UX/UI EXPERIENCES

-~

A physical experience to
explore DT digital world

Come to join s during Milano Design Week
2022! Two immersive installations, a new
exciting project designed in collaboration with
the design studio LAYER, led by Benjamin
Hubert, will bring you closer to our vision and
quide you in our mission to connect everyone,
everywhere.

This is what

we’re good at

vl
»

L]

Drop us a line

Open Positi

“A great place to develop your skillset and dive

into new topics of innovation. You can change

constantly without actually changing employer”

Seeking game changers

DT Design is
expanding its team

PEOPLE-FOCUSED RESEARCH

INSIGHTS TO INNOVATION

Read more

STRATEGIC DESIGN

Our new office

After Bonn, Berlin anc
and CX has just openc
Barcelona. Another si
company’s commitm
asakey innovation to

We put people at the center of the creative process. We do so
using a research-based approach providing us with unique
insights. This is how it works.

Read more

CONCEPT DESIGN

Read more

DESIGN FOR CONNECTIVITY

THE SOFT TOUCH TO TECH

What happens if technology is inspired by interior design? We
discovered it with Concept Connectivity, a project developed
with Studio Layer| Benjamin Hubert

Read more

We care to
empower you

At DT Design we have built a safe place for
talent to grow and work with a unique leader-
ship model based on respect, empowerment,
inclusivity and diversity.

In order to make it work, we actively search for
a special kind of talent in people: the talent
built on knowdledge but spiced with instinct,
that breeds ideas but happily shares them,
that connects people and gathers consent.

The talent that inspires others in making the
world a better place

Have you got that talent?

We have
an impact

Customers

World-Wide
What we do at Deutsche Telekom —
matters for millions of customers.
We take this responsibility very 2 4 8
seriously

millions

LIFE IS SO MUCH BETTER TOGETHER

When it comes to technologies, creating an easy, smooth
connectivity amongst devices and people is key. Find out how
we do it through design.

Read more

“The great projects variety
makes work fun. Plus there is
always the possibility to pursue
experimental ideas ”

Tessa, Ul Designer

e N

Employees Presentin Revenue
216 50+ 108

thousands countries billions

p. 1

Our design
awards worldwide

240+

One Team
Four Location

We research people, trends and
technologies globally and our team is
truly international, working from four
different locations in Europe.

Our network is constantly expanding to
embrace an ever growing community of
professionals.

Open positions

Experience Designer Deutsche Telekom AG Konzernzentrale - on site
IHUB Bonn, Germany - on site

Apply

Deutsche Telekom Berlin - on site
Berlin, Germany - on site

Experience Designer
CX Service Design

Deutsche Telekom AG Konzernzentrale - on site
Bonn, Germany - on site

Experience Designer
Senior Strategic Design Manager

Principal Service Designer T-Systems Iberia

Barcelona, Catalonia, Spain - Hybrid

Service Designer T-Systems lberia

Barcelona, Catalonia, Spain - Hybrid

WE WON'T STOP UNTIL

EVEIWON. > _CONNECTED.



DEUTSCHE TELEKOM
DESIGN & CUSTOMER EXPERIENCE

BOOKLET

We are
Deutsche Telekom
Design & Customer Experience

o 8 o Eparerca We care We have We get One team
an impact

Who
we are

WY ara o diverse, international tesm of innemions

Wi Inngvati through design
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to empower you

We have built a safe place
for diesagnars to grow and wi
follow a unigua leadership
model based on respect,
empowarment, inclusivity
and diversity.
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Mmmac DEUTSCHE TELEKOM - Milano Design Week 2022

FRACTAL
SOCIAL MEDIA AND COMMUNICATION MATERIALS

Fractal

Deutsche Telekom Carousel

Live

Design & Customer Experience Sl

“We are a passionate and

plofsesionsl tauir Workirg ‘ &Sl Deutsche Telekom

and growing together to - e
make CX in Deutsche A _._ i\ Design & Customer
Telekom & unique one. This is 2 o EKDEI’]EHCE

aur mission and passian.”

Design and Technology:
new perspectives INTERNI Design Re-Generation

June 7th
h. 6.30 pm




Metro

EURGEETIONS

Lanyard / Badge

DEUTSCHE TELEKOM - Digital Lifestyle
DESIGN AND TECHNOLOGY, A UNION TO BE IMPROVED

MILANO\BONN EXHIBITION
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ELEGEETIONS Public Banners / Signage




Mmoo DEUTSCHE TELEKOM - HALLO MAGENTA o 1E
MINI SPEAKER CUSTOMIZATION DESIGN AND COMMUNICATION MATERIALS

il Jﬂ
(RIS TR Ee
Borgl ol




f

;..H’..i! .iff BN,

- .-
4
A
] - - 1
! v | 1 i
- W i
s -
= T e ol
. o - ey r\‘..\._l._',: )
" - o e Nl
P - — - L
¥ _-"I g = = ki
' = - &
L% b
' | 1
F | I a 1 L'
i
7 G
L] ks . 4 ;
= KaiS £
R R . s - i
. R A e i
i A " - A
r ey - " e
‘ ] =
F -
|




mmao CAMPARI GROUP - 2023 Annual Convention 0. 17

ART DIRECTION, CONCEPT DEVELOPMENT, GRAPHIC DESIGN AND SUPERVISION OF THE EVENT'S PRESENTATIONS
CAMPARI PRESENTATION

o
=
_|_
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CAMPARI INSTACART
SALES ROSE BY
25%

(0)
FROM SEPTEMBER
TOOCTOBER

BRAND'S

CAMPARI NeEDIES 1

""'\-\._\
BILLION N =
SSSSSSSSSSS L 4 #
4 L)
: : SOLD ON DRIZLY Msca bec
BETWEEN OCTOBER
TOMDNOVEMBER |, SHOWED TREND
i ACCELERATION IN OCT
i
RENEWED | o
MEDIA PLACEMENTS . (0]
FO C U S O N COCKTAIL VS +20.0% IN SEP
RRRRRRRRRRR FOR CAMPARI

TRIAL 072M+ 90+

/h
-
T

NIELSEN L4W THRU CAMPARI
CONTINUED TO DEMONSTRATE
STRONG GROWTH
+29.8%

. (0]
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mmoac

CAMPARI GROUP - 2023 Annual Convention

ART DIRECTION, CONCEPT DEVELOPMENT, GRAPHIC DESIGN AND SUPERVISION OF THE EVENT'S PRESENTATIONS
WILD TURKEY AND ESPOLON PRESENTATION

BRANDS
INGREDIENTS

WILD TURKEY

BOURBON

LEGACY i

HOW DID
FROMA TRADITIONAL
TEQUILATO A

ESPOLON PROGRE Ty : PRICE & MIX

CULTURAL RELEVANCE

A STRIKING PACKAGING
OUR CRAFT

TEQUILA

p. 18




MONTIS o
COMMUNICATION STRATEGY - REBRANDING, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES ,MAGAZINE, SOCIAL MEDIA

19.04.24
Montis
p.7

Visual Identity proposal / first take

How to translate these
in our visual identity:

COMFORT TO CONNECT Dots as an unicum
communicates

warmth (cor)relation welcoming

A new color palette the DOTS in the Logo Layout clearness
An accurate usage of typography Empathic tone of voice Unobtrusive/tactfull graphic

Individuals, not singles, that contribute to the brand whole

You,We // Montis

19.04.24 19.04.24 19.04.24

Montis Montis Montis

p.5 p.13 p.6

Visual Identity proposal / first take Visual Identity proposal / first take Visual Identity proposal / first take
How to translate these A color to celebrate How to translate these

in our visual identity: in our visual identity:

its importance

New color palette Accurate typography

i i i, o °
comfort to connect Serlf sans serif

Black&White Offwhites/Earthy Hues /Backgrounds Hue emphasis
EURVEETe[S

A warm palette, smooth tones that will not interfere with products.
It will communicate an overall cocooning sensation.
Highlights and accents will be given by a bright color that will be used “parsimoniously”.

comfort to connect comfort to connect comfort to connect
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MONTIS

COMMUNICATION STRATEGY - REBRANDING, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES ,MAGAZINE, SOCIAL MEDIA

19.04.24 19.04.24 19.04.24
Montis Montis Montis
p. 14 p.15 p.17

Visual Identity proposal / first take

Palette, layouts, typography

Printed material mood suggestions
6 pages foldable mailer

Visual Identity proposal / first take

Palette, layouts, typography

Printed material mood suggestions

Visual Identity proposal / first take

Not a Mag

Printed material mood suggestions

p. 20

6 pages foldable mailer Magazine or Magalogue

notamag

By prioritizing personal ©Onthe sheif
comfort within the home,
we are more likely to comfort to conne
share experiences, build

stronger bonds, and create

lasting connections with

those around us.

By prioritizing personal
comfort within the home, i
Wwe are more likely to comfort to coni
share experiences, build

stronger bonds, and create

lasting connections with

those around us.

MEANINGFULL COPY TEXT
“What we do for you" Is better then
“who we are, what we we do”

Embrace
your Attitude.

