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A brand is invariably among an organization’s most valued

assets. It touches everything an organization says and
does - from advertising and collateral, to internal
processes and operations. The purpose of this document
is to reinforce a single Interac identity through a consistent
approach to all communications. The guidelines and
examples shown in this document are not intended to
restrict creativity, butrather provide an essential framework
to Interac personnel, consultants, agencies and other

suppliers responsible for the application of the Brand. »
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In developing communications across our consumer and
stakeholder touch points, it’s important to consistently
reflect the brand personality. This personality is articulated
in the Interac tagline: Everyday Simply.

Everyday - Interac is an everyday brand. It’s about daily
needs and simple pleasures. It’s about living in the moment,
taking pride in what’s yours, and paying for things with
your money.

Interac doesn’t live in the world of credit, interest rates

and aspiration.

It can be a cup of coffee, or a fine bottle of wine -
whatever you can afford, and enjoy.

It may be a pair of jeans, or on occasion, a fancy dress.
It’s the girl next door; not a supermodel.

It’s smart; not cheap.

Authentic; not pretentious.

It’s small town Canada; and equally big city.

It’s universally Canadian.

‘Simply’ - When creating concepts, when telling Interac
stories, keep it simple. Don’t make the viewer/reader have
to work hard to arrive at the communication’s meaning.



Brand Style Elements

The Interac Loyo

The Interac brand is most widely recognized by its distinct
shape and colour. No alteration of this mark or its internal
components is permitted.

Interac wordmark

registered mark

Ochre colour, keypad button shape

hand graphic
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The Tagline

The Interac logo & trade-marked tagline ‘Everyday Simply’,
or ‘Tous les jours, tout simplement’ in French, should be
incorporated into all branded marketing advertising and
collateral material.
Exceptions to this rule include:

corporate stationery;

promotional items where imprinted areas

are restrictive;

joint sponsorship opportunities where the use

of the tagline would diminish the brand presence

by reducing the overall size of the logo.

Point-of-sale

The font is a modified cut of Helvetica Neue 45 and should
never be altered or substituted. When using the tagline it
must always be positioned as shown here; black type on
white background or white reverse on black background.
No other background colour should be used. The trade-
mark Tm/mMc must always be incorporated.

In certain applications where size permits, ochre can be
considered for the tagline. Television end frame is one
permitted exception.

The logo without the keyline is used on white or very light
coloured backgrounds. The logo with the keyline is used on
dark and like-coloured backgrounds (i.e., ochre on ochre).



A buffer zone, or protected area, is the blank space that
must always be maintained around the Interac logo. No
type, photograph or illustration may encroach in this area.

The minimum requirement equals the x-height of the
lowercase ‘n’ in “Interac” and must be maintained on

all sides of the logo.

It is important to maintain the buffer zone when working
with secondary elements or co-sponsor logos. Do not

position logos too tightly.

Interac Logo Interac logo + Tagline
X X X X
¢ c
|
!ntera x in'l'era
: 0
X X

Everyday Simply®
X X



Two-Colour Ochre (Coated applications)

The two-colour logo is the preferred version, to be used
wherever possible. This version is to be used for signage,
displays, two-colour promotional pieces and on ABMs.
Pantone 124

Two-Colour Ochre (Uncoated applications)

This version is to be used for stationery and two-colour
collateral and promotional pieces printed on uncoated paper.
Pantone 129

Two-Colour Ochre (On screen applications)

This version is to be used for any on screen display such as
webpage, mobile device, tablet, kiosk and video.

R: 239 G: 179 B: 16 Hex #F3BF36

Four-Colour Ochre (Coated or Uncoated applications)
This version is to be used for four-colour collateral and
promotional pieces, newspaper, magazine advertising and
digital print applications.

