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WELCOME T0 THE KINOHIMITSU
VISUAL IDENTITY SYSTEM

Successful brands are carefully managed.

This document establishes the Kinohimitsu brand principle
and sets out parameters on how its brand elements are

to be implemented. All the rules outlined here aims to create
a unified and identifiable brand representation of Kinohimitsu.

It is critical that we communicate the Kinohimitsu brand
consistently. It is intended to enable the brand's key
stakeholders to understand the essence of the brand and
be accountable on how this is communicated with a bigger
audience, within or outside the Kinchimitsu community. The
following pages explain how to use the new Kinohimitsu
brand elements.

This would help us ensure that we are effectively optimising
all our branding and communication initiatives through clear,
focused and targeted communication of the Kinohimitsu's
brand essence.

Please follow and adhere to these guidelines as they are
here to help you communicate and protect our brand.
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Brand Plafform

The brand plafform is our distinct DNA
that defines core of Kinohimitsu. It is the
overarching summary of the Kinohimitsu
brand experience.

It includes the following elements:

* Essence: The unique vision of the brand
distiled into a short meaningful phrase

* Narrative: The brand story that defines
the brand experience and its key points of
difference for the brand’s stakeholders

¢ Individual values: Attributes that
personify the brand, necessary to deliver
the brand experience; this targeted fo
shared with an individual {apart from ther
social groups)

* Social values: The important principles
the brand shares with people inside their
social groups

This is fundamental in defining the
strategic vision for the brand and
establishes a foundatfion for the
Kinohimitsu identity, messaging and visual
presentafion. Thus, all communication
initiatives must be anchored fo the
realisation of the brand plafform.

1. BRAND ESSENCE

WELLNESS AMPLIFIED

Enrich your body's ability to feel great everyday through

natural, scientifically proven and refreshing solutions.

2. SOCIAL VALUES

3. INDIVIDUAL VALUES

We set out to help people feel
happier, healthier and more
confident in their bodies and in
their lives everyday.

4. BRAND NARRATIVE

Our bodies are amazing things. Within us,
thousands of processes take place to help
us deal with all of life's everyday challenges

We believe that the route to true wellness —
feeling great everyday, is through activating
and accelerating these processes. And we
do this using all-natural ingredients that are
scientifically proven to be effective.

ASSURED

Rigorously tested

ingredients which safety
and effectively extends
youw weiliness threshoid.

UPLIFTING

Motivating, encouraging
and rewarding you for taking
control of your weliness.

NATURAL

We are corstantly finding
the best nature has fo offer.
We only use responsibly
sourced ingredients.

PROGRESSIVE

A passicnate commitment to
confinuous improvement in
our products & services.
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Brand World
Look Spedak Interact LOOK

The Brand World describes the
manner in which we look, speak
and inferact within and outside the
Kinohimitsu community. They are
what our partners and consumers
would identify us with and use fo
describe us. They are the principles [
that guide our actions and reflect
ow broad appeal.

Photography featured in this page may
not bereproduced in parf or in whole as
part of any external communication.
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Brand Architecture

To drive resonance between the brand and
the Bloom, the Kinohimitsu Bloom has been
deconstructed and each of its primary colours
has been assigned to represent each of the
brand's product category.

The Brand Architecture is represented by the
following product categories and key alternative
consumer segments, within the same hierarchy:

Kinohimitsu's product categories and its
shade representation in the Bloom graphic
are asfollows

1. Detox represented by the shade of green
2. Beauty represented by the shade of purple
3. Health represented by the shade of crange
4. Fitnessrepresented by the shade of tedl

Two key dlfernative consumer segmenis are
dlso represented in the Bloom graphic:

1. Kidsrepresented by the shade of red

2. Men represented by the shade of blue

Colour is an important element of Kinchimifsu's
visual identity system that when applied
appropriately, reinforces brand recegnition.
Please ensure that the correct colourway s used
across all brand communications at all times.

Kinohimitsu = Wellness
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Kinohimitsu Logo

Logo mark
C0 MO YO K90 R49 G49 BS1

The logo consists of the new word
mark that inspred by the curves
of flowers, capturing ifs blooming
motion. This element has been
specially drawn and the logo
exists as a master artwork.

Ouw new loge has been carefully
crafted to be unique, distinctive
and a reflection of what we stand
for as a brand.

Please note:

The Kinchimitsu icgo i fo be used
across all media in a horizontal
version only. There is no vertical
format of the logo mark.

The logo shouid only be
reproduced from the master
artwork and should not be
recdrawn or altered in any way.
The master artwork is provided

in a digital format and isto be
secured only from the Kinohimitsu
Marketing team.

KRINOHIMITSU.
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Kinohimitsu Logo:
Clearance Space

To protect the clarity and visual
integrity of the logo, it has an exclusion
zone. It must always appear legibly on
a clear background.

Minimal sze:
18 x 2.18 mm (Print) X
or 51x 6.18 pixels {Digitai)

RINOHIMITSU X

X = Height of letter K
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Kinohimitsu Logo:
Acceptable Colourways

The primary implementation of
the Kinohimitsu logo mark is in
Kino grey colour against a white
across all brand communications.

Where printing & imifed to a dark
coloured background cor in the case
of packaging design, a reverse version
of the logo may be adapted.

For more information on lego application
on coloured backrgound, please refer to
Kinohimitsu Logo on Coloured Background.

KRINOHIMITSU

0 €0
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Kinohimitsu Tagline Lock-up

Our bodies are amazing things.

Within us, thousands of processes take
place to keep us alive and well every
day. We believe that the route to beauty
and wellness is through aiding and
boosting those processes. This way, we
help your body be at its best. We setout
to help people feel happier, healthier
and more confident in their bodies and
in their lives, giving them the freedom

to live their lives to the fullest.

We have created a new lock-up of the
loge and ouwr fagiine. These elements
have been specially drawn and the logo
exists as a set of unique master artworks.
Ther szes and position relative to one
another are fixed.