HOW TO USE THE
HUE ENPHATIC COLOR

mmoao mmao mmao
19.04.24 19.04.24 19.04.24
Montis Montis Montis
p. 18 p. 21 p. 22

Visual Identity proposal / first take Visual Identity proposal / first take Visual Identity proposal / first take

Not a Mag Not a Mag Usage of colors
Printed material example Printed material example Printed material mood suggestion Use of.color can identify years or }
Magazine or Magalogue PUT IN CONTEXT PERSONA Magazine or Magalogue Magazine or Magalogue collection, product or whole categories.
AND PRODUCT PRINTING SOLUTION !
THAT HELP PROMOTING : Color become a powerfull tool.
PRODUCTS :

domino
24 Ringo 24 Ringo
28 Fox 28 Fox
2 Otis 32 Otis.
o Hoenee o Hoence
44 Domino.18 44 Domino.18
54 Daley 54 Daley
62 Aztec 62 Aztec
74 Axel XL 74 Axel XL

80 Axel

Colors a printing solutions can be used
to separate specific parts of a catalogue

R UNOBTRUSIVE
S TYPOGRAPHY e e



Axel XL

. 21

MONTIS
COMMUNICATION STRATEGY - REBRANDING, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES, MAGAZINE, SOCIAL MEDIA

Armchairs Dining Chairs

Back Me Up Lounge
Back Me Up Salon
Charly

comfort to connect
Dim Sum

Ella/Ella Soft Back Me Up Armchair
Enzo Back Me Up Chair

Het comfort dat wij bieden draagt bij aan

C OmeI‘t tO C OnneCt verbinding. In je favoriete relaxstoel kom je

ot rust en in contact met jezelf. In bijna ieder )
Axel Fabian Back Me U

Axel XL Florence Back Me Up Bench

huis is de gezamenlijke maaltijd aan tafel het

Verbinding met jezelf als basis
Connection with yourself is the found:

o
R &

moment om in verbinding te zijn met elkaar,

o

Aztec orge Chaplin
Daley Loge Geraldine
Domino.18 Marvin Jim

Florence Puk Low Luna

Fox Puk M Mick

Max Ringo Spica/ Spica

oprechte aandacht te geven. En wacht je in een

o
{

ontvangstruimte op een belangrijk overleg,

o
&

dan voel je je op voorhand welkom op die
comfortabele, karakteris

=
)

Van comfort naar connectie en evengoed

=
R

andersom. Want na die gezellige maaltijd

lekker aan de eetkamertafel blijven zitten of je

=
&

Otis Vico Lazy

comfortabel terugtrekken op de bank voor je
Ringo Windy

o

=
&

favoriete serie of met je niet-weg-te-leggen boek
net zo fijn.

The comfort we offer contributes to connection.

In your favourite relax chair, you unwind and get

in touch with yourself. In almost every home, the
BETEKENISVOLLE RELATIES communal meal at the table is the moment to connect
with each other, to experience quality time. And if
you are waiting in a reception area for an important
meeting, nothing is more welcoming than a quiet
moment on that typical, comfortable six-seater.
met de natuur, met de wereld om je heen. From comfort to connection and back again. Because

Tables Cushions

Mensen willen van nature verbinden. Na decennia waas

individualisme en autonomie veel ruimte innamen won

verlangen naar verbinding steeds sterker. Verbinding m

Dit alles begint met in verbinding staan met jezelf after that cosy meal it is just a pleasant to linger at the
Vanuit de harmonie met jezelf kun je betekenisvolle relf dining room table or retreat comfortably to the sofa for

aangaan met anderen en hieruit levensvreugde putten. your favourite series or

People naturally want to connect. After decades in which
individualism and autonomy took up a lot of space, the desire}

to connect is growing stronger. Connecting with each other,

with nature, with the world around you. It all starts with b Annex
connected to yourself. Being in harmony with yourself allow

connected to you g in harmony with yourself al Dante

You to enter into meaningful relationships with others
Doble

Flint

Olio

Otis Side Table Beanie Beach

Perry Custom Fabian Cup

Tor Sunrise Playtime

and find joy in life from this.

Domino.18 m I m

Axel XL Flint

Configuration playground 3

3
| |

Gijs Papavoine Gert Batenburg
5 g
5 H 5
2 g 2
3 $ i §
3 £ 3 £
H H 3 H
< £
5 2 £
H ] =
: :
s 5 -
5 o i s
H : @ = g
H 5 pe—
H 3
£ 2
H g
5 £ :
S H
:
llcwas en ben eigenlijk nog steeds fan van de Domino.18 maar 3 .
mijn man was verkocht toen hij de Axel XL zag. We hebben een jaar 3
geleden enhebben en 3
keuken moeten verbouwen. Daarna hebben we meteen de Axel XL
erin geplaatst. Ons huis ziet er weer supermool uit, het ruikt lekker
enalles s in balans. In het weekend kruipen mijn man, mijn twee
jongens en ik samen op de bank en kijken we een film. Een speelse salontafel die verrast A playful coffee table that surprises with
Mijn jongste komt vaak tegen me aanliggen en valt dan tijdens de door eenvoud, noem het een soort simplicity, cal it kind of naturalne:
-G % @ verjongd blad rondom, met solide solid supports on the slender base. Far from
steunpunten op het ragfijne onderstel. belng obtrushve, the Fint effortlessly adapts
1 was and actually st nd was sold De Flint s verre van opdringerig en past nt, Pin Lino,
when he sawthe Axel XLV erious water damage a year ago and zich moeiteloos aan aan jouw ruimte. combines this playfultable design by Gert
had to rebuild the lving room and kitchen. Then we immediately put in the De nieuwe variant, Fiint Lino, Batenburg with the natural expressivenes
Axel XL, Our house looks gorgeous again, it smells nice and everything combineert dit speelse tafelontwerp of Forbo's Furniture Linoleum, giving you the
2eqgingskracht van Forbo's Furniture

and
Linoleum. Heb je het beste van beide.

togeth a film. My youngest often comes to snuggle against
me and then falls asleep during the film’
Mariglle - CEO.

Combine your own with
the online configurator

on our website. Soan the
QR code or visit Montisl

Flint
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19.04.24
Montis

p.24

Visual Identity proposal / first take

Visual identity proposals

Wesite mood suggestion

19.04.24
Montis

p. 28

Visual Identity proposal / first take

Website

Wesite mood suggestion
Homepage

Galleries,
Products

and resources
at hand and easy
to find

MONTIS

COMMUNICATION STRATEGY - REBRANDING, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES, MAGAZINE, SOCIAL MEDIA

meaNmIs

Florence Aztec
Designed by Gerard van den Berg - 2021

Designed by Gerard van den Berg - 2024

Products
collections

Sofas - &i L
Easy chairs i||| l -
Chairs ""wl o 'I
Tables i
Cushions

A i

Sy,
N

On the shelf
Catalogues and brochures

ot g

Catalogue 24 Luna brochure Otis brochure
download download download

Juir=

Designed by Geert Koster - 2022

mmoao

Sofa
Domino

All resources /1

Aztec brochure
download

mmoao

19.04.24
Montis

p. 29
Visual Identity proposal / first take

Website

Wesite mood suggestion
Homepage alternative

Elements can be placed
where they serve best.

19.04.24
Montis

p. 30
Visual Identity proposal / first take

Visual identity proposals

Instagram mood suggestion
Feed, posts, reels

you, unique  we, montis  collection  products

comfort to conne

By prioritizing persi comfong witflip the home, - =
we are more likely to share experiences, build stronger bonds,
and create lasting connections with

Products
collections

Sofas

Easy chairs
Chairs
Tables
Cushions

store finder  find @

Domino collection

en v

mmoao

19.04.24
Montis

p.27

Visual Identity proposal / first take

Website

Wesite mood suggestion
Homepage

Content Organization &
Clear Navigation

Domino collection

By prioritizing personal
comfort within the home,
we are more likely to
share experiences, build
stronger bonds, and create
lasting connections with
those around us.

19.04.24
Montis

p. 34
Visual Identity proposal / first take

Social

Instagram mood suggestion
Feed, posts, reels

. 22

Sofa
Domino

Find yours
under the radar

Florence
Designed by Gerard van den Berg - 2024

Products
collections

new

Sofas

Montis_furniture

Aztec
Designed by Gerard van den Berg - 2021

EEUENE =

Discoverall /1

Vico
Designed by Geert Koster - 2022

20T
Wit iy et e v

mmoao
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comtort to comy .

You—We—Montis Products

is the f undlation

11 TR
i

Brows:

Sofas
Easy chairs

Cushions

Ringo

by Gerard van den Berg

Find yours
under the radar Discoverall /1

Browse products

Florence s - Sofas

by Gerard uan den Berg by Gerard van den Berg by Geert Koster

Easy chairs
For 50 years, we have been ChalrS
combining craftsmanship with Tab]es

creativity and imagination.

This is how we create comfort, .

a pleasant place to connect Cushions
with yourself, each other and

the world around you.

What moves us? %

Ringo

by Gerard van den Berg

On the shelf
Catalogues and brochures Al pubblications 71

Find yours
under the radar

: j
2

Catalogue 24 Luna broch Otis brochure Aztec brochure
download download download download

Made in Dongen Designers Configurator

Footer placeholder

Florence
by Gerard van den Berg

Aztec
by Gerard van den Berg

Vico
by Geert Koster

Discover all

A

/ou-We—Montis Products

Resources |, Materials 71

With its contemporary design, the Fabian
Cup is a beautiful addition to your
interior. Its modest size ensures that there
is always a place for it. The pouf has a

you' 11 find 16 liters of storage space for
everything you want to keep out of sight
but still within reach. Once you' ve tried
the Fabian Cup as a footrest, for instance
with the Fabian armchair, you' 1l never
want to part with it

Design you own Axel XL

Configurator 71

Designer

Domino
Domino18

On the shelf
Cataloques and brochures

Axel XLamaro 01

De Ascente by Luceplan

Inthelarge version of the table,  standing
Tamp by Luceplan De Ascente or Curve
through table lamp by Zero can be included,

Dick Spierenburg

Born in 1953 Utrecht (Netherlands). Dick

Spierenburg designs furniture, interiors and houses.

He studied architecture in Delft and architectonical
design at the Royal Academy in The Hague. His
designs can be identified as pure shapes combined
with contrasts, relations and detas.

Consale tables

Discoverall 1

Mgnﬂi Produc
iy

Resources |, Materials /1

‘I wanted to make a singular yet elegant
side table and came up with a design with
shapes that didn’ t quite match. I found
this concept visually interesting. Then the
idea arose to reuse materials. For this, I
talked to Montis steel supplier.

The base of the Olio is made of leftover
material from chair legs and the top from
leftover shelves. As a result, the top is
split into 3-4 parts, which, in my view,
produces a beautiful formal language.
The Olio is specifically tailored to the
Aztec sofa in terms of dimensions and
appearance. For example, you can slide
the table partly over the ottoman.

But it also works well with other sofas!’

Designer

Domino
Domino.18

Storefinder  En De Q

Tl

Olio H50
Olio H72
Olio H65

Dick Spierenburg

Born in 1953 Utrecht (Netherlands). Dick

Spierenburg designs furniture, interiors and houses.