CMYK: 5% Cyan, 30% Magenta, 100% Yellow, 0% Black

One-Colour Version

This version is to be used where cost and reproduction
limitations do not permit use of the full colour version.
Black
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Space permitting, the logo must be a minimum width of
4” or 101.5 mm. It must never be smaller than any other
payment service trade-mark.

The Interac logo must be approximately equal in size,
prominence, use or non-use of colour, and in the same
location as the trade-marks of any other Payment Card
Networks.



Misuse of L

Today’s technology offers users many ways to alter the
logo - NONE is permitted.

Never alter the Do not distort the shape Never alter the position
type font or size (condense or expand) or proportion of any
elements in the logo

Never use colours Never place the logo Do not use the logo
other than those on an angle in greyscale
specified herein



(Authorized digital art for logos is available upon request at brand@interac.ca)

EPS Format
[Encapsulated PostScript]

TIFF Format
[Tagged Image File]

GIF Format
[Graphics Interchange]

JPEG Format
[Joint Photographic
Experts Group]

PNG Format
[Portable Network
Graphics]

High Resolution Print

EPS is a standard format for importing and
exporting language files that can contain
any combination of text, graphics and
images.

High Resolution Print

TIFF is one of the most widely supported
file formats for storing bit-mapped images
on personal computers. TIFF graphics can
be any resolution, and they can be black
and white, gray-scaled, or color.

GIF is suited for Web applications as
compression has been built into it allowing
for a faster download time.

JPEG is the commonly used method of
compression for photographic images and
the most common format of storing and
transmitting images on the web.

PNG is suited for Web applications and
image editing.

e High quality printing use (graphic artists, printers)
¢ Not suitable for Microsoft Office platform of products such

as Word or PowerPoint.

High quality printing use (EPS, first preference)
Ideally suitable for Microsoft Office platform of products
such as Word or PowerPoint.

For office use only in Microsoft Word and PowerPoint
because of its high quality image output.

Limited to a palette of 256 colours or less (unsuitable for
reproducing colour photographs but well-suited for logos
with solid areas of colour.)

Not recommended for professional printing purposes.

Best suited for website use

Each Design/Logo file is small in size in order not to
consume space on the web site. Image output is very
good.

Ideal for transparent use in PowerPoint

Limited to a palette of 256 colours or less (unsuitable for
reproducing colour photographs but well-suited for logos
with solid areas of colour.)

Not recommended for professional printing purposes.
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Legal Footnote

When using the Interac truck design and the logo
and/or wordmark, the following legal disclaimer
must be noted: The Interac logo, the armoured truck
design and “Everyday Simply” are Trade-marks of
Interac Inc. Used under license.

Use of the Interac wordmark:

The Interac trade-mark is always used
as an adjective. (describing a noun)

Proper Use Improper Use
You may purchase You may purchase
goods and services goods and services

wherever you see the  wherever you see
Interac Debit Service Interac Debit.
symbol.

The wordmark Interac must be distinguished from
surrounding text by the use of one of the following:
italicized type, bold typeface, a different font, or CAPITAL
LETTERS. The ®/MD notation should appear above and to
the right of the Interac® wordmark at least the first time the
trademark is used in the text.

Legal Footnote

For at least the first use of the Interac wordmark in a document, the ® MD
notation must appear above and to the right of the word Interac (i.e. Interac®
or Interac™P), along with the following explanatory footnote or end note:

English French
® Trade-mark of Interac Inc. (Member) MD marque déposée d’Interac Inc.
authorized user of the Trade-mark. Usager autorisé (membre).
® Trade-mark of Interac Inc. Used MD marque déposée d’Interac Inc.
under license. Utilisée sous licence.

Exceptions:

(i) Where the Interac wordmark is used in conjunction with other wordmarks,
the ® mark may be replaced with an asterisk or other symbol.

(ii) Where a Member uses the Interac wordmark in conjunction with other
licensed wordmarks and space is limited, it may, under these exceptional
circumstances, use an asterisk or other symbol located above and to the
right of the Interac wordmark, along with one of the following explanatory
footnotes, which relate to all of the licensed marks:

¢ In English: “(Member) authorized user of the Marks.”
¢ In French: “(membre) usager autorisé des marques deposes.”