When incorporated in communication
initiatives, the lock-up should only be
reproduced from the master arfworks
and should nof be redrawn or altered
in any way. The master artwork is
provided in a digital format and is fo
be secured only from the Kinohimitsu
Marketing team.

KRINOHIMITSU

FREEDOM TO LIVE
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Kinohimitsu Tagline Lock-up:
Clearance Space

When used as a lockup with the master
logo, our tagline, "FREEDOM TO LIVE,"
always appears centered with the
logo, aligned with half “"N" and "T". The

distance from the baseline of the logo to

the cap-height of the tagiine s half fo the

height of the "K" space of the logo.

To protect the clarity and visual integrity X2

of the logo, it has an exclusion zone. It O O

must atways appear legibly on a clear F R E E D M T I_ I V E

background.

Minimal size:
36 x 8 mm (Print)
or 102 x 22.8 pixek (Digital)

KINOHIMITSU

FREEDOM TO LIVE X = Height of letter K
= Hegnt orietier

1 \ ' X/2 = Baseline to @ of the letter K

© = The siart of the upward right siroke of the letier K
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Kinohimitsu Tagline Lock-up:
Acceptable colourways

The primary implementation of
the Kinohimitsu tagline lock-up 5in
Kino grey colour against a white
across all brand communications.

Where printing & imifed to a dark
coloured background cor in the case
of packaging design, a reverse version
of the lock-up may be adapted.

For more information on lego application
on coloured backrgound, please refer to
Kinohimitsu Logo on Coloured Background.

KRINOHIMITSU

FREEDOM TO LIVE

KRINOHIMITSU

FREEDOM TO LIVE
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Kinohimitsu Logo Restrictions

Our logo is valuable.
We must freat it as a significant asset
and therefore with respect.

Always use the master digital arfwork
toreproduce the logo. Do not attempt
tore-create, manipulate or alter the logo
in any way or place the iogo on non-
specified backgrounds. If needed, the logo
may be enlarged but only in propertion

fo the minimum sze imitations.

KRINO TSU

Do not colour the logo with a colour
out of guidelines

Do not place the logo on a busy, complex
background that interferes with legibility

Do not distort the logo.

Do not use atoo smalllogo.
Respect the minimum size.
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Kinohimitsu Logo on Coloured Background

Whenever possible, the Kinohimitsu
logo orlock-up s fo be placed on

a white background or against any
of the secondary colours as per the
brand architecture oniy. These are [ e ool
powerful and distinct combinations.

Primary Usages

On Lght Background On Dark Background

Please ensure that the correct artwork

s used for the background colours that . KIN()H I M ITSU l{l N()P{ 1 I\I [’FSLT

are selected.

For more information on the

background colours, please refer

to Kinohimitsu colour palette.
Secondary Usages (On Secondary Colours)

For more information on the

Bloom graphic, please refer FANTONE 357 C FANTONE 357 C PANYINE 1 845 C

to Bloom Brand Graphic.

KINOHIMITSU

KINOHIMITSU

Exceptional Usages {On Blocm Brand Graphic)

OVER KNCHMITI) BLOOM GRAPHIC {EXCEPTIONAL

KINOHIMITSU
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Typeface
There are two typefaces fo be used for u c u r 0 n e n s e 4 o i
Kinohimitsu's brand communicatfions

initiatives. These are Placard MT
Condensed and Century Gothic. It has

@
been chosen because of its clarity and
modem characterisfics. e I l | | ry O I ‘ o Body Content

Placard MT Condensed will be used for
headiines and Centuwy Gothic wil be
used for all body copy.

The use of these selected typefaces and
consistent typographic styling across
all our applicafion systems strengthen

ABCDEFGHIJKLMNOPQRSTUVWXYL

Please note that the individual product

vanants will follow these typefaces fo HH
ensure that the persondlity and identity u c e g ” m" un l"s “vwxyl

of the each product variant maintains

its affinify with Kinohimitsu's overall look ] 2 4 7
and feel.

2:Conury: ol ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghikimnopgrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890
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Typography Principles -
Basic

See applications for reference.

Headline (Main)
(Uppercase)

Placard MT Condensed
Line spacing (10)

WELLNESS AMPLIFIED

Headline (All others)
(Uppercase)

Placard MT Condensed
Line spacing (10)

ENRICH YOUR BODY'S ABILITY TO FEEL GREAT
EVERYDAY THROUGH NATURAL, SCIENTIFICALLY
PROVEN AND REFRESHING SOLUTIONS.

Subhead
(Sentence case)
Century Gothic
Line spacing (-25)

We set out to help people feel happier,
healthier and more confident in their
bodies and in therr lives everyday.

Body copy
(Sentence case)
Century Gothic
Line spacing (-25)

Our bodies are amazing things. Within us, thousands

of processes take place 1o help us deal with all of life's

everyday challenges. We believe that the route fo true
wellness — feeling great everyday, is through activating
and accelerating these processes.
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Design Direction
Wellness In Full Blossom
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Bloom Brand Graphic

The Kinohimitsu Bloom is the new
signature asset of the brand. The creation
of the Bloom is inspired by the blooming
motion of flowers. Ifs dynamic colour
gradients and impressions of movement
represent the amplificafion on an
individual's wellness through Kinohimitsu.

Elements of the full Bloom graphic are
also deconstructed to represent each
of the brand’s product categories and
used for category communications and
packaging only.

This is a key asset that Kinohimifsu may
leverage on to spur interest and add
vibrance to the brand. This may be
captured across various media formats.
The full Bioom graphic s used either in key
envronment designs or applied across
overarching marketfing and advertising
communications.
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Colour Palette

The Kinohimitsu colour palefte is derived

from the Bloom. By using our colour palefte
single-mindedly and consistenily across our
communication, we aim fo own this colour
combinafion fo establish brand recognition in
the minds of consumers.

There are three colour segmentations in the
Kinochimitsu colour palefte:

1. Primary colowrs,

The secondary colaws: Kina grey and white.