He studied architecture in Delft and architectonical
design at the Royal Academy in The Hague. His
designs can be identified as pure shapes combined
with contrasts, relations and details.

(@) o
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reddot design award

communication design 2004

margherita

biamnconero
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00 : i :
ART DIRECTION, PHOTO, VIDEO, ADV, POS MATERIALS O o SRy i

DESIGN FOTENTIAL
APPLICATIONS
ANARD

il . l
| e

lw-

Summer Semi-Annu%I
2 Place Winner
ALG2010

I
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missonhome.com MISSONIHOME missonhome.com MISSONI HOME

missonihome.com MISSONI HOME
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K3 HOME COLLECTION SAISON 1

ART DIRECTION, PHOTOSHOOTING, ADV CAMPAIGN, CATALOGUE, POS MATERIALS
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p. 29



p. 30

MMG ROSSI DI ALBIZZATE
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1923

SISTEMA LOGHI

Architetiura

HERITAGE

Personalita

PALETTE

Milestones
Giuseppe Luigi Rossi & Creation Italia
A O a Giuseppe Rossi Piero Rossi
o pe o o 1e 0 2l me and Felice ) .
gr  ro# rosidialbizzate :rosidialbizzate | oV/4 dl QIbIZZQte e i " S
1930 1950 1980 ———————————————————————— 2023 Furniture Fair Sl = MDD = V]

Il'logo di Rossi di Albizzate &
alla base del nuovo corso del
Brand, che in occasione del suo
centenario si rinnova e si adatta
alle nuove esigenze del mercato.

Nel logo trova ora spazio I'anno
di fondazione, a sottolineare la
centralita dell’heritage del Brand.

La parte tipografica & stata

rivista, ripristinando I'unicita dei
caratteri anni 60/70, con una forte
connotazione/riconoscibilita delle
lettere R, Sed E.

2024

O @ @ @

1.

BRAND IDENTITY / PERSONALITA

“Knowledge is the value
that allows us to recognise the quality
of a project over time”

I lore,
P progetto nel tempo”

Giuseppe Rossi
Founder

Transformable furniture
Multifunctional furniture
Patent initiation

Collaborations
with architects

Campany Prafila
plus
Musei

Co-founders

ROFOAM

Patent for
cold foaming

New
Showroom

A

New
Showroom

Electa

Monograph

Publication

Company
museum

Albizzate

DA BHOWH

RDA PURPL

RO MALTOTE

CRIVE
AN = MED - B

Anna e Carlo Bartoli
Giotto Stoppino
Mattao Thun
Claudio Salocchi
Hans Von Klier
Mario Mazzer

FID WANM BACKGNOUND

CAIYH
G0 = M= ¥4 = KB

Ennio Arosio

Fabio di Bartolomai
Adalberto dal Lago
Gaspama Cairoli
Marcello Cuneo

DA WA BALHGREUND

LAY
L2 = MI= Y] — KD

G = - W - K10

Giorgio Marianalli
Roberto Lazzeroni
Adam D. Tihany
Pio & Tito Toso
Giamplero Vitelli
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Design devoted since 1923

z |r°ﬂidi dbinc.te OGO « MeGigneds Corlatt

Design devoted since 1923 I M Design devoted since 1923

irosidialbizzate Hetsge  Prodots ~  Designers  Comtatt irosidialbizzate
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taga ir

Design devoted

By thar
dasignars sda

s oh Bt

irozidialbizzate ' = -

Tulita

Disipr: Mona Gotin

Where rivers and waters meet. Inspired Derve | fiumi & b sogue si incontrana.

by the erveloping cradies of a bygone Ispirata ale culle avvolgendi di un'epoca

era, this armchair is meticulousty pastats, questa poftrona & curats rei rinimi
crafted, with artisanal workmanship dettacli con L lvorasions arigianals che
that highlights the wood of the frame valrizza 1 legno Gala sirutbura & B pagls &

SILUNIRS WIS e S toanas \ieriras, || s design Ui s Ranziorita
sosthebios:. Tha setue m)udthtl eSS terrmeranes son e estetica inramontabile.
nnmmm mmmum“ ®  Ebssrmento girevele offts un movirents
suBable for both home and office “"-"'_’"’:';lﬁ;':::mmammbmm
emvironments. domestico

SOt e Steres Gow- D
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rossidialbizzate Segul gia ~ Muessaggio -

121 post 703 follower 4 442 seqguiti

100

Rossl di Albizzate

Arredamanto

Design devoted since 1923,

Via Francesco Sforza 4, Milan, Raly 20122
& www. rossidialbizzate.it

+1=
2024

Ma piace: 22 - Fallower: 53 dle Miphce | O Cerca

Paost Infarmazicm Lieneai Recensicmn Reels Foto Alta =

AcCount Seguito da noa_magroll, euramagneli + altn 2

Events Concept Slere SalonalalM...

o PFOST & REELS @ POST IN CUI TI HANMHO TAGOGQATO

In breve Post = Filr

Foundod in 133, Rossl of AMizzabe quickly gaingd a easirg nig in
1k Made in Haly design industry: today it continues to producs

1 — - .
Salone I — ieonic design pheces, and to inlroduce new ones ol the time. RO IR ARRETMY

& nevembes alle one 16:00 -

Iy - E Y ..
%“\ del Mobile. tigs i 1 divang BLOW & molta pid di un sempice aredo: & un'esperiensa sensoeale unica. Lo sue
L Wl k. v ) i o £ i i Pagina - Arredamenta forms marside o | volumi “soffiati® offrono un comiort eccozionale, mentn b Free orgariche &

1 h II.“ |l luide donano ur'elegancs raturae agll spazi. Grazie alls modularith dei seol gualiro sementi,

& Via Francesco Sorza 4 Milan, Italy Blosw si adatla a gualsasi ambiente, creando composizioni su misura per ogni esigenca.
. - | %, 3451568105
FAD |.FJ HALL1B - ! - | ul v * 1 | . Thee BLOAW Sala (% mons thas just furniture: i & ushque Sensary experksncs, I 3001 shapes
STAN DIB DDTH 01 E | E— at s L - ’ -. - : r 1 sl i oy .' " F e = 3 I-' Iy B eoporti@rossidialszzate.it anvd “blcram®.. AlFa...
- —_ | & ! b B s rossidialbizzate
April 16™-21* 2024 =
o : - —— BLOW
Fie lano, Bho . o
I o Ancom nestuna vaktasione (0 recen o) i

Fast and forermant
B s & vl

i twutte le fobo

e’

ar
L o

Sttt

;":: Mi place __'_':- Commsnta "l: Invela .ﬁ’/ Condeadi

Rossl di Albzzane
BO &

‘roridialbizzate

a5 WAL

Design che prende forma dalls $8oeia

DESIGH Presentiame ELLICE, ls sedia diseqnats per foss] 4| Albissate. Un capolavore che nasce di
u wni Schizss ispirato al'iniziale del nostre manchio, la leltsra B, Questa Brea continua 5

trastonma in una strutiura sattle ed ebegants, che ensce Gesign CORMBTPATANSD &

furgionaliti. Roalizzata in cuolo progiats, un dettaglio artigianale che armcchisos la forma,

Etice offreun comiort unice, completando con eleganza ognl smblente di convivi... ARFG...

irosidialbizzate

vol diab o Insighvis de
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MMG LORO PIANA e
RETAIL COMMUNICATION
VISUAL BOOK

HOMAGE S DIGITAL HIKER
rotation 5 FAMBI3Z QUV rotation |

5_Ip Coat Cash Dowbls Rain

FAMEOL4 Q4]

Dolervits Harvey Cashamers

CINTURA

FAL3060 MOZE Top Image

Leirure City Pesnts Wool Cash 18 Juty - 22 August

Flamuad
Big Medium Small
18 July - 22 August

CFFICIAL LOCK

FAMGO32 WO

S_lpp Coat Carh Double Fain
FAL3612  POGC
Dolcevita Wich
MAGLIONE

FAIM62 W05

SeasonaL VisuaL Book e o,
Farr WinTer 2022

Men

DIGITAL HIKER MILITARY FUNKY

rotation | rotation 2
Top Image
29 August - 76 September
Big Medium Small
29 August - 76 Septembar
CFFACIAL LOCK OFFICIAL LOOK

FAMBOZT ME44

Sojt Vorpager Theisted Wool
Coer

EAM4G06 208
Tilmswn Vort Wind Sheich
Starm

FAL3612  208F
Deolcevita Wish /[ or:
FALB0B4  208F
Laprabie Wish.

FAMBO5Z  MG44
dazper Tioo Pince Thoisted
Wool Cover Rz
SCARPE

FAM2a74 208F
Laspetio Haston Baby
Cashmers

FAMBOEZ2 (MK
Jasper Tiew Pivsce Thoisted
Wool Cover Rsin
FAMP053 B200
Neyport Debsils Calf Suede
CINTURA




CPC INOX
COMMUNICATION STRATEGY - REBRANDING, MANIFESTO, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES, HOUSE ORGAN,

SOCIAL MEDIA, EVENTS, ETC.

CPC Inox CPC Inox

Creative Proposal p.6 MMG 2020 Creative Proposal p.1 MMG 2020

COMMUNICATION PLAN Premessa Storytelling

2020/2021 Cosa si vuole comunicare Un messaggio

da condividere
mmac .

HDM Holding
m | N OX IL CORE BUSINESS DI HDM < m INOX (?f > ILDNA GREEN DI HDM Crea re va Iore
A.A. Vito Cardinali
Pillars Aziendali "Green" Pillars Aziendali
PUNTUALITA, RAPIDITA, QUALITA TERRITORIO, PERSONE, QUALITA
CPC Inox Creative Proposal p.12 MMG 2020 CPC Inox Creative Proposal p.13 MMG 2020 CPC Inox Creative Proposal p.16 MMG 2020
Storytelling Storytelling Sviluppo

Un messaggio
da condividere

Un messaggio Claim Proposal

da condividere

Claim

Creare Valore Evolvere Creare Valore

" VALORI DACCIAIO *

Evolvere Armonizzare

alt:
“LA NOSTRA VERA FORZA PARTE DA DENTRO"
“DALLE PERSONE PER LE PERSONE"




mmoao

CPC Inox Creative Proposal

Sviluppo
Metodo, soluzioni, applicazioni

Brand Book
CPC

PayOff / Tagline ﬂ

che comunichiin ~ ***

CPC INOX

COMMUNICATION STRATEGY - REBRANDING, MANIFESTO, ART DIRECTION, CONTENT DEVELOPMENT, WEBSITE, CATALOGUES, HOUSE ORGAN,

SOCIAL MEDIA, EVENTS, ETC.