Where a Member chooses this alternative, the ®/MD notation must be
removed from the wordmark as follows: Interac*

For other trade-marks or applications, refer to the General Regulations document, section 4 (GR4).




secondary Logos

Ad example where two
logos are used together:

[Interac owned logo &
shared under licence]

Secondary logos can appear together with the Interac
logo. They can exist at the same size, but the Interac logo
must be positioned to the right.

®

ProtectyourPIN Protégezvotre Nli;

InteracChip.ca pucelnterac.ca

12



Product Logos

Interac Debit Interac Cash

Vertical Horizontal

gE F

Interac Flash Interac e-Transfer

e-Transfer

Interac Online
Product descriptors are contained in ‘Panels’ that

accompany the Interac logo; the background colour used
in the Panels is 75% black.

Vertical logos are preferred whenever/wherever possible.
If this cannot be done, the horizontal logo may be used in

its place.

13



ONAl LOYOS ccurrentiy neing phased oun

Interaclogo

Interac Corporate
Gold Logo

Interac Direct
Payment

Interac Shared
Cash Dispensing

Interac Flash

These logos are no longer available, in vertical and
horizontal versions (not shown), however, they may be
seen in the marketplace until fully phased out.

14



ABCDEFGHIJKLMNOPQRSTUVWKYZ
ahcdefghijkimnopgrstuvwxyz
1234567890°218%"”

Neue Helvetica

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890’ ?1&%”

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 ?2!'&%”

Microsoft Sans Serif
Normal style

ABCDEFGHIJKLMNOPLRSTUNW WY Z
abcdefghijklmnopgrstuweyz

0123456789.:,:%84("1?'}]

Bold style

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789.:;%&[("17?')]

Consistent use of a single typeface is the first step to a
unified look across all Interac Communications.

Where possible headlines should be set in IIIPACL. A bold
sans serif, it is designed to make an impression on the
reader. Its thick strokes and blocked style catch and hold
the eye and it is best placed in plenty of white space so
that it does not overwhelm any accompanying text.

Neue Helvetica, redrawn fortoday’s electronic technology
from the famous Helvetica, is used for support body text
and sub-heads. Consisting of 51 different font weights, it
is the quintessential sans serif font, timeless and neutral,
and can be used for all types of communication.

Neue 45 is the preferred body copy font. In electronic
communications, such as email, Arial can be substituted
when Neue Helvetica is not available.

Microsoft Sans Serif Normal and Bold are to be used
on PowerPoint presentations (see PowerPoint Template

section for more information).



Chip

The evolution of debit card technold
Interac Association is transitioning to chip — a new generation of
payment card technology that will make a safe payment system even
more secure.

Chip offers you enhanced security with every electrc
transaction. Here's how:
¢« Asmall microchip is embedded in your debit card.
¢ This microchip can store and process data securely.
¢ The data on the chip is extremmely difficult to copy or change,
minimizing the chance of debit card fraud.

Combine PIM protection and chip technology for even better electron
transaction security.

Helvetica is the preferred body copy font. Arial or Sans
Serifs can be substituted when Helvetica is not available.
The following are the online font styles used for headlines,
subheads, body and links for websites and email. They

serve as a guide for optimal on screen legibility.

H1:

color: #87799D;
font-size: 20px;
font-weight: normal;

\ H2:

color: #5F5F5F;
font-size: 14px;

BODY:
color: #757575;
font-size: 12px;

LINK:
color: #D29C00
underline

16



Collateral examples of primary colour usage:

THE FUTURE IS IN
YOUR HANDS

Colour is a strong visual cue. To ensure a consistent,
uniquely recognizable Interac visual style, we have
selected two primary corporate colours, Ochre (Pantone
PMS 124) and Black.