* Kino grey isusaed far the logo. tagine and copy taor all
markeling communications collaterals, excapt haadines.
= White & used lor the logo where there is arequirement to
orint the logo against a dark background. Is is also used
@ Ihe background caour for packaging and marketing
communicalons calaterals,

2 Seconday cdours

These colours represent the Kinohimitsy 8rand architec hure.
e will be applied on the product's packaging and
secondary communications pertaining 1o categary-spedfic
communication initiatives.

3. Tertiary Colours

e tertiary colowrs are usad 1o support the primary
colours, where neadad. To date, this has beenwsed to
depict product caleganias as said caours wsed in the
packaging for enhanced claftly. For spedal and/or season
communications, the colowr siver is also used.

While the use of the tertiary colours are
currently limited and is recommended to
be used sparingly, this do not cover every
eventuality of our brand communications
and if needed, necessary drections on how
it may be used will be added, approval

for which will be ssued by the Kinohimitsu
Marketing team.

21

1. Primary Colours

WHITE KINO GREY
RGB RGB
EZSS G255B255 R49 G49 BS5]

MYK CMYK
C00 MO0 YOO KOO CO0 MO0 Y00 K90

2. Secondary Colours (Category)

DETOX BEAUTY HEALTH
GREEN PURPLE ORANGE
PANTONE ® PANTONE ® PANTONE ©
357 C 2597 C 1645C

RGB RGB RGB

R31 G87 B51 R92 G43 B133 R240 G122 B78
CMY CMYK C

K MYK
C85 M40 Y?1K38 C79MI00Y7 K3  COME3 Y70 KO

FITNESS KIDS MEN

TEAL RED BLUE
PANTONE ® PANTONE ® PANTONE ©
5483 C 7417 C 2765C

RGB RGB RGB

R78 G134 B142  R232G76B56 R32G21B69
C C CMYK

MYK MYK
C73 M35Y40K5 C3 MB6Y85 KO C96 MP9 Y38 K45

3a. Tertiary Colours (Product)

3|

PANTONE * PANTONE ® PANTONE

156 C 564 C 579 C

RGB RGB RGB

R242 G189 B123 R132 G200B188 R191 G208 B155
CM CMYK CMYK

YK
C4 M28 Y58 KO C48 M3 Y30 KO1  C27 M7 Y47 KO

PANTONE * PANTONE ® PANTONE
297 C 257 C 617C

RGB RGB RGB

R113 G197 B231 R200 G160B200 R194 G182 BFé
CMYK CMYK CMYK

C51 M5 Y3 KO C14 M34Y0 KO C27 M22 Y76 KO

3b. Tertiary Colours (Promotion)

PANTONE *
SILVER 10101C
RGB

R204 G202 B202
CMYK
CIS5MI2YI13KO
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Tone of Voice

The tone of voice helps Kinohimitsu

s o © ASSURED ~ © NATURAL O UPLIFTING ~ © PROGRESSIVE

Based on the brand platform individual Rigorousty tested We are constantly finding Motivating, encowaging A passicnate commitment to
values, please ensure when writing for the ingredients which safely the best natwe has to offer. and rewarding you for taking confinuous improvement in
new Kinohimitsu brand. the forie of voice and effectively extends We only use responsibly confrol of yowr weliness. our products & services.
must sound like 1 or more of the following. Yous weliness threshold. SusCet ingradiants.

1.Celebrity endorsement 2. Merchandise endorsement 3. Promotion

Siarsis Rinnenverrse
Roewivrm it ok

MY SECRET 10 WELLNESS
IS 6 LITRES OF WATER BAIY
AND MY KIKD PLAN

A

e b

CHRISTMAS
SPECIAL

TR T PROMOT 0N 3990 P 0 X

secoem

IS A MORNING AUN
AND MY KINO PLAN

- S b
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Photography Look & Feel - Guide

Ouwr overall photography style is pure.

It communicates our brand’s social values
of helping people feel happier, healthier
and more confident in their bodies and

in ther lives everyday.

Below are the key techniques used in
our photography style:

Environment
Indoors - photography studic
Over a white background

Lighting
Controlied white light

Camera Angles
Eye level

Koawastes

LAURA MORTON'S
KINO PLAN

LA

| Gl aulm*

Photography featured in this page may
not bereproduced in parf orin whole as
part of any external communication.

23
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Photography Look & Feel - People

WOMEN

Appearance
Radiant skin, neat hair and vibrant eyes

Mood
Confident, happy, positive and taking control

Atfire
Simple, modest, neufral coloured and no accessories

MEN

Appearance
Neat short hair, clean shave and healthy skin tone

Mood
Confident, happy, positive and taking control

Atfire
Casual smart, modest and neutral coloured

CHILDREN

Appearance
Natural look, big smiles, healthy skin tone

Mood
Happy, fun and energetic

Atfire
Simple, neat and neviraled coloured

Photography featured in this page may
not bereproduced in parf orin whole as
part of any external communication.

24
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Photography Look & Feel - Product

Ouwr products are the center of our brand.They should
aways be the key focus on all our collaterais. Our
product photography is beld and proud.

25

RINOHIMITSU

LAURA MORTON'S
KINO PLAN

B inerw’

DOVCEFTOR

DISCOVER YOUR KINO PLAN TODAY.

COOT AT X M YT SO ey 8 OTHRE £ Y BY I aOSd
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Photography Look & Feel - Restrictions

To ensure that we achieve a consistent

look through our photography. Avoid using

these restricted photography styles that
does not aligns fo our brand.

Photography featured in this page may
not bereproduced in parf orin whole as
part of any external communication.

26

Do not's

—

Ll

Do not apply other photography
ighting techniques

Do not apply the photography
subject in unredlstic context

Do not use non pan-asian talent

Do not add graphic effectson
photography subject

Do not use photography that are
visually too busy and colourful.