Come procederemo

1

DEFINENDO HDM

raccontandola grazie a:
CPC Brand Book e Company Profile,
Documento Non Finanziario HDM,
Magazine HDM, Podcast, Webcast.

BRAND BOOK CPC
DOCUMENTO NON FINANZIARIO

eI TAGLINE/PAYOFF

che illustrino e affermino:

modo incisivo.

CPC Inox Creative Proposal

Svilup

FAFIFTERF

valori, fini e personalita
di questa "anima con due cuori”
HDM = CPC + VC

La promessa e i pillar di CPC
(PUNTUALITA, RAPIDITA, QUALITA)

Come procederemo
4.
CAMPAGNA [r] Y

Un sistema che si espande

| nuovi siti dedicati verranno
integrati nell'ecosistema
digitale, arricchendolo di
contenuti e generando
maggior traffico su tutte le
piattaforme.

.39

MMG 2020

MMG 2020

CPC Inox

CPC Inox

Creative Proposal

Sviluppo

Metodo, soluzioni, applicazioni

<><CPCINOX

/f(HDM

Creative Proposal

d'Talia

or House-Organ

&

Vito c

Cardinali

oct/nov 2021

L I

Vi i

-_—*“—"

— e Brp—

e

This is not

an Ho

rgan

MMG 2020
Come procederemo

2,
CREANDO CONNESSIONI

IDENTITA VISIVA

Esercizio di restyling
e gerarchia dei loghi

Questo trattamento di restyling dei loghi*,

e della loro gerarchia, & utile a visualizzare

come potrebbero essere veicolate le realta
della Holding.

*L'esercizio di stile non rappresenta, in questo momento,
una proposta progettuale.

p.30 MMG 2020
Come procederemo

3.
BRAND EQUITY

Prodotti di comunicazione interna

NON un libro aziendale, ma una brochure o
rivista periodica come strumento utile
a migliorare I'immagine, la brand
reputation e l'identita del brand.

Puo essere interno con l'obiettivo di
accrescere l'identitd aziendale o esterno
rivolto ai clienti (e ai potenziali clienti) per
informarli sui prodotti e servizi dell'azienda

e sulle ultime novita.

CPC Inox Creative Proposal

Sviluppo
Metodo, soluzioni, applicazioni

LinkedIn

Brand Book

asee

Company Profile

CPC Inox Creative Proposal

Sviluppo
Il Manifesto

p. 36

MMG 2020
Come procederemo

2.
CREANDO CONNESSIONI

IDENTITA VISIVA

- ie. applicazioni -

Applicazione di una gerarchia tra i loghi
della Holding con esempi di identita visiva
applicata, come Brand Book, Company
Profile e Pagina Linkedlin.

/ﬁ( DM (’(cpcwox

MMG 2020

MANIFESTO

MERCATO E LAVORO

> Crediamo che sia meglio avere fiducia in un risultato
ambizioso e di difficile realizzazione che tagliare un
modesto e sicuro traguardo.

> Sosteniamo e crediamo in un mercato che rappre-
senti la convinzione delle persone della validita di un
prodotto o di un servizio.

> Agiamo consapevoli che qualsiasi attivita svolta con
passione e contribuisca alla costruzione dell'armonia
globale.
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mmo KITCHENAID
BRAND MANIFESTO

BRAND POSITIONING OUR | ' WHAT?

ingredients

Passionate Gourmet What makes something special?
KitchenAid can help create new Authentic ingredients with a
opportunities and experiences for personal story.
the Passionate Gourmet. Share their
i Quality, passion, execution

expertise and ignite their pa

Take them to ne 2 e ol L 3 WHERE ’2

them to new people.

and technique.

«I believe that the passion for cooking for family and friends is a wonderful way to connect.

. . . . . . And sharing the experience.
Cooking for me means different things: doing something manual, where you have to concentrate, learning about other cultures. e P
challenging my skills doing more and more complex stuff. Cooking is also about buying the right ingredients, selecting the best And'help them make something special.

and best quality items for each recipe.»

Brand Promise Kitchens for cooks.

Core Pillars

m‘— - o
“ed
Full Kitchen Professional

Resources Designed for-Cooks Performances Timeless Design

KitchenAid KitchenAid

PHOTOGRAPHIC . = BRINGING IT ALL

.
direction v together

HOW?

KitchenAid can make something

Simple, natural, always moving, never

posed for. Soft, natural, warm glow of Photography and text complement each other.

Neither fight for space. But rather, the text brings

disparate elements together. A M B | E N

Both copy and visuals are realistic, confident and 9
pt ctures

special by providing consumers with light. Always reflect the concepts of

the cooking methods, the new ideas, Making and Sharing. Always a human

the equipment to create. By tapping into presence, but this is not necessarily
the latest foodtrends, rediscovering forgotten achieved by showing a person. Focus natural. Understated and elegant. Both work

ingredients and recipes — Heston Blumenthal’s equally on the human touch, products together to make you feel you want to go there, Soft, natural, warm gl
,natural, warm g

and ingredients. Shot separately to be

new Dinner restaurant in the Mandarin try that, experience the moment for yourself. e q
= of light. Always a hun

OrientalHotel, London is a terrific example of combined together in almost infinite D :
presence. Focus equa

variations.
‘ on the people and tt

this — and finding the rare and locally-sourced.
ingredients.
As timeless and elegant

as the brand itself.

T

LIFESTYLE
storyteller

KitchenAid

KitchenAid KitchenAid



KITCHENAID

EUROPEAN MARKETS MDA PRODUCT RANGE CATALOGUES
ART DIRECTION, VIDEO AND PHOTOSHOOTING
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TV SPOT - SKY
ART DIRECTION, PRODUCTION, VIDEO SHOOTING




KITCHENAID
EUROPEAN MARKETS SDA PRODUCT RANGE CATALOGUES

ART DIRECTION, VIDEO AND PHOTOSHOOTING

ARTISAN

Inspiring creativity in the kitchen since 1919 1984
Aword of colours
Welt der Farben - -
Un maonde de coulsurs K.tc "IEI'IAII’
Ln manda & calor
Esn woreld van kleuran
1923 2012 o
Good housebeaping Mix with the bast |l “" L 5
Anzeiga in der Jeitschri Mt chon, Eiarrar _'I-h
oo Housakoeping ™ 5 - » [
Poblicis G Wabre medleur alké Y =
Housed Il ra dell imgpasto
Pubblicita s:'%u-ad Housekeeping Mixen als do basten
Tijdschrift Good Housekeeping 1827 2018
1919 !lhu::;iw;;E;r:u:; 2 2013 o S e el Enter a world of colour
- B o T ‘Welraeit die n™ 1
4 Tha birth of & legend Le rotsot dos stars j —_— ;:"'rm ':_-Pf"m - fise Kichonmisor
Déa Gaburt siner Legende Il rokent da cucing dalls stelle . - % Kiichenausstatiung - Mamue de robots pitisserns
La naissance d'une légende D rnixer van de steren '1' ‘ Garnms complite d'appansds. b midtifonction n® 1 dans e monde
— La nascita di una leggenda elecimmenagens q Marca 01 al monda
Het ontstaan van cen legende -l -~ L}I N - Una gamma completa . jper i Robot da Cucina
"" - I efi elotimdorenlic H Hiot o™ ik wecscn sramers
% Volledig ausorimaent werebdwizd
1934 -‘"ﬂ . R 2015
1893 Tha design expert E A year of big changos
Bast mucharics! Drer Desogreaperte Dias Jabr dee grasfinn Varfndenmagon
Cha Erleuchtung Lexpert en design Una annés de grands changemants
Lillumination r Lesperto of design Langa alle novith
Lthememnione || e ')"d"“ﬂ""'F""" Een aar van grote verancenngen
Het it 4l
van nment
1941 ST
S e Emulecken Y dic Well der Farben | Bilomvenine dars wn sarde o eounlesirs
e sign . ::
Z;Ikﬁnbﬂ'ﬂgﬁ_ﬂ Tnispiring creativity in the Eilchen since M9 | Unverfalechics Kocken - seit 1970 Enirate in wt mrondo pieno dl colori | Betreed een wereld van kleor
Un desi
. n!- ke Auihealicité en cuivine depuis 1919 | Awleniicild in cucing dal T919 | Awtheniick koken sinds 1979
Disicgn BanEs bimpa
i Tijdioos design
i ARTISAN
HKitchenAid
G b
bl 4

BAKING

Buackern

Hilisserie

fasricceria
Rakken
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mmao KITCHENAID

ADV CAMPAIGN
ART DIRECTION, PHOTO AND VIDEO SHOOTING

KitchenAid

srmean  BERG

WE DON'T DO ORDINARY. KitchenAid

From ovens to hobs. From fridges to stand mixers.

The big appliances and the smaller ones.

You bring the talent, the passion and the creativity.
And we'll give you what you need to get closer to perfection.

Every time.

Let’s make it delicious. Let’s make it to share.

And let’s make it special together.

WE DON'T DO ORDINARY

www.kitchenaid.eu

IL MARCHIO DI ROBOT DA CUCINA
PIU VENDUTO AL MONDO.

Un design inconfondibile e prestazioni di altissimo livello

o o da Ki Ai
er un robot da cucina amato ed apprezzato persino dai itchenAid
grandi chef. Grazie a 18 accessori opzionali, rende -
possibili tutte le pill importanti azioni in cucina.