Ochre is used as the dominant colour in all applications
and the use of black should be limited to no more than
15% of the print surface area.

The use of white and white space is also encouraged; it
helps the page ‘breathe’ and mirrors the splash of white

in the logo.
Pantone Colour 4-colour Process Web/Digital Hex
PMS 124

C:5 M:30 Y:100 K:0 R:240 G: 181 B:28 #f3bf36
BLACK

_ C:0 M:0 Y:0 K:100 R:0 G:0 B:0 #000000



The secondary palette of colours has been carefully
chosen to harmonize with the two primary colours, Ochre
and black. As secondary colours, they should not occupy
more than 15% of the visual field, except in the case of
graphs and charts used in PowerPoint.

These secondary colours are to be used to support
Interac brand communications. Custom colours can
be approximated by using special match colours, such
as those in the Pantone® matching system, or by using
process colour. Use the web-safe RGB values when
designing for web or other on-screen applications.

Pantone Colour 4-colour Process Web/Digital Hex
PMS 5753
G c:ios Mo Y:s1 K67 R:86 G:100 B:35  #576423
PMS 4515

C:0 M:9 Y:50 K:24 F:203 Ge182 B: 000

119

PMS 5285
R: 145 G: 148 B:

_ C:31 M:27 Y:0 K: 20 182 #9194b6

18



Secondary Colour Palette - Online

The secondary palette of colours for online applications has
been carefully chosen to harmonize with the two primary
colours, Ochre and black. The goal for these colours is to
achieve optimal on screen legibility. As secondary online
colours, they should not occupy more than 15% of the
visual field, except in the case of graphs and charts.

Web/Digital Hex

R: 210 G: 156 B: 0 #d29c00
R: 252 G: 221 B: 140  #fcdd8c
R: 180 G: 156 B: 214  #b49cd6
R: 224 G: 207 B: 249  #eOcff9
R: 238 G: 227 B: 253 #eee3fd
: 102 G: 102 B: 102  #666666
R: 117 G: 117 B: 117  #757575

R: 163 G: 163 B: 163 #a3a3a3

19



secondary Golour Applications

Example PowerPoint slides using
supported secondary colour palette:

2012 Budge! Process Praposal

Febnan 22002

— Secondary
colour support

Our primary colours, Ochre and black are dominant and

consistent, yet four-colour visuals, and the use of the

secondary support colours can be accommodated within

our approach. Primarily used in sales sheets, PowerPoint

presentations and web.

Systems and Operations (cont.)
Contdontl nd it

Detecting Fraud for Interac Email Money Transfer

centralized network, we have the abilty o provide a eal-time  received.

Secondary colour support

N

o acon s kg s
Al fraud detection systems must continuously evolve to coun-
IEMT Interac Email ter it is the system
Money Transfer factors on Other self-learning
2 e en ™
pore ]
‘suspicious activity. If deemed suspicious, the IEMT is tempo- - — f—
The sender’s  In 200¢
Issuer is fraudulent § Issu- S - ——
and then reports back to Interac Association. If it is fraudulent  ers anticipated that [EMT reaction time- ck the transfers
then the transfer Ifthe  would be faster i Since 2005, this
,,,,,, ot o
e ntr e el oy o e S Cndol et
IEMT Fraud Losses to Volume in Basis Points, i
(January 2005 to March 2008)
J@ @ g e
. 2005 2005 2005 p005 s 2
mmmmm T —
ﬁ - _\(_ e
e el B
B om e E-m
e
SR | | [—
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The Interac Truck

The Interac Truck is not an ad campaign; it is
a communications platform designed to define the
brand’s core values in all advertising and collateral. As
a brand icon, the Interac Truck is synonymous with the
brand itself.

“Your money is always with you, safe and secure.”

An armoured truck, realistic in every way but its tiny size,
brings to life this safety, security and ready access to your
money. The Interac Truck is charming, and endearing.
Approximately 17” tall, its size can be adjusted to be
proportionate to a specific talent or situation. It is meant
to come across as a real truck, not a toy.