Do not use cliché photography
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Kinohimitsu Packaging Overview

The new Kinohimitsu visual identity sysfem
will be implemented across the primary
and secondary packaging design of
Kinohimitsu products.

The logo word mark will be incorporated
against a whife background. The
product-category specific section

of the Bloom has been selected and
incorporated in the packaging design.

The tertiary colours in the colour paletie
are adapted to serve as key visual cues
to differentiate the Kinochimitsu products
within the category.

Used consistently and boldly, these
elements will help to build a powerful
and ditfinctive brand. Please do not
change, replace or modify any of the
elements as this will dilute the impact of
ouw brand.

RINOHIMITSU KINOHIMITSU |
FRELDCOM 1OLIN

FREZDOM 1O UMW

=]

T50X HUM S2UO RO

4315008014

o

NSEINTHOXTY ¢

Kixosirmirs

VICTORY

BEALTY CQALACN

Raxoerivn s

Koot s §
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Kinohimitsu Packaging Design Principle

The Kinchimitsu packaging design consists of
three design prnciples:

1.Bloom Graphic

The Bloom graphic has been developed as a multi
layered master artwork that is designed to provided
designers creative freedom to morph, scale, skew
and subtract layers to create a unique, ownable
design for each packaging requrement across the
Kinohimitsu product categories.

2.Product Typography Style

The individual preduct variants uses Placard MT
Condensed and Century Gothic to ensure that the
personality and identity of the each product variant
maintains its affinity with Kinohimitsu's overall look
and feel.

3.Colour Application

These colows represent the Kinohimifsu Brand
architecture. The colours that are denved from
the Bloom graphic are applied on the product’s
packaging and secondary communications
pertaining to category-specific communication
initiatives.

' KINOHIMITSU

u IBIUHY KINOHIMITSU
EEAUTY GOLIAGER KINOHIMITSU ullABE

| UllAGE DIAMOND 5300

DIAMOND 53
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Kinohimitsu Packaging Design Principle 1:
Bloom Graphic

5. Kids

Kinohimitsu's product categeries and itsshade
representation in the graphic are as follows:

1. Detox represented by the shade of green 3. Health

2. Beauty represented by the shade of purple
3. Health represented by the shade of orange
4. Fitness represented by the shade of teal

Two key alternative consumer segments are akso
represented in the Bloom graphic:

5. Kids represented by the shade of red
6. Men represented by the shade of blue

1. Detox

4. Fitness

| | 1
6. Men 2. Beauly
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Packaging Design Formation Principle 1:
Bloom Graphic Design Formation

The Bloom graphic may be morphed, scaled,
skewed and layers may be subfracted within the

colour category shade fo create distinct graphic Selected refined layers Combinad
formations for ec:.c.h prodgcr variant within the within the category for Graphic farmiaNitn
same category. If is used in any angie of the Bloom graphic formation of category
graphic formation.

~ -

Cropping

The Bioom graphic formation can be scaled up or down within the cropping ared

31
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Packaging Design Formation Principle 1:
Bloom Graphic Design Formation Restrictions

While the Bloom graphic for the
packaging design of each product within
the same category may morph, scaie,
skew and subtract layers to create a
unique, ownable design, these design
adaptations must maintain a distinct, clear
and premium look and feel. The Bloom
orientation must not be distoried or infused
with any additional design elements.

The Marketing feam will provide the master
artwork of each product varnant that wil
be used for the packaging design for each
product. Please do not change, repiace or
modify any of these Bloom master arfworks
for packaging as this will dilute the impact
of our brand.

32

Do not's

i
Do not add effects like Do not distort the blossom
drop shadows, gradients c. brand graphic.

% %

3
Do not use more than Do notplace the blossom
one blossom graphic af the graphic over photographic
same fime. backgrounds.

Do not cbscure messaging
or make messaging ilegible
in any way.

Do not make the
blossom graphic
fransparent or opaque.
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Packaging Design Formation Principle 2:
Product Typography Style

The typeface Placard MT condensed will be used

for category headline and Century Gothic will be

used for product vanant/descriptor.

Using the height of the letter K of the Kinohimitsu

iogo, the following proportions guides the layout of

the product typography style.

The dategory headline should be

These proportions should aiways be followed closetly.

Should there be any need to for adjustments,
please consult the Kinchimitsu Marketing team.

0.7X
3.15X Placard MT Condensed

0.7X
0.7X or X Century Gothic Regular

X = Height of letter K

KINOHIMITSU

VICTORY

BEAUTY COLLAGEN
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Packaging Design Formation Principle 3:
Colour

Using the beauty category as a point of reference,
below s the adaptation of the purple shade of
the Kinchimitsu Bloom graphic for various product
variants within the same category.

The tertiary colour pdlette s used to enhance
differentiation of each product varant within the
same catfegory.

For more recommended colours, please refer to
the Colour Palette section.

34

Product Colour Band
Use to differentiate bottie
design within category

Category Colour Band
Use to differentiate product
range among other categories

KINOHIMITSU

BEAUTY

DESCRIPTOR

KINOHIMITSU

BEAUTY

DESCRIPTOR

KINOHIMITSU

BEAUTY

DESCRIPTOR




KINOHIMITSU BRAND G UIDELINES
VISUAL IDENTITY SYSTEM

Packaging Design: Bloom graphic
for a bottle and box of the same variant.

The flexibility of the Bloom graphic to adapt a unique and distinct look
while maintaining a strong product category association s presented
here. Note the difference in the orentation and skewed variation of the
shade of the Bioom graphic between the section used for the bottle
and the box. While the graphic crientation vanation s apparent, the
colour shades and morphing selected between the bottle and box are
consistent, establishing a consistent look and feel between the bottle
and the box.

This design has been crafted with careful management of the Bloom
graphic master artwork. The Bloom should only be adapted from the
master artwork and should not be redrawn or altered in any way.