Scopri tutte le sue potenzialita ai mini-corsi KitchenAid.
Info e date su www.KitchenAid.it/MiniCorsi www.kitchenaid.it




MMG KITCHENAID p. 42

LIFESTYLE MAGAZINE
ART DIRECTION, PHOTO AND VIDEOSHOOTING, CONTENT AND DESIGN EVELOPMENT
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THE SIX INGREDIENTS OF DESIGN - VIDEO ANIMATION
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GLI INGREDIENTI DEL BUON DESIGN : I | 9
: : L) k i . N . S !
I S EI PASSI | % m Il Buon Design non'é una semplice ipotesi.

; |
KitchenAid a W it h ( -
O k n
| i 1
. c A

I B Destgn non &
unr semiplice iparest. 1 8
Lo prol toceare ¢ semil S8
lnad pravetar all fivo craore) i
Il passare del iempo ]
to rende ancona gl A
Frogrio cowme aoc

04. CREA LA

COMBIN
PERFETTEZ'ONE

I bheiciny :!mr'x.'lr #
muy allo tesse | q ¥




ALONPI

BRAND BOOK

ALONPI

Usage
for titles,
quotes, and

highlights.

Usage for
body copy.

BRAND BOOK

mmo ALONPI

BRAND BOOK - ARCHITECTURE

personality

VALUES

Research  Craftsmanship

Quality  Creativity

Sustainability =~ Experience

Only if you know the rules perfectly can you successfully break them.

This is the secret of Alonpi, the result of top-quality production that captures attention with
technical and artistic inventions capable of surprising even the most sophisticated connoisseur.

architecture TYPOGRAPHY
e Regular Italic
Times AaBbCcDAEeFIGEHMIIKKLIMm  AaBbCcDAEeFfGgHAIijKKLIMm
NnOoPpQqRrSsTtUuVvWwXxYy NnOoPpQqRrSsTtUuVvWwXxYy Zz
Times 7z 1234567894+ %& @=/>([{?!., 12345678%+-% &@=/>([{?!.,
. Bold Bold Italic
Times AaBbCcDdEeFfGgHIiJjKKLIMm  AaBbCcDdEeFfGgHhIiJjKkLIMm
NnOoPpQqRrSsTtUuVvWwXxYy  NnOoPpQqRrSsTtUuVvWwXxYy Zz
Times Zz 123456789#+-% & @=/>([{2).,  123456789#+-%&@=/>([{?!.,
. Light Book
Ave nir AaBbCcDdEeFfGgHhliJiKkLIMm  AaBbCcDdEeFfGgHhliJjiKkLIMm
NnOoPpQgRrSsTtUuVVWwXxYy NnOoPpQgRrSsTtUUVVWwWXxXYy
. Zz 123456789#+-%&@=/>([{?!., Zz 12345678%#+-%&@=/>([{?!.,
Avenir
. Medium Black
Avenir AaBbCcDdEeFfGgHhliJjKkLIMm  AaBbCcDdEeFfGgHhliJjKkL-
NnOoPpQqRrSsTtUuVvWwXxYy  IMm NnOoPpQqRrSsTtUuV-
Avenir Zz 123456789#+-%&@=/>([{?., VWwXxYy Zz 123456789#+-
%&@=/>([{?!.,
12

Arenaria
Orange

#32443A

Pure
White

#FFFFFF

Cashmere
White

#F2EEEE

personality

Sustainability

Alonpi products are conceived, designed and manufactured
to last over time.

The commitment to sustainability and social responsibility

is evidenced by the use of various tools, from publishing

of a Sustainability Report to obtaining important

certifications including I1SO, GOTS, RWS, OEKO-TEX and SFA.

COLOR PALETTE

Clay Bark
Grey Brown

rporate Color

PANTONE 7533C
C:10
M: 12
Y: 14
RIS

R: 211
G: 204
B: 199

#D3CCC7 #473728

ALONPI

BRAND BOOK

ALONPI

Arenaria Orange
as background
with neutral tones

BRAND BOOK

0. 44

architecture USE OF THE BRAND

Logo must be used with or without the payoff only

in the following color variants.

Positive: either Bark Brown (Corporate Color) or black;
Negative: either Cashmere White or Pure White.

Logo can be placed onto images only if there is a neutral background.

ALONPI ALONPI

ALONPI

LIFESTYLE CASHMERE

ALONPI

ALONPI

LIFESTYLE CASHMERE

ALONPI

11

TYPOGRAPHY AND PALETTE USE

ALONPI

The art
of Cashmere

Aniche, artisanal ltalian brand, Alonpi
combines the latest trends in Cashmere

Alonpi, part of Achille Pinto SpA Group BEIGE Ecry GReY LIGHT GREY
located in Como, is at the forefront o001 o0z oo o005

ology with centuries-old Biella
ftsmanship. Alonpi personifies

of Cashmere research and development,
ing soft accessories for top-tier

made-in-taly artistry, offering unique luxury brands.
and luxurious Lifestyle Cashmere pieces
that highlight the sumptuous softness We combine the centuries-old expertise
and quiet elegance of the modern designs. o the best craftsmen in all of ltaly to create

a unique and special offering.
A curated selection of Cashmere throws 100% CASHMERE BLANKET WITH STITCHED EDGE Style code:
and pillows, meticulously researched and Extremely soft, comfortable to the touch and with a delicate 11314CHICAGO 270X290BA
ko cetted ettty texture, it is one of the most iconic styles in the Alonpi oo

3 100% CASHMERE

uncompromising level of luxury -the perfect
combination of innovation and centuries-old
Biella workmanship.

collection. Elegant and versatile, it fis into any style
of bedroom decor.

19




mmo ALONPI o

BRAND BOOK - VISUAL IDENTITY

ALONPI visual identity ALONPI visual identity ALONPI visual identity

IMAGES

IMAGES IMAGES

Mood

Lifestyle - Set Design

Focus on materials - Close up

Highlighting Alonpi's contemporary,

exclusive, and eclectic character. The shot must highlight style, quality

of materials, finishes, and craftsmanship:

« Highlight the material qualities of the
product.

The images must complement

the communication of the Alonpi lifestyle,

Setups and props complement

the product without overwhelming it:

« Spaces should be essential, with few
but iconic elements included.

« The shots should be wide, in order
to give the products room to breathe.

« The color palette should be neutral,
avoiding contrasting accents.

« The locations should evoke refined
atmospheres without being excessive
colors, finishes, materials, and lighting
come together to create a sophisticated
ambience of elegance and personality.

underlining its most evocative aspects:

« Macro: details that evoke comfort,

« Emphasize the details that express care
and sophistication

intimacy, and express beauty

and sophistication, favoring natural
materials with desaturated colors
and tactile sensations

Still life: well-presented and illuminated
raw materials, intact, clean, and
organized with a strong graphic style.

BRAND BOOK BRAND BOOK BRAND BOOK
ALONPI visual identity ALONP visual identity ALONPI visual identity
Key Visual
IMAGES Reference IMAGES
InSlde Alonpl Visual identity of the images must LleStyle - Worn
intuitively convey and communicate
Reportage images should tell the b.ram.ﬁ e sty\.e, . Focus must always be on the product:
. P highlighting the artisanality, quality, .
the story of the company in a realistic P « The model should be portrayed in
N and its distinctive aspects. .
and authentic way: natural poses to communicate warmth
« Photographs of artisans while and encourage identification towards
working should focus on their [} Alonpi products
hand movements, their attention - + The model should not wear accessories,
to details, and their knowledge - such as jewelry or watches, and should
of the technologies. —_ not have nail polish. Makeup should
« Raw materials: prioritize close-up T be natural.
and macro shots. L ' = Lifestyle « Lighting and compositions should
e product images staged or worn .
- represent intimate and spontaneous
| » Focus on materials contexts and actions.
] close-ups
LR
- Mood
- inspirational images
Inside Alonpi
= . | production images
& | Eventi
- li1 images from fairs, presentations, exhibitions, etc
o —— - Timeless
X black and white images
—
BRAND BOOK D BOO BRAND BOOK
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mmo ALONPI

LOOKBOOK ALONPI visual identity SOCIAL IMAGE

ALONPI visual identity
ALONPI

INSTAGRAM

{ alonpicashmere - LINKEDIN

AN 1263 15400 169 o
Q B
Alenpi | Lifesty'e Cashmere ALEHT

Alonpl

FACEBOOK

L4 Alanpl
i =r.
ki
.

ALONPI

Lk ths Canlurowie

; s -:, S
% rE m i
[
Alonpi -
Pancramics
28T - 03
i Lt
A oty whine ASRTAT It o® - fa
meats CenUnes-oid craftsmanho i kb
§ilo web
Wesag g i
nps felon o e
i B i lelehons
+19 03! 23886
D Pagina - Azienca Setiore
B cusloeTa ey Rl O OO IDirvesrei-coni cell 5 2 berda
. oxooes ) x
. LRERp——
ce+ Ve le Informazion] ol Alonp Thet
" A =

6 ® = @ 0@

35

BRAND BOOK

BRAND BOOK

ALONPI visual identity

BRAND BOOK 33
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ELICA
LOGO REDESIGN AND BRAND IDENTITY

LARCHITETTURA | LA NOSTRA COLOUR PALETTE 2 elica
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BITICINO

THE BTICINO SHAPING EXPERIENCE

-ROM
CONCEP T
TO DESIGN

Shaping the BTicino product experience

bbicmo | CHOOSING THE RIGHT FINISH

SEAMLESS
INTEGRATION

bhono | A 360° EXPERIENCE

CASE STUDY
Living Now

bhicing | INSPIRATION AND FORM

TIMELESSNESS
AND CONSISTENCY
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RESPONSIBLE PACKAGING
PACKAGING DESIGN

DESIGN
AWARD

2024




BITICINO

LIVING NOW
LOGO DESIGN, GRAPHIC SYSTEM, PACKAGING, SHOOTING AND ADV

A Group Brand | (1] legrand

L [V ING

www.livingnow.cl o tlc Inn



BITICINO

LIVING NOW ADVANCE
LOGO DESIGN, GRAPHIC SYSTEM, PACKAGING, SHOOTING AND ADV

HAVARNE LIVING




BITICINO o

CLASSE 300 EOS
LOGO, USER INTERFACE, ICONS DESIGN

C|_ ASS E bhicmno
BOO OIS | etatme

EaS ( _._:\7
4

| Connected
and Secure

HOME + SECURITY
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mmao LEGRAND - BITICINO ‘ ADI