21



Interac Truck TV Broadcast (Spots #1 & 2)

Interac Truck is invisible to everyone, including the person
it belongs to. But Interac Truck is bound by the laws
of physics:

It can’t drive through objects; it has to drive around them.
If water splashes downward, it hits it.
If there is an obstacle, it must deal with it like any vehicle.

Interac Truck follows the rules of the road:

If it turns left, it signals. If it brakes, we see brake lights.
When it turns on, we hear the engine.

Interac Truck is loyal, like a dog. No matter where the person
may go, the truck stays with them.

We can never see inside Interac Truck. We never establish
a driver. We never see in the cargo area of Interac Truck nor

do its doors ever open.

Though other people might be seen in a TV spot, we only
see the central character’s Interac Truck.

Interac Truck is considerate. For instance, when the lights
in the movie theatre dim in Spot #1, it switches off its
headlights.

22



2008 Interac Chip TV Broadcast

Broadcast campaigns feature the Interac Truck interacting
in people’s everyday life. As such, to reflect real life, the
scenes are presented in full colour. Broadcast campaigns
feature everyday people in everyday life situations. As
such, to reflect real life, the scenes are presented in full
colour. At times, for example when there is a strong call-
to-action, we rely on the logo and/or mnemonic treatment
on a black screen in the TV spots’ final frame. At other
times, we allow the story to naturally resolve itself, while
featuring the logo in unison with the onscreen imagery.

23



Print Advertising

Protect Your PIN
Magazine Advertisement

Interac logo

light ochre
background

image in
original colour

black heading
& body copy

dark ochre
gradation

Ochre, supported with black, are the primary colours for
all print communication. When incorporating a photograph,
that image remains true to its original colour values to
reflect real life, yet the overall effect is consistent with the
ochre and black theme.

The ochre background isn’t flat, but includes a layered
texture or halo effect to create a warmer backdrop. Always
consider the Interac logo as a key element in the design,
rather than an element to be added after the design
is complete.

Rich Ochre Backdrop

The ochre colour gradates from light to dark.

Dark Ochre: C:15 M:44 Y:96 K: 2 _

Light Ochre: C:7 M:15 Y:93 K: 0

24
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Tim Hortons now takes Imterac’ Debit.
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Ochre, supported with black, are the primary colours for
use in out of home advertising. Our designated headline
font, Impact, is particularly effective and powerful for use

in Outdoor applications.

&—— ochre

background
Proudly Canadian. ¥ @ Interac logo

Everyday Simply”

Together at last. black heading

Tim Hortons’ now takes Interac’ Dehit. font: Impact
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Interac Flash Merchant Fact Sheet

F

Introducing
InteracFlash

CanlanE

E Interac Flash Merchant Fact Sheet

IMPROVE YOUR CHECK-OUT
SPEED WITH INTERAC FLASH

How Interac Flash Works

Interac Online Sales S

heet

Interac
Online

. Interac Online Merchant Fact Sheet
- |

IMPROVE YOUR BOTTOM LINE ‘
WITH INTERAG ONLINE

1 milon Canadansars sy [
v e o
Ganthey e at o nn stre?

Benefits.

How Interac Online Works

)
C EEEE
o
. mE

Leading e-Merchants are Using Interac Online

Comomers ore o peEhasing oore
2 g ((Source
BiRks ‘
Wy ALDO

chaptersindigoa

The Interac logo is the key component of all branded
material and should be prominently positioned in each
application. The size of the Interac logo depends on the
audience, the desired emphasis, other visual elements
and layout. The logo can be combined with the ochre and
black colours to enhance the Interac corporate image.