Subject to product category and market specific regulatory
requrementis, copy may be updated. Please note that these updates
will be developed only by the Kinchimifsu Marketing team and/or
appointed partners. Due to consideration for local frade regulations,
please do not change, replace or modify any of these updatable
elements of the both the primary and secondary packaging, without
written drective and final artwork approval from the Kinohimitsu
Marketing team.

All updates in the master arfwork for each product will be deone only by
Kinohimitsu Mcrketing team and/or its appointed supplier. If any of the
brand’s stakeholders would require access to these designs, the master
ariwork s provided in a digitadl format and is to be secured only from the
Kinohimitsu Marketing team.

35

Bottle Packaging

Colour Coded Bloom Formations: Category Wayfinding Device

s Heansrea

ANESS) |.XIS,

LSRN R Ty

DETOX | | BEAUTY

LESCRPYOR LESRPIOR

Box Packaging

Organic Bloom Formations: Fuid & Adapftive




KINOHIMITSU BRAND G UIDELINES
VISUAL IDENTITY SYSTEM

Brand Graphic - Secondary Usage
Principles for Packaging Design: Bofttles

The primary packaging design for these Kinohimitsu products were
developed with the strategic consideration of the brand platform and
the functional requirement of providing an additional layer of protection
to the product.

Kinohimitsu functional drinks are packaged in 50ml medical grade
bottles to ensure freshness and quaiity.

Thus, the primary packaging design isimplemented as a full plastic
shink-wrapped label design with a crown perforation. This creates an
opportunity fo opfimise the branding and integration of the Bloom
graphic onto the label and at the same fime, serve as an additional
protection against UV light.

The logo isimplemented in Kino grey.

The Bloom graphic s deconsfructed to morph a shade of the category
The typeface Placard MT Condensed will be used for category headline
and Century Gothic will be used for product variant/descriptor.

The tertiary colour palette is used aring at the base of the design to
enhance differentiation of products within the same category.

While the Bloom graphic for each preduct within the same category
may morph, scale, skew and subfract layers to create a unique,
ownable design for packaging design, these changes are subject fo
approval by the Marketing team.

Colour s an impoertant element of Kinohimitsu’s visual identity system
that when applied appropriately, reinforces brand recognifion.
Please ensure that the comrect colourway is used across all packaging
applications at all fimes.
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Bottle Packaging: Shrink Wrap

Colour Coded Bloom Formations: Category Wayfinding Device
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml
Bottle Design - Surface Graphic Specifications

Shrink wrap

The flexibility of the Bloom graphic to adapt a unique and distinct Brand Graphic

ook while maintaining a strong product category association Use To Differentiate Bottle Design Within Category
is presented here. Note the difference in the orientation and For more guidance on how to use the Brand
skewed variafion of the purple shade of the Bloom graphic Graphic, please refer to page 24.

between the section used for the bottle and the box. While the
graphic orienfation variafion s apparent, the colour shades and
morphing selected between the bottle and box are consistent,
establishing a consistent look and feel between the bottle and
the box.

This design has been crafted with careful management of the
Bloom graphic master artwork. The Bloom should only be adapted
from the master arfwork and should not be redrawn or altered in
any way.

Subject to product category and markef specific regulatory

requirements, copy may be updated. Please note that these
updates will be developed only by the Kinohimitsu Marketing

team and/or appointed partners. Due to local trade regulations, BH“" B BEM."'
please do not change, replace or modify any of these updatable DESCRPTOR DESCRIPTOR DEICAPTOR DESCRIPTOR DESCRPTOR DESCRPTOR
elements of the both the primary and secondary packaging,
without written drective and final artwork approval from the
Kinohimitsu Marketing feam.

KiNonisrmse HaNoet sy Kinonsresgy KiNoHIMITSU Kizosersy KINoHIMITSU

All updates in the master artwork for each product will be done
only by Kinohimitsu Marketing team and/or its appointed supplier.
If any of the brand’s stakeholders would require access to these Product Colour Band

designs, the master artwork is provided in a digital formaf and is to Use To Differentiate Bottle Design Within Category

be secured only from the Kinohimitsu Marketing feam.
For more recommended colours, please refer to

the section on color definition in page 14 and
use the supplementary colourrange.
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond

Bottle Design - Flat Pack Print Specifications
Shrink wrap

Botfle Label Design

The fina!l artwork files of the flat

pack design has been creafed.

To request for this fies, please 11 3em
contact the Marketing team.

—
Print Specifications
Label Material
Plastic Shrink Wrap
1. High gloss white paper with slight .—
peariescent finishing =
=

Bottle Material
1. Medical grade botties - Brown

KiNaonimirrsy

COLLAGEN

DIAMOND 5300

10.5cm

Kisaetive im

RinomiMiese

OLLAGE

MONDS3

bollle cap (While in C

clex]




KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Label Design - Flat Pack Print Specifications

Bottle Label Design

The fina!l arfwork files of the flaf pack
design has been creafed.

To request for this files, please contact
the Marketing team.

—
Print Specifications : /
Label Material ' -
Label =
1. High gloss white paper with slight =
pearlescent finishing . i i
Bottle Material KINCEIMITEL ,. KINCOIMITEL
1. Medical grade bottles - Brown culuﬁm ,n : m.m;
143 DAMCND 5300 L go.-\.v':m;: 5300
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Bottle Design - Surface Graphic Specifications

Brand Graphic
LoegoType
Product Name
Descriptor

Product Colour Band

Category Colour Band

KINOHIMITSU

Label Shrink wrap



KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml

Bottle Design - Surface Graphic Specifications
Shrink wrap

An example of the fullrange of
surface graphic design for the
50 mi bottle design

KINOHIMITSU KINOHIMITSU KINOHIMITSU KINOHIMUTSU

HEALTHY | HTNESS KIDS MEN

KINOHIMITSU KiNoHimrrsu

DETOX | | BEAUTY

DESCRIPTOR DESCRIPTOR

DESCRIPTC

DESCRIPTOR DESC RIPTOR DESCRIPTOR
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KINOHIMITSU BRAND G UIDELINES
VISUAL IDENTITY SYSTEM

Brand Graphic - Secondary Usage
Principles for Packaging Design: Boxes

Kinohimitsu functional drinks in 50mi botties are packaged in boxes of 6

units or 16 units. Thus, the design is implemented as a sturdy carton box.