DESIGN
DOMOTICA APPLICATION: USER INTERFACE DESIGN
ICON DESIGN + DIGITAL BRAND GUIDELINES BOOK Selezione Compasso d'Oro

V_1.0/ march 25%, 2014

CLUSTERS SECURITY APPS CLUSTER BACKGROUNDS
i asa
k& _J "{-r arand |
LIGHTS DOOR SHADES
ENERGY
FULL SCREEM
turn the device o activate
full screen mode
Apps Thumbnails CENTRAL DOOR ELIOT
Full Screen Mode
Health
1 ™ %
ICONS SECURITY APPS CLUSTER HNAVIGATION OVERVIEW
= = X v
—_— VIDEOD
< > > I . &3
Q P
Lo guidelines atl page 77
BUTTON AREA
SPLASHPAGE SETTINGS HOME SMART ACTIONS

wariable H
app loading apps setlings menu apps general menu CrO5S5 apps menu

Mavigation icons i £ DOOR ELIOT

Dashboard Construction
21 TA (4]



DOMOTICA APPLICATION: USER INTERFACE DESIGN
ICON DESIGN + DIGITAL BRAND GUIDELINES BOOK Selezione Compasso d’Oro

mma LEGRAND - BITICINO ADI . 95
DESIGN

DOOR ELIOT

ENTRANCE —O

Garage  Living Room  Bedroom BACK DOOR —O
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|., I - I i
-AERENEN
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MmMG MUSEO MAGA p.5¢
WEBSITE

MA*GA Q B eN MAXGA Q B en

sssss w MOSTRE ATTIVITA -~ VISITA COLLEZIONE ~ RICERCA EDUCAZIONE SOSTIENI MUSEQ MOSTRE ATTIVITA VISITA COLLETIONE RICERCA EDUCAZIONE SOSTHNI

MAxGA PER LARTE

e —

:
.

oy

| ;ﬁfitﬁﬁmﬂu

if
|
1

0

‘N1 SJJOHYVM AGNY
ANDY WARHOL'S TV.
SPECIAL PROJECT
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Archivio
CH Marinella

IVI Pirelli
TuU

/PERDESIGN. XXVII Premio Gallarate 1310.24 - 02.03.25
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EVENTS AND EXHIBITIONS COMMUNICATION

ABITARE

E ESSERE
OVUNQUE
A CASA
PROPRIA

OPERE E RICERCHE | 5
NELL'AMBIENTE URBANO | ol
1962-2016

XXV

PREMIO NAZIONALE
ARTI VISIVE

CITTA DI GALLARATE

14 MAGGIO
17 LUGLIO

UGO LA PIETRA

2016
16 APRILE / 18 SETTEMBRE 2016
URBANO

DI GALLARATE

MUSEO MA*GA

03.12.17 =22.04.18“

\\\\\\\\ AgggrrmnniimiiInInIn

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx * i i Soci Minitero Partner = FOV TR
MUSEO DEGLI - N!A G{t\. . Aero;')orto di Milano Malpensa Fondator @L‘JCJJIIJM?K‘K ;’éﬁ Fitionale '!‘l’?.\;\lil-;alf]
STUDI PATRI o via Egidio De Magri 1 Termina 1 cdelwrismo  Regionelombordia  m e
MUSEQ MA*GA MARTEDI - VENERDI | e e | ‘ - r.‘l °‘.T Gallarate Area adiacente Porta di Milano useo ) '
Regenelomoarc Loty www.museomaga.it e ViaMilano Lounge ssoaste EXHELN -

VIA EGIDIO DE MAGRI 1 9.30 - 12.30 1 14.30 - 18.30 =2 R
/ %/ 21013 GALLARATE (VA) SABATO E DOMENICA - -
WWW.MUSEOMAGA.IT 11.00-19.00 ‘ Edsassie ‘ i ‘ ‘ ST [
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mmec
MUSEO MAGA

SOCIAL MEDIA STRATEGY DESIGN AND MANAGEMENT

& POST ) REEL VIDEO POST IN CUI TI HANND TAGGATO

T

e

= Yy

rorocata fino al 23.00. 2022

|

g e

L - =i ' -

!
r

MUSEoMmaga Sogud gld - Missaggic ] ena

1.884 post 13900 follower 732 seguiti
MATGA Musss Arte Gallsrate
Dal 13 ottoboe
Arie o design. Design & arte
HYPERDESIGH. XX\l Premio Gallarate
# linktr.oe {mussomaga
| b to da progeatlo_Sentl_bemps, Wuramagnod « ot 2

% % % @ % *

Archivituturi iy Miseming Pasts Ari

hngprcsshm isti
P 5.

Dussmdalitn
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P 36,2mila
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I/ L

When I create
something,

[ always keep
this in mind:
interiors will
have to be in
tune with the
ever-changing
world

around us.

Super Roy

e Salkelr

ALWAYS CONTEMPORARY 2024 COLLECTION




3M INFINITE INNOVATION (77 ADI
- DESIGN
TRIENNALE DI MILANO vas

EXHIBITION INTERACTIVE COMMUNICATION, PHOTO, VIDEO AND GRAPHIC DESIGN

Selezione Compasso d'Oro
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mMmac 3M INFINITE INNOVATION
DESIGN

TRIENNALE DI MILANO
EXHIBITION MANAGEMENT AND COMMUNICATION

Selezione Compasso d'Oro

3M - a worldwide leader in innovation and new product develop-
ment with top - notch products and technologies in branches
ranging from healthcare to safety, from graphics to transportation
and much more - showcases its solutions for the architectural and
design market in an astonishing exhibition at the renowned Trien-
nale di Milano, during the 2011 Milan Week of Design.

b g o b s D e 1 L e 0 g 4
st i 3 i A o R A A 173 RA s 1 £t 200
e

“Infinite Innovation™ is a masterfully staged installation entirely
dedicated to a series of advanced, futuristic and sustainable 3M

0 reim wbmmen wwrrgng o DIy 1 GrRE Bt P, i,
PO, RS, WA N b o vyl pubies raverory. Doer
oo o it B et SRRATRA - W VY TR, Y IUDO B
B o B0 P el e e

technologies for Ambient Culture in architecture and design, an
exploratory trip through the world of surface finishing solutions
and artificial and natural lighting, allowing for the integration of
light as part of the architectural and design project as ambience
solutions.

B oo e e e [ e I O-INOC WP Pt o
SO iy i e It e g e 4o e
-

What does the phrage “Amblent Culivra™ [Surface « Light) mean fo you and, In y
oplaion, which is the most sppealing M technology under the aspeats of “amblant
eultura™F

Ambiant culture in terms of light and surface is a c mparary ten-
dency which aval fram both technological po lities, as wall
@s an ongoing proc

d accompanigd by light
0 man doesn't follow anymore the separated light points.

Thiz 180° change iz also of anthropological import

light evolves from aobj (l X ang

approach alf t BE i

thus changing 0 y an and light and its
also influgnce the relationship bat

give a higher light comfort and lower haat tra
[two typical aspects with which lamp fixtures struggled o

The most enabled 3M technology for i
Air Guide, a technology that mi

to gur contampgorar

thin sections, rgh &

high comfort of light. :




3M AUTOMOTIVE
FIAT CRYSLER AUTOMOBILES EVENT IN TORINO

CONCEPT, BOOTH DESIGN AND COMMUNICATION TOOLS
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Up to 30%
_ Low Thermal Conductivity weight reduction
Allowing for lower temperatures and faste cooling fimes, % for each plastic
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BORETTI

BRAND BOOK
CONCEPT AND DEVELOPEMENT

2 Z "’”‘f»‘:&;f .

Logo Guidance TAGLINE

Experiencing and suggesting Brand Pillars.

Conveying an international ltalian Lifestyle ICONIC DESIGN

BRAND
through brand pillars:

PILLARS
ITALIAN ORIGINS

QUALITY

INTERNATIONAL ITALIAN LIFESTYLE

PRODUCT CATALOGUES & BROCHURES

-BORETTI-

Fuori

Fuori

Allpictures are to be considered as suggestions/placeholders.

PR PHOTO DIRECTION

luthentic

estyle through a understated approach.

Simple, natural, never posed for. Materials and finishings does not communicate
deliberate luxury, yet an understated and

Soft, natural, warm glow of light authentic lifestyle.

Slightly desaturated color treatments
in order to convey a ‘buongusto’ look. Essentialism in styling combined with
“storytelling-details” and an accurate choice of
Real scenarios and re-created sets are finishings among materials convey “Passione
sophisticated but human and cozy. in Cucinar’

The Italian signature s perceived through the

presence of details (eg. a Moka left on the

burner).

-BORETTI-

Passione in Cucina
Il

12

c o PMS Warm Gray 5U
M 6
Yy 7
K 40

177
6 7
B 167
#  B1AAAG

FOFOEE

IVORY WHITE

PMS Warm Gray 2U c o PMS

#  FOFOEE

p. 63

WORDMARK LOGO + TAGLINE

vertical
BORETTI Passione in Cucina |
-BORETTI-

— _—

e I
Tagline may be used as a standing-alone Passione in Cucina
element, as a lock-up with Wordmark logo.
Itis essential on advertising pages,
representing brand on events’ materials horizontal

or when Wordmark Logo appears among
other brands

Font, proportions and lock-up visual guidelines
should not be altered or rearranged in any
matter.

Font color has to match main Wordmark logo
color (black).

EXTENDED COLOR PALETTE

PRODUCTS-INSPIRED EXTENDED COLOR PALETTE  100% 70% 30% SHADES

Warm Gray 1U

93101e

PRODUCT PHOTO DIRECTIONS

Close-up and key-features pictures inviting to touch and experience products.

Sophisticated, bold, attractive, Product’s ambience pictures are intended to
convey the sense of ‘object of desire”
Products’ close-ups aim to highlight
features, shapes and finishings with clean Lights and shadows combine with black and
compositions. Naturale use of light gray background in order to highlight details,
and blurred white/black backgrounds such as chromed parts, and other details

are suggested standing out of the picture.