Four colour visuals and the use of secondary support
colours can be accommodated within our approach.
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POP/Retail Signage

Interac POP Kit

lame of Service Provider

Phone Number of Service Provider

| lerminal 1 Serial #

Terminal 2 Serial #

lerminal 3 Serial #

Terminal 4 Serial #

Everyday Simply*

Service Provider
Information Decal

Interac
POS Kit

Everyday Simply"

The Interac logo is the key element in retail applications.

Materials are produced using ochre with black support to
communicate the Interac Brand.

™

ABM & Register
Decals

(4 A |

& &

Window Decal

Interac Flash’ .
POS Kit e |

POS Kit Envelope

Flash Kit Tent Card

Flash Kit Envelope

27



Interac Event Signage Interac Golf
Classic Signage

PUTTING THE

Ochre, supported with black, are the primary colours for
use in event signage. Four colour visuals enhance signage
in larger applications. Our designated headline font,
Impact, is particularly effective and powerful for use in
signage applications.

Interac Event Signage

;T'
r Evervdav Simnlv

‘dramatizes the core

brand promise
“your money is with you’ ~ through the small, magic Interac
truck. Only a few months old,this campaign is proving to b

“This new platform
a hit with young and old alike.
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Online Advertising

Online banner ads demonstrate the treatment’s ability

to move into the online environment and own the space,

remaining absolutely consistent with the Interac print and

broadcast advertising. The Interac Truck is leveraged as a

key creative element.

Interac e-Transfer online

banners:

Yes. Sending money is this simple,

29



Online - Website, Microsite & Email

ey W - e o
La X S i MERC - T L e

Evveyay Bamooy®

e PR L]
EEmn e a weer vead worvim
e T

Corporate website

Interac Email Money Transfer Email
vl wwremen. neletiralbe !

Email

Lesm Ivicana Crwananm

o i ioren | Beously | Fasiopesg Pl

Microsite

H m |

Drapecsiik Your Transher

Transaction Portal

All online properties should be clearly branded with the
appropriate product logo properly displayed on the top
left. This applies to corporate websites, email newsletters,

promotional microsites, and any transactional portals.
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stationery

Corporate Letterhead Business cards and letterhead provide a highly visible form
of communication used by Interac and as such, represent
. Interac Reseciatinn another opportunity to extend the brand look and feel.
Pk By FOLZA, WOIWY Mo, U0 Sy B0, Bl 200, Bl 45, Eaiwd, VRS MAS 2N
Tk il AR SEE-ARR0
Name
Position
Tel: (416) 869-
e iomoraog Corporate Business Cards
Click here to enter a date. Name:
Interac Employee Helvetica Neue
Manager, Marketing 75 Bold - 7.3 pt
and Communications

Job Title:
Helvetica Neue
46 Light Italic - 7 pt

Interac Association/Acxsys Corporation

Royal Bank Plaza, North Tower conta_Ct Info:
200 Bay Street, Suite 2400 Helvetica Neue
P.O. Box 45, Toronto, ON M5J 2J1 45 Light - 7 pt

t 416.869.5070 f 416.869.5080
e iemployeeainterac.ca

CLASSIFICATION LABEL




Corporate Email Signature

Mama | Tha
Intefac Association  Acxiys Corpotation
T: 4168665081  F: 416869 5080

Bank Pz, North Towed | 200 Bay Street, Suile 2400 | Torento MSI 20

Tres MEssage an0 any FLACNMAENTS are conficenial anC May CONLEN Crviegec Informaton intenced only for e AT B0

M s e ot thes msmndad razy FOL e sthara i ! aage in Bor, pissss natify us by realy ana panmananily

Opeie he MEsIApE and Any Alachments mmediately, Any use. rirnamission, desseminaton. andicr 0ooying of this information by anyoee
wifvor than P istended fecipioni(s) s sty prohitites,

Contact Info:
Arial - 8 pt, Black

Interac Tagline:
Arial Bold - 9 pt, Ochre (C: 1 M: 19 Y: 90 K: 2)

Legal:
Arial - 7 pt, Black

The Interac email signature should be consistent in
presentation throughout the company. Signatures along
with legal disclaimer follow the format indicated. Legal
disclaimer is discretionary but recommended when

communicating externally.
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Electronic Letterhead Template

Word Tempiate

oyl Barss: Pimem. R Towar 206 Pay St Soe 2408 fon 45, Teronin Ointasis M8 211
B M R0

Name

Position
Tel: (416) 869-

Fax: (416) 869-5080
e-mail@interac.org

Click here to enter a date.