This creates an opportunity to optimise the branding and integration of

the Biloom graphic onto the box labels and af the same fime, serve as a
cost-efficient way o purchase the product in bulk.

The logo isimpiemented in White.

The Bloom graphic s deconstructed to morph a shade of the category.
The typeface Placard MT Condensed will be used for category headline
and Century Gothic will be used for product vanant/descriptor.

The tertiary colour palette is used a border of the inner boxiabel fo
enhance differentiation of products within the same category.

While the Bloom graphic for each product within the same category
may morph, scale, skew and subtract layers to create a unique,
ownable design for packaging design, these changes are subject to
approval by the Marketing team.

Colour is an important element of Kinohimitsu's visual identity system
that when applied appropriately, reinforces brand recognition.
Please ensure that the comect colourway is used across all packaging
applications at all fimes.
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Box Packaging

Organic Bioom Formafions: Fuid & Adaptive
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design - Surface Graphic Specifications

Shrink wrap

Bottle Graphic

Brand Graphic

Product Colour Band
Preduct Label Redl Estate

Product Quantity

KINOHIMITSL

BT

i

[
zmsmwuo

Preduct Colour Band
Use To Differentiate Packaging Within Category

KINOHIMITSL

BEAUTY

For more recommended colours, please refer to the
section on color definition (page 11} and use the
supplementary colour range.

Product Labelling Redl Estate
Content Hierarchy

KINOHIMITSU

Product Labelling Redl Estate
Layout Options

KINOHIMITSL KINOHIMITSL

ot | coili

With Mandarin Without Mandarin
Producl Name Product Name



KINOHIMITSU BRAND GUIDELINES

APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design - Flat Pack Print Specifications

16 Botile Box Design

The fina! arfwork files of the flaf pack
design has been creafed. To request

for this files, please contact the Marketing
team.

KINOHIMI

Print Specifications

DIAMOND
Material

1. Outer: High gloss white paper with slight
pearlescent finishing

2. Inner: White colour corrugated board
Print Finishing

A) Spot UV varnish on the product label
real estate & bottle graphic

KINOHIMITSU

(B0




KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design - Flat Pack Specifications

Fixed content

To include
A} Brand name
B:BJ ds I.r'

OKI\’()HIMITSU

Enrich your body’s abiiit
everyday through nat
proven andrefre

KINOHIMITS!

CU[lAGEN

DIAMO}

A tasty collagen drink that
helps plump skin and restore

it youthful vitality.

Best taken with: @

Locem Paum of
deler 1k amel
conder wiil enim
ache mini bl eim

carfer

Updatable content

Toinclude:

A} Brand and product name lockup
B} Product benefits

C|Product usage

D}Feature products (no more than 3 products)

E}Product ¢
F|Category colour

Who Should Take This? (€

Work frequent
5 on shift i traveler

Alcholic @ Always slay
beverages up lale
drinker

Acfve and Constantly
passive cigarelie 4 exposes jo
smoking UVrays

Spend long hours Coliee
in air -conditioned drinker
enivironments

Lorem pnumel remigaum of
dolor 4 avet h dolor b ot
conder whi enim conser wid enim
Ode mird bielm e mini id eim

FAlways Keep content wilk

in e Do



KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design - Flat Pack Specifications

KINOHIMITSU

COLLAGEN

DIAMOND 5300

COLLAGEN

CoeN
-_—

1 WEB(S SUW[Y ()

Updatable content

Toinclude:
A} Brand and product name lockup
5; roduct benefits

C)Product :]JJ ity
D Feature
E)|Product
FlCategory colour
GlBloom gaphic

Ingredients

NUTRITION FACT

Energy
Cabonhydate
Aotein

-

Updatable content

To include:

A} Cerfification and icense

B} List disinbutor, marketer and authorizer

C} Online (website, lacebook page}, barcode and net weight
D}ingredients, storage, usage and recommended consumption
E}Nulrition fact

www kinohimlic com
www facebook com)drohimity

Net Wt 50m




KINOHIMITSU BRAND GUIDELINES

APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design - Flat Pack Specifications

Updatable content

KRINOHIMITSU

COLLAGEN -

DIAMOND 5300

1d product name lockup



KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond
Box Design with promotional label - Flat Pack Print Specifications

16 Botile Box Design

The fina! arfwork files of the flaf pack
design has been creafed. To request
for this files, please contact the
Marketing team.

Print Specifications

Print Finishing
A) Semi circle sticker printed and
piaced on top lid and box face

Base colour. Pantone Silver 10101C
Text colour: Category colour
Example; Beauty purple Pantone 2597C

LR




KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

50 ml Collagen Diamond

Box Design with promotional label - Flat Pack Specifications

Updatable content

Toinclude:
A} Promotional label in Pantone siver 10101C
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KINOHIMITSU
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

250 ml Bottle:
Full Shrink-Wrap - Surface Graphic Specification

o Brand and product name lockup

o Brand Graphic

o Product Colour Band

o KINOHIMITSU
VICTORY

BEAUTY COLLAGEN




KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

250 ml Bottle:
Shrink-Wrap Specification

Updatable content

Toinclude:

A} Brand and product name lockup

B} Bloom graphic

C) Product coiour

D} Product benefits

E} ingedients, storage, usage and recommended consumption
F} Nutrition fact

G| Certification and bcense

H| Ust disinbutor, marketer and authorizer

I} Barcode and net weight

51
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

250 ml Bottle:
Shrink-Wrap - Print Specification

Shrink-Wrap Design

The fina!l arfwork files has been created.
To request for this files, please contact
the Marketing team.