BORETTI

BILLBOARD CAMPAIGN
CONCEPT AND PHOTO AND VIDEO SHOOTING




mmo WHIRLPOOL EUROPE -
EUROCUCINA MAGAZINE - KITCHENAID, WHIRLPOOL, HOT POINT, INDESIT

WhirIROOI SERIOUS ABOUT FOOD

ORFORATION

HOTPOINT E LA CURA DEL CIBO

CUCMARE A CASA COME UN VERD CHEF
Hitcheniid
SERIOUS ABOUT FOOD

Whirsool

Hotpaint

FOOD CARE CULTURE FOOD CARE CULTURE

(i) inoesm

#DOITTOGETHER

HAH L3S0 LIO0#
uisaaun (T)
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mmo WHIRLPOOL - IN.KITCHEN o

DESIGN LANDSCAPES FOR A NEW BUILT-IN EXPERIENCE
ART DIRECTION, CATALOGUE, WEBSITE, PRESENTATION EVENTS COMMUNICATION AT THE SALONE DEL MOBILE (MILAN)

>
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reddot design award %ﬁ
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MMG BOSSI CASA - MARTHA O'NEAL ad
ART DIRECTION, COMMUNICATION STRATEGY
CATALOGUE

MADE [N ITALY M A\ |:2 —l_ H A\ s e

MARTH A ONEIL
w O 'NEIL BOSS|

COLLECTIO?!?

TESSUTI BOSSI 1827 =

BOSSI

biancheria per abitare



mmec

BOSSI CASA - MARTHA O'NEAL

ART DIRECTION, COMMUNICATION STRATEGY
WEB SITE DESIGN AND DEVELOPEMENT

COLLEZIONI

MARTHA
Gt NS

COLLECTIOS

ARTISSIMA

COLLETIONE TAYDLA

UMA STORIA

BT 3
iy,
wy

BOSSI



mmo BOSSI CASA - MARTHA O'NEAL -
SOCIAL MEDIA STRATEGY, DESIGN AND MANAGEMENT - CONTENT DEVELOPEMENT

g ot R o i ﬂnﬂﬂﬁ bessi_blancheriaperabitare m Mesisggio =&

B70 post B.TEE [alawer 1B segquiti

Bossi » Blancheria per abitare

AZienda tessin

Vistiama il Tuo B0 on colal SormeTEsrand o THEsiamo LADTIDMEro: SEomalri fgaron,
Firvvhrando unha $iofia Totakmente itakiana dal 1827,

@ wwnw. bossicasa. it

i cllowr \arsmagnali, mmg_denége_ sl o st 7

B ™ MO
L — =
e = Ju. I B e . R ———
Colledionl Toretls Mgzl Piarmia O Hel
O st 1o g
W FOET T HEELS & POST IN CUI T1 HANNG TAGOATO

P - B"SSI Bossi Casa

Baanhedla g shitoee

vapo [

Fir FETFIFLFF O

{@BossiCasa - ¢ 5 (1 recensione) - Azienda tessile # Modifica Scopri di pit

wome Grepl Lm0 Evemt Ao a2 ®-

Mumero totale di follower della Fagina: 834 m

Humen totale di iokiower della Pagina Bersreark

Gestisci la tua Pagina e il tuo account Instagram insieme con Meta Business
Suite Aprl ora
[ H BAGETr: 10
Crea un'inserzione hEOSTra Tums ' i::' Crea un post
Come deslderi tar crescers la tua attivita?
laa Fotojvideo & Ricevi messagal

i sett. 1mese 1irimestre

vazoin [

Fine: 232022 [0 Ccrea [ indiretta [ Evento

Crea nuova Metti in h
inserzione evidenza un e
Mumero totale di "Mi place” sulla Pagina: 774 Craa un post
; ' .m Boss| Casa
e A e ¥ E Pubblicato da Glulie Clerici @ - 15 febbrais alle ore 18:55 %]

La nuova Collezlone Primavera Estate dl BOSSI & finalmente fuorl.
Colorl wivacl @ dinamicl alternatl a sfumature timide e fresche.

s Inserzionl automatizzate D oggl vi presenteremo | protagonistl di questa staglone
#‘a Ush inserzionl personalizzate che 5 Altro...

modificana nel corss dal tempo pear

ottensre risultat] migha.

Insights Mostra tutto
Ultiml 28 glornl: 26 gen - 22 feb =

Persone raggiunte 1131_1239
Interazioni con il post 3392?

"Mi piace” sulla Pagina 2:! 485 1z )
Lk Persone raggiunts Interazioni Mettl In evidenza |l post

Clic sui prodotti tacoati 0 QD Z7 Commentl: 3 Condivisionl: 2
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VERY FAST PEOPLE
WEB SITE + APP COPERNICO Ul DESIGN AND DEVELOPMENT

FA‘ST Team Servizi VeryGreenPeople “Higge" Blog Contatti

PEOPLE

SERVIZI PER IL
CONDOMINIO

Globale Fabbricati

e non ci sara bisogno di rompere alcun vetro

VERY®
FA‘ST Servizi VeryGreenPeople "Higge" Blog Contatti

PEOPLE —

EEFLVE',%S.ES.% ] ; arvizi VeryGreenPeople  “Hygge” Blog  Contatti Area Clienti

¥%¥ | Abbiamo scelto:

@ europ

PEOPLE

assistance
-0 e |

Segnalazioni
Interventi

CHE SIA UN CONDOMINIO O UN CAPANNONE, | Provent
UNA POLIZZA CHE VI METTE IN SICUREZZA il

Cantieri
Sinistri
La sicurezza di avere alle spalle una compagnia europeaq, lorem el
| . L . . Manutenzioni ordinarie
ipsum dolor sit amet, consectetuer adipiscing elit, sed diam no-

. . L . Interventi programmati
nummy nibh euismod tincidunt ut laoreet dolore aliquam erat. . Preg )
Registro anagrafe e sicurezza (RAS)

Registro anagrafe condominiale (RAC)
DURC fornitori

Visure catastali

Call center emergenza guasti

Scarica il prospetto

Oppure ne discutiamo insieme

MOLTE S OCETA INVESTONO IN CONTRATT’ Per avere un parere, o sapere come poter integrare la polizza con |l
VERY FAST PEOPLE INV EST E S ULLE PE RS ONE. tuo inguadramento attuale, i nostri collaboratori potranno esserti

molto utili, scrivici o richiedi di essere contattato quando preferirisci.

Perche i contratti sono transitori, mentre i rapporti sono duraturi, € | -ONDOMNHO DVE NTA S MART.

nostri si basano sul rispetto, sulla fiducia e sulla consapevolezza che il

SE! GIA UN nostro lavoro deve essere svolto con passione e professionalita.
NOSTRO CLIENTE?

o controllo, anche quando sei fuori dall
pi fornitori e fornisci feedback ai

b, con la prima piattaforma cloud

i servizi erogati al condominio.

Non ti sei ancora registrato?
ABBIAMO UN

REGALO PER TE.
ENTRA E SCOPRILO

Ci bastano poche informazioni per darti accesso al tuo profilo:

Legale Rappresentante® Codice Fiscale*
TROVITUTTO
NELLA NOSTRA [ .
H Ragione Sociale Studio® Partita lva* BROCHURE 1 Copermco
Eccoc]

sita il sito
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VERY FAST PEOPLE
WEB SITE + APP COPERNICO Ul DESIGN AND DEVELOPMENT

Professionisti, Polizze, Strumenti.

NON SAMo SO0 und Societd di consulanza Specializzata nelko formitura di
sanvizl par amministrator di condominio. Siamo un contenitore il schuzionl
idea @ progetll innovativi. Tutto il Nostro lovoro si sviluppa nellfomica di un solo
oblettivo: rendere il lovoro dellcmministratore pld semplice,

0, M L ST T P AFFI DL W
AT SN U O S AACHE U OLTE

Una gestione piu serr icura del condominio.

Isabella Giulia Micol

T ———r——" Eleonora Veronica
mr:ﬂ:aﬁgi;;gg?h"n EnergyUp: il tuo lavoro, non il tuo tempo.
Michela Giada Silvia
Martina Francesca
Daniela Benedetta
Cristina Alessandra
Giorgia Elisa Cinzia
Barbara Alessandro
5
DA NOI GLI STRUMENTI PIU AFFIDABILI NON E——
HANNO SOLO UN NOME. MA ANCHE UN VOLTO. R ENERGYUP
ey FOsEPaoplE rom & soko uno [P U COruBominis semipre ol skoun Posr Banar ol sooriofs @ fakionl, Fi Mma al tuo condominio
La nostre forzo sona le DEMSONE, BCCo pEl'l:hé mettiama sempra la facela in wnchohd of consulEnan specializrotn 0 iImpenvisti @ speEs incspaitabe, basto un ciick Assegra ncorichd of
g : k reerb foamitian o sendin per afficoti oo nosira polzza Glcbabe formtior & fomisc fesdback al buo
qL.-EHIL‘n che facciamo. Do wﬂiw ﬂ!pﬁtm tutta Matterzione di cul la amririsroton ol condorming £ un Fabbaioot, Lo soluziong chs conddmin in tempo roale, con i
gestiona immobiliara ha bisogno. Affidati a un referante unico per cgni canteritone o sclurani idos o protegge finters edifice prrna pemat o Slaud in grade o
pratica @ a un'assistonza ponsata apposta per to, sonza call centar o Progetd nnovss Ttk Encet eanckeminicle, o cnch g inculin) geaire & trocciong | wendd gt o
E e H ’ lereces ¢ pvhuopa nellottica o un | propriotan & Famminmtnabans dolic Eererring.
risponditori automatici 200 DEIGCTVGE Tengern | Ko su00ie
chaTammmriritiretons pa wrmnplics
SE| UN NOSTRO
CLIEMTE? m Tutto YeryFast, ma anche molto People.
WP;—:TE. VeryGreenPeople. Dalla coloborazione di VeryFastPeople con lllumia & noto §l nuovo brond
e EnergyUp, dedicato alla fornitura di lvce e gos esclusivamente per il settore
m VaryFastPeople si schiera con un cambliamaento reale, per la progressiva sondominiale: Fobiottivo & quallo di fomire ol condomin| itakoni offerte

vantoggiosa, trasparenti & responsabill. Sernplicitd, umanitd @ trasparenza
sono, infatti, | principi su cui si fonda la filesofia Energylp, cha concantra la
sua attivitd nel sattora delle omministrozionl condominiall offrendo solurion|

enargetiche sostanibili,

Cosa possiamo fare per te?