CLASSIFICATION LABEL




MS Word Template

To: | Fax #:
From:
Date Sent:  Click here to enter a date. | Time Sent:

Number of Pages in this transmission (including cover):

Comments:

CLASSIFICATION LABEL




MS Word Template

R N R

Fuoeyai Planis Flaga, hior e

200 Ry Sirwed Sutw 2400, fox 45
J Toeon, OH WA 201

Subiject:

CLASSIFICATION LABEL
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PowerPoint Template

Budgat Procuss
Proposal

Foveem m Laarones Lo

Microsoft PowerPoint is often the ideal tool by which to
communicate. Typically used for online presentations,
PowerPoint ‘decks’ are sometimes used for discussion
points at internal meetings. It’s important to remember
that Interac communications should feature simple,
short and clear messaging.

Interac PowerPoint templates are available internally
at K:\Templates, in two versions:

Colour for online presentations
Minimal colour for printed presentations

The use of colours should reflect the standard use of the
Interac primary and secondary palette. From time to time,
abroader range of colours may be required. For assistance
and direction, please contact brand@interac.ca.
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Professionally branded promotional items further
enhance the Interac brand equity and recognition for
consumers, employees and other key stakeholders.

Today’s technology enables a variety of applications
including silkscreen, embroidery, engraving and
embossing - each having unique size and colour

specifications and a wide range of material options.

The two-colour logo with tagline is the preferred version
(Pantone 124 and black) where space allows. The one-
colour version can be used where production limitations
do not permit the use of colour, or where engraving or
embossing is required. Where space limitations do not
permit use of a logo, the wordmark is permissible.

Examples of promotional items and their applications

follow.

Since these items will be handed out externally, they
should always include the registered mark. However,
because the imprint space may be limited or the mark
might not show (e.g., may look like a dot in a deboss
application), we could forego the mark. This will be
handled on a case-by-case basis. Should any clarification
be required, please contact info@interac.ca.



Golf Ball (Silkscreen)
Minimum size logo without tagline, 10mm, two-colour printing
Pantone 124 and black or 4-colour process if required.

Hat (Embroidery)

Embroidered application preferred with a centered logo and
tagline if space permits, using thread matching Pantone 124,
Black and White per the official logo artwork.

Shirt (Embroidery)

Per the hat application, embroidery is the preferred solution,
centered on the left sleeve’s bottom edge, using thread
matching Pantone 124, Black and White per the official

logo artwork.

Black Portfolio/Bag (Embroidery)

Embroidery is the preferred solution with a centered logo and
tagline, using thread matching Pantone 124, Black and White
per the official logo artwork. For a 14” bag, logo may

be more prominent, approximately 55mm on width of

keypad button shape.



]_T Stainless Steel Bottle (Engraving)
Limited by process, one-colour logo is used to ensure
reproduction quality. Logo with Tagline may be used if space
permits, minimum logo size 20mm.

Leather Wallet/Bag (Embossing)
Limited by process, one-colour logo is used to ensure
reproduction quality. Logo with Tagline may be used if space

permits, minimum logo size 25mm.

} Pens - Wordmark applications (Silkscreen)

Co——— Where limited by space and the Interac logo cannot be
accommodated, the wordmark - either name, tagline, URL or

a combination thereof can be used. It is preferable to use the
' corporate Pantone 124 or black, but depending on application
K other tonal options are acceptable such as silver or gray.