Print Specifications

Material
1. High gloss plastic shrank sleeve label
maternal with pearescent finishing

52
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

Kinohimitsu Packaging Design Principle:
Powder Formulation - Surface Graphic Specification

a Brand and product name lockup \--J -
e Brand Graphic | »
@ @ |

@ Froduct Coburband KINOHIMITSU KINOHIMITSU
FREEDOM TO UVE FREEDOM TO UVE ]
0:52 —H
.
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o e (o]
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

Bio-Booster
10g Sachet Design Specifications

Updatable content

Toinciude:

A} Brand and product name lockup
B} Bloom graphic

C) Product coiour

D} Product benefits

BUINOOD PINIWD 08 SIARONID M oF Doy DEAS

BUPA ‘D30 0nE WnEUO| WP DDIEDYE PIoY
DPID POV DI0W D WWDHA oppDY oD BIpoRDInD
E} ingedients, storage, usage and recommended consumption ‘DPUDUZODIOH DAY PIROS ‘DI0E DI 10PMOd BYIA

- - UPXEPRCLIT (RISOMINNI MR Q DDA IO
F) Certification and bcense seip eIl

G| Oniine (website}, Manufactured location e 2 - e _ e

H} Barcode and net weight

PROBIOTICS WITH XOS & GOs @ &

FYIAH WVEL

vemiz Ui penizoRUTH e
03" 164 14O LPY en
“enpod uswddns pooy Auo Supo; sicyog wissAyd
INSUDD D300 SUDIHPUDD IDHPBW Yim Jo jucuband 2o rod ) °
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

Bio-Booster

10g Sachet Design - Print Specifications

10g Sachet Design

The fina! artwork files has been created.
To request for this files, please contact
the Marketing team.

Print Specificafions

Material
Aluminium Foil Bag

2.5mm 2
130mm
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / PACKAGING DESIGN

Bio-Booster
Tin Can Design - Print Specifications

Tin Box Design 1/2

The fina!l arfwork files has been created.
To request for this files, please contact
the Marketing team.

Print Specifications

Material
1. High gloss white paper with slight
peariescent finishing

Print Finishing o

1. Spot UV varnish on wordmark (front
face) and blossom graphic

2. Debossed wordmark (fin cover)

56
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / PACKAGING DESIGN

Bio-Booster
Tin Can Design - Print Specifications

Tin Box Design 2/2

The fina! artwork files has been created.
To request for this files, please contact
the Marketing team.

Print Specifications \ 0

oo : o |

1. High gloss white paper with slight
peariescent finishing

Print Finishing o KINOIRHTSU KINOHIMITSU

FREEDOM TO UVE

1. Spot UV varnish on wordmark (front
face) and blossom graphic

2. Debossed wordmark (fin cover)
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Infroduction - Key Graphic Elements

Principles for Collateral Design

The following graphic elements work together in harmony to create
the Kinohimitsu visual identity.

Kinohimitsu Logo and Tagline Lock-up
The Kinchimitsu logo and tagiine lock-up should be used
for all our brand and marketing communications.

Kinohimitsu Grid

The Kinchimitsu Grid defines the siructure for the content Sloam G
and our various brand elements for all our brand and

marketing communications.

Bloom Graphic

The Bloom graphic s our primary graphic element. it

is usually applied together with a featured model or

product to highlight the main subject on the collateral. Sgoatuwe Footer

Bloom Band

The bloom band graphic s our secondary visual element.
It s mainly applied on applications with heavier content
where space is imited.

Signature Footer / Graphic Divider WRAH A
Contact information or any general information are T €
placed within the signature footer to pnoritise the primary

content. When the Bloom band s applied fogether with

the arc of the footer, it can also be used as a graphic

divider to separate content.

Gradient Background
The gradieni background should be applied fo
all brand and marketing communications.

Flee do nol change, replace or madily any of these Bloom master
artworks as this wall dilzte the impact of our brand

Allupdates in the master atwork tor the Bloom graphic and band

will be done only by Kinofimitsy Makeling team andjor ifs appointed
wppier ! any o 1he brand' s slakehdlders would require acces 1o st
these desgns the master atwork is provided n a dgital fermal and a2 e
is 1o be weowred ondy from the Kinohimilsu Markehing leam.
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For Brand Communicafions
Kinohimitsu Grid with Bloom Graphic
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Infroduction - Kinohimitsu Grid
Principles for Collateral Design

The coliateral design for brand and marketing communications builds off a grid
designed to define a structure for the content and our various brand elements.

The Kinchimitsu grid works fogether with the best Kinohimitsu graphic elements for
specific markefing communications to content delivery in the most impactful way.

Kinohimitsu Grid For Brand Communications
Kinohimitsu Grid with Bloom Graphic

K"‘,‘.‘,?E I\;iulv"I'QU The Bloom graphic s the primary usage for
collaterals designed for brand communications as
it defivers the strongest visual impact for our brand.
The content should be kept at a minimum without
sacrificing the quaiity of the infended message fo
allow sufficient clear space for the Bloom graphic.

For Marketing Communications
Kinohimitsu Grid with Bloom Band

Collaterals designed for marketing communications
are generally heavier in content. The Bioom

band graphic s the secondary visual element for
applications on imited space. It acis as a graphic
divider fo help organise the content.

Rasodivaresi
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid - Signature Footer
Construction for Collateral Design

The signature footeris a graphic device that works with the Kinohimitsu Grid
to help create hiearchy and structure to the content in the communications.

The following illlusirations demeonstrafe how to adapt the signature footer

on different formats.

Kinohimitsu Grid - Signature Footer On other formats

KRINOH|MITSU KiROHIMIfSU

FREEDON O uvE AEED0OW 1O uvE

KEyOHIMI

FEEOOM 10 LV

SuU

v

-~

v

&
3 |
o Fit footer width to the width of page

41
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KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / COLLATERAL DESIGN

Bloom Graphic - Primary Usage
For Brand Communications

The Bloom graphics have been setup as fluid freeform graphics that gives
you the creative freedom to morph, scale, skew & subiract layers to create
a unique design each time you are creating a new piece of collateral.