Q@ & 110%

Energia Coparnlco Riqualificaziona
& Gas CRM Enargetica

aliminaziona dala plastica & la sun sostituziona con matarial altarnotivi,
anche afinternc dellombiente domestico & concominiaba, Ancha tu (L]
fare lo differenza, segueando il nostro progetto @ portando il tue contributo
alfintamo dal tuol Condomint

¥ HOm ¥ COrEoRt

Wery Fost Peopla 5.1, Sacle operotive

g @A

ey — ]

S R e i S L

Tutela Legale Tutala Legale @ Polizza Globale o
e Privacy Privacy Fabbricati ; 3 * g r
condaminia Profossionista i s » Blag

(==
-
L2 Al
Valutazione Verifiche Fioni di
Rigchi Impilanti Evocuazione

Professionisti, Polizze, Strumentl. EnergyUp: il tuo lavero, non il tuo tempo.
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VERY FAST PEOPLE
SOCIAL MEDIA STRATEGY DESIGN AND MANAGEMENT
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WEB SITE DESIGN AND DEVELOPMENT

Piis energia al tuo condominio _m — riffe e f: razione flessibli
E l'P ariffe e fatturazione flessibli,

Servizi [T p—— Offerte Energia [ offerte mirate e nessun deposito cauzionale

Soluzioni integrate
per forniture condominiali

IL TUO LAVORO, NON IL TUO TEMPO

1bolletta EnergyUp & l Partner
1 click
0 problemi

capace di rendere
la tua vita pit semplice.

Semplifichiamo l tuo lavoro.

GUARDA IL VIDEO —» SCOPRI

SOLUZIONI AL TUO SERVIZIO

Gas &
Power

Tariffe e fatturazi

INNOVAZIONE E ASSISTENZA TAILOR MADE

i Gestione, non complicazione.
g.emptllce‘ Tutta l'assistenza che serve al
. |8|ta e, tuo lavoro, con la semplicita
lntegrata, che hai sempre cercato.

Assistenza personalizzata per gl stud

SCOPRI

ASSISTENZA PERSONALIZZATA SEMPLICE, DIGITALE, INTEGRATA. SCARICA LA BROCHURE DIGITALE

Un numero verde riservato e EnergyUp parla a chi sotto la.

referenti dedicati per ogni camicia indossa la T-shirt di

pratica, senza attese, call center 2 una Rock Band, a chi guarda

o risponditori automatici. oltre, a chi non pensa che fare
L'amministratore

Piu energia al tuo condominio

per forniture condomi

IL TUO LAVORO, NON IL TUO TEMPO

1 bolletta
1 click
O problemi

Semplifichiamo il tuo lavoro

GUARDA IL VIDEO —>

SOLUZIONI AL TUO SERVIZIO

CEERS
Power

Tariffe e fatturazione flessibli,
offerte mirate e nessun deposito cauzionale

Soluzioni integrate

— e 7"
|

—
COPRI .

EnergyUp & il Partner
ideale per la gestione
delle forniture gas e
luce condominiali.

Un "energico” alleato
capace di rendere

la tua vita pit semplice.

SCOPRI

Un fornitore unico,

un servizio unico,

disegnato sulle specifiche
esigenze degli amministratori.

SCOPRI

INNOVAZIONE E ASSISTENZA TAILOR MADE

Semplice,
digitale,
integrata.

Assistenza personalizzata per gli studi
di amministrazione condominiale.

Gestione, non complicazione.
Tutta l'assistenza che serve al
tuo lavoro, con la semplicita
che hai sempre cercato.

SCOPRI

niai

SCOPRI

INNOVAZIONE E ASSISTENZA TAILOR MADE

Semplice,
digitale,
integrata.

Assistenza personalizzata per gli studi
di amministrazione condominiale.

ASSISTENZA PERSONALIZZATA

Un numero verde riservato e
referenti dedicati per ogni
pratica, senza attese, call center
o risponditori automatici.

SCOPRI

Gestione, non complicazione.
Tutta l'assistenza che serve al
tuo lavoro, con la semplicita

che hai sempre cercato.

SCOPRI

SEMPLICE, DIGITALE, INTEGRATA.

Busta unica, recupero crediti
interno, area web dedicata,
integrazione digitale

Chi siamo Perche

Lorem ipsum dolor sit amet - co adipiscing - sed

©EnergyUp 2020

SCARICA LA BROCHURE DIGITALE

EnergyUp parla a chi sotto la
camicia indossa la T-shirt di
una Rock Band, a chi guarda
oltre, a chi non pensa che fare
l'amministratore

PDF
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SWISS MEDIC
REBRANDING - CATALOGUES AND WEB SITE DESIGN AND DEVELOPMENT

Vinpocetine Vincamine

pLANT
1ga africana Stapf ex Scott-Elliot Voocanga africana Stapf ex Scott-Ellot

PART OF THE PLANT USED.
Seeds

DESCRPTION

White crystaline
microcrystalline powder

cashuve s nowgER
42971-09-5 1617-60-0

\/
Linnea

Natural Pharma Solutions

VINPOCETINE ORAL GRADE ! VINCAMINE
nthetic ds Semi-synthetic derivative

VINJECT™
ni-synthetic derivative

Suitable for inject cal forms

PHARMA USE

Uses  PHARMA USE

Cerebral circulation modulation

Senile cognitive decline delay

DIETARY USE

Anti-hypoxic and neuroprotective effect
sting PGWK;ILIK; 3 Concentration and memory

Certified | ™SS Moretoknow  Voacanga from specialist plantations ensures green

e’ current edition harvesting methods without any risk of deforestation.

Products Complies with PH.EUR. monograph "Vincamine” current
edition. Linnea cooperated in the drafting of the PH.EUR

More to know

with PHEUR. monograph "V

E
Certified

DMF, in compliance with international standard.

DMF, in compliance with international standard

S5HTP Bilberry

pLT ot

Griffonia simplicifola (OC. o s (L) Harst 1 Duboisia RB. spp.

T OF THE PLANT USED

PART OF THE PLANT

Seeds Wood knots Leaves

DESCRPTION RETION OESCRRTION

White to of-white powder

Off-white crystalline powder

casnumaER
85700-55-6

00D SUPPLEMENT

©
-

SCOPINE HYDROCHLORIDE

Product  L-5-HYDROXYTRYPTOPHAN T-HYDROXYMATAIRESINOL

Purifi )
T ~ 1 rox: resir ardized as lignans

PHARMA USE d DIETARY USE INTERMEDIATE

Pls.and FoodIngredic: |

GMP GMP

Certified < Certified

Products y
GMP /

Certified

More to know

whmedic swlismedic

More to know

| |C/\ ALOGUE
|

| e Griffoni
1 I ari ogically



mmo LINNEA

SWISS MEDIC
REBRANDING - CATALOGUES AND WEB SITE DESIGN AND DEVELOPMENT

[\
L I n nea Products Board Career  Green Spirit

Natural Pharma Solutions

Cannabis

Experience Certifications Innovation Allergen, Gluten, GMO free Vegan certified Kosher certified Halal certified
Lactose, Melamine Free

g swissmedic

Swiss Agency for
Manufactured Therapeutic Products

n Switzerland

Botanical Ingredients

From selected botanical ingredients AllLinnea Ingredients are -
) ) . manufactured in our Swiss GMP
to innovative natural solutions facility for use as Pharmaceutica,
Dietary Supplement and Cosmetic
products.
Green Spirit
Phytoannabinoids for

pharmaceutical purposes

API's and Food** Cannabis Medical Device Cosmetic Ingredients

Swiss GMP Manufucaturing >>

Green Spirit

Phytoannabinoids for wing number of clinical stuc
pharmaceutical purposes levant medicinal valt i

(\/]
LlnneCI Work with us

Natural Pharma Solutions.

Privacy policy

DMF  Ph.Eur

p. 76

DMF - PhiEur. BMF Ph.Eur

(\/J
Llnnec win [P CRYSTAL HEMP
1

Natural Pharma Solutions 1 Pharma Revolution

A growing number of clinical studies indicates that
Cannabis and its phytocannabinoids may have a
relevant medicinal value for certain diseases.

CBD or cannabidiol, is one of the major non-psychotropic cannabinoid found
in Cannabis. It has shown antiepileptic, anti-inflammatory, anti-emetic,
muscle relaxing, anxiolytic, neuroprotective and anti-psychotic-like activity
and reduces the psychoactive effects of THC (tetrahydrocannabinol).
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giardiniwallcoverings Messaggic R ---

842post  19.000 follower  1.304 seguiti

Glardinl Wallcoverings

SOPHISTICATED TEXTILE WALLCOVERINGS

Frarm Milan. The ultimate in refinement for upscale residential interions inspire people and raise
i Spirits,

& www.glardinkwallooverings.it + 1

Eollowes: uramagnoli, mmg_design_ « lssmagnali

¥ Revi [ i Owr talents
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IL NOSTRO MARCHIO

INSPIRED BY NATURE

PANTONE PENTOME
TAOEU sy

PRESENTAZIONE COMPOUND PALETTE CROMATICA ESTESA

Pantans Cool Gray 11
CMYE: 4. 3,87
Pantans Coal Gray 1 C
RGE: 218, 217. 214

Palette cromatica completa, per lutilizzo e RAL 280 50 05
lapplicazione nella comunicazione visiva
aziendale.

Alla palette primaria si aggiungono colori
meno saturi, in modo da estendere le cromie
garantendo unarmonia adatta sia a supporti
stampa che digitali.

Fanons 7506 U
CMYE= 6.8, 21,1
Panione 7506 ©
RGHE: 749, 225, 183
RAL o5 go 70

grger}feel