The following illusirations demonsirate the various usages of the
Bloom graphic with the content for brand communications.

1. Bloom graphic used as a stand-alone design 2.Bloom graphic integrated with a lifestyle photography,
(For exceptional implementation only) that may be adapted for celebrity endorsements.

KINOHIMITSU KINOHIMITSU

KINOHIMITSU

The Bloom graphic s to be presented in full colour version only.

62



KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Graphic - Porirait Layout Principles

Below is an example of how design ratio is used for marketing materials.

KINOHIMITSE!

DRV YU YO LA N PO0AT
| st s a0

-

Primary content
In this example, the Bioom graphic and the

ifestyle photography are the primary focus,

occupying 45% of the overall ratio.

Secondary contfent

The content has a secondary focus,
occupying 30% of the overall ratio and
has to be left aligned together with
the products.

Contact detail and other information
should be placed in the signature footer
occupying 10% of the overall ratio.

in some cases if the headiine is the primary focus,
occupying al leas! 50% of the overal ratio, it has 1o
be cenire aligned.

43
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Graphic - Landscape Layout Principles

Below is an example of how design ratio is used for marketing materials.

[

1060 & TAGLINE LOCKUP

ALWATS CENTRE ALIREDONTOP

BLOOM GRAPHIC
& SUBJECT

43

Primary content

In this example, the Bioom graphic and
the celebrity photography are the primary
focus, occupying 45% of the overaliratio.

Secondary contfent

The content has a secondary focus,
occupying 30% of the overall ratio and
has to be left aligned together with
the products.

Contact detail and other information
should be placed in the signature footer
occupying 15% of the overall ratio.

in some cases if the headiine is the primary focus,
occupying al leas! 50% of the overal ratio, it has 1o
be cenire aligned.

&4
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Graphic - Landscape Layout Principles (Centre Spread)

Below is an example of how design ratio is used for marketing materials.

OREM PSUM DOLOR
T AMET CONSECT

ETUR ADPISCING

llglill&mlll!

BLOOM GRAPHIC
& SUBJECT
43

Primary content

In this example, the Bioom graphic and
the celebrity photography are the primary
focus, occupying 45% of the overaliratio.

Secondary contfent

The content has a secondary focus,
occupying 30% of the overall ratio and
has to be left aligned together with
the products.

Contact detail and other information
should be placed in the signature footer
occupying 15% of the overall ratio.

in some cases if the headiine is the primary focus,
occupying al leas! 50% of the overal ratio, it has to
be cenire aligned.

65

_mEHEEE

mnqmuo ‘




KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Bloom Band Graphic - Secondary Usage
For Marketing Communications

The Bloom band graphic is a cropped version of the Bloom graphic.
It creates a stronger distinction as a divider or a signature footer on
collaterals that carries more content.

The following illusirations demonsirate the various usages of the Bloom
band graphic with the content for marketing communications.

1. Bloom band graphic as 2. Bloom band used as
a graphic divider a signature footer
Full Colour Version Grey scale Version KINOHIMITSU
L GO 10 Live
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The Bloom band is recommended fo be used in full colour version, however,
if needed for printing purposes, a grey scale format may be used.



KINOHIMITSU BRAND GUIDELINES
APPLICATIONS / COLLATERAL DESIGN

Bloom Band - Secondary Usage
Construction for Collateral Design

The Bloom band is an additional graphic that aligns to the arc of the
signature footer. It proportionately adapis to the width of the signature
footer. To ensure the Bloom band maintainsifs visual impact across different
formats, the height of the Bloom band is adjusted to af least 1/10 the height
of asingle box in the Kinohimitsu gnd.

Bloom band with signature footer
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Fit to the width of the curve
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Band - Porirait Layout Principles

Below is an example of how design ratio is used for marketing materials.

=7

KiNoHiMITso
fpran -

CHRISTMAS
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L0GO & TAGLINE LOCKUP

ALWAYS CENTRE ALIGNED (N T0P

KINE!'L! 2"1‘5!.'

HERD PRODUCT

SO CENTRE ALIGNED

P —— c——)
e —— BoSE
Primary content

In this example, the headiine and

hero product are the primary focus,

occupying 30% of the overall ratio.

Secondary contfent
The text has a secondary focus,

occupying 30% of the overall ratio and

is cenfralised with the headiine.

Contact details and other information
should be placed in the signature footer

occupying 10% of the overall ratio.

HEADEINE

I 15 CENTRE AUGNED |
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Band - Landscape Layout Principles

Below is an example of how design ratio is used for marketing materials.
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Primary content

In this example, the headiine and
hero product are the primary focus,
occupying 30% of the overall ratio.

Secondary contfent

The secondary products occupies a
combined 30% of the overallratio and
is cenfralised with the headiine.

Contact detaiks and other information

should be placed in the signature footer
occupying 15% of the overall ratio.
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KINOHIMITSU BRAND G UIDELINES
APPLICATIONS / COLLATERAL DESIGN

Kinohimitsu Grid with Bloom Band - Landscape Layout Principles

Below is an example of how design ratio is used for marketing materials.

MAIN PRODUCT HIGHLIGHT
it

Kisoumresy r Ky
HEADLNE HRE
: @
- 1060 & TAGLINE LOCKUP
e ALVATS CENTE ALRNEDIN 109
R -
w - -
Primary content

In this example, the headiine and
hero product are the primary focus,
occupying 45% of the overall ratio.

Secondary contfent

The secondary product occupies
15% of the overall ratio and &
centralised with the headline.

SECONDARY PROOUCT HIGRUIGHT
0
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Print Advertisement - Quarter
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Magazine Spread
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CONTACT US

These guidelines do not cover every eventuality of our brand
communications. We recognise that this will continue to evolve
and necessary updates are to be made. For assistance and
further guidance on communicating our brand, email the
marketing team: Marketing@Kinobiotech.com



