
Graphic Manual 
for HeidelbergCement Companies  

in Northern Europe 

VERSION 1.0

28 MARS 2014



2

Design: Gracemill Communication AB



3

Contents

 4 Long live our graphic manual

Inspiration

 8  Basic design Our unique look
 9 Logotype

Corporate logotype, Local company 

logotypes, Applying logotypes,  

Logotype square for digital use

 13 Colours

Primary and secondary colours,  

Supporting colours

 15 Typography

 16 Design element

 17 Tone of voice

 18 Images

About images, Examples of good images

 22 Choice of paper

 23 Templates and stationery

 24 Word templates

 27 Business cards and correspondance cards

 28 E-mail signatures

 29 Envelopes

 30 PowerPoint

 31 Digital monitors

 32 Marketing materials

 33 The design grid

 34 Brochures

Covers, Inside pages,  

Use of the design grid

 38 Advertisements 

Corporate, Recruitment

 40 Event and exibition material

 42 Web sites

 44 Facebook

 45 Film

 46 Exterior and interior identity

 47 Signs

 48 Flags and bags

 49 Vehicles

 50 Clothing

 51 Give-aways



4

Long live our 
graphic manual

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.com

Lorem ipsum quamdum

Some people never seem to appreciate graphic manuals. Some 

don’t even bother to read them. Many that do, tend to break a 

rule or two.

It’s a sad state of affairs, because graphic manuals all mean well. 

They just want to make companies shine. And create a sense of 

order.

This graphic manual is very important to every 

HeidelbergCement company in Northern Europe. So let’s recap 

what it can do. (We all need a reminder now and then.)

The purpose of our graphic manual is to clarify the way we 

communicate in words and images.

Every piece of communication should convey the same profile. 

Consistency will create recognition among our target audiences.

A clear visual identity also creates communication that always 

says: “This is us”. Our communication must be clear and 

unambiguous. 

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.se

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

Make sure your full-spread ad has a clear message, exciting image and composition. 
Keep the copy short and concise, and drive traffic to the company’s website.

An example of a half-page ad. Be sure to catch the reader’s attention with 
a headline that harmonizes with the image. Phrase your copy in terms of 
customer benefits, and give the reader an offer of additional information.

Single bleed images and clear headlines work well on roll ups. With the logo on 
top the company name is always visible.
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Examples of brochures with different covers, 
but with the same, unified layout. The different 
companies within the group can use their own 
profile colour on a band that runs just above 
the image area.
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All graphic communication should have a clean and stylish layout 

that reflects quality, enhances communication and provides a clear 

expression.

And our graphic expression is not only clear and easy to absorb. It’s also 

distinctive. It makes us stand out among our competitors.

Graphic manuals tell you what to do, put things straight and answer 

questions. But they also tend to create questions. If you have any 

concerning our manual, or anything graphical, please contact 

Communications Northern Europe.

LONG LIVE OUR GRAPHIC MANUAL

Lorem ipsum 
quamdum

Quick facts

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
dipsunt, vendam idit volupta ectemquis dit, sunt aut voloreiur am eosanisque 
anderum quatiam voluptati odio. Aximus inveliquam fugiam voluptat facessed 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nestrum nos sed quiae 
plit esciducil iunt plis aut fugit,

www.jehander.com

An example of a full-page ad. A composition of black and white 
photos and colour images gives an added effect. Logo at the bottom 
right if it is a right-page ad; to the left if the ad is on a left page.

Product sheets and folders in A4 format. Use the upper part of the format for a suitable image. Place headlines and 
logotype on the image. Make sure that the image does not disturb the logo or any text. The remainder of the sheet 
(or folder) has room for informative text, charts, etc.

An example of a folder in an eye-catching 
high and narrow format, an A4 folded 
lengthwise (105 x 297 mm).
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INVITATION

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.abetong.se

An example of a full-page ad. Logo at the bottom right if it is a right-page 
ad; to the left if the ad is on a left page.

Single bleed images and clear headlines work well on roll ups. With the logo on 
top the company name is always visible.

Example of an invitation in landscape 
format (297 x 105 mm).
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On pages 9 to 20, you will find all 

the basic elements that make up 

our visual identity. All the building 

blocks are here: the corporate and 

local company logotypes, colours, 

typography, our special design 

element and images. This chapter 

also has information on tone of 

voice and choice of paper. 

Follow these guidelines and put the 

advice to good use. It is up to you 

to create advertising materials that 

have the right look and feel, in order 

to project a correct and consistent 

image to all our audiences.

Basic design 
Our unique look
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MANDATORY RULES

Corporate logotype

BASIC DESIGN

Our corporate logotype is HeidelbergCement’s main graphic 

expression. It symbolizes a dynamically growing international 

company with a long tradition. 

Our logo is a strong visual signal that promotes instant 

recognition. It is essential that our logo is always presented 

in a consistent manner according to the rules below.

The prevailing graphic element is our company’s name.  

The square in the left part of the letter H represents a 

foundational building element.

The logo forms a single entity. Regard it as an image, not a 

word. Never use it in running text. 

The only versions are the ones shown in this manual. No 

colour, proportional or other modifications are allowed.

In the chapter “Exterior and interior identity” you will find 

information on how to use the logo in other media than 

print or digital – for example etching, frosted glass and 

embroidery.

Protection zone
Never crowd our logo. Give it the space it needs to stand 

out. 

The protection zone sets the minimum distance of the 

logo from texts, illustrations, margins, etc. Measure the 

protection zone as 2E, where “E” is the capital height of the 

HeidelbergCement logo.

Minimum size
Never use the HeidelbergCement logo with a height smaller 

than 2 mm.

The colour of the logo is the corporate colour green Pantone 355.

Use the black version only in black and white designs.

Use the white version on dark backgrounds (this applies to both coloured and 
black and white layouts).

2 mm

27,3 mm

Rorepudi onsecus. Oritinto mo to dolorpor sitio 

bla debis el ea sunt ent, quisintium ipsanto dolum, 

iumenih itiuste voluptatem que es sum re esequi 

odia sitibus utempor eiciis et velenienda nonseque 

ilit offictatia doloribusame sit, volorae sequi bea 

nullecae nit everit, quia pro quidebit endigendae 

sit dolut untius endae consed minverae volluptatur 

magnimpore et que maximus et mos accab ipsa 

delitia erupta periore nimolor erferum aut aliquias 

que conecae soluptamus eat lam fugitatur sima 

volupta il enimint lab is dolestem que nossi dolupta 

sed quia veliatem faceper rorempor sin consentore 

lit harum nus magname conse eosam autestrum 

faccume molenis delique voloremperum fuga. 

Nem facerfe ritatem laborest laborposapis
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MANDATORY RULES

Local company logotypes

All companies of which HeidelbergCement owns more than 

50% must integrate the supplement “HeidelbergCement 

Group” in their logo. The logo consists of the local compa-

ny’s name and the supplement as a fixed entity. No extra 

symbols or design elements are allowed.

The supplement is used as shown in this manual. The size 

depends on the size and shape of the local company’s name. 

When new companies are created or enter the Group, 

Communications Northern Europe will supply logos.

Local company logos can be used in colour, in black, and 

in white. The rules concerning the reproduction of the 

corporate logo also apply to the local company logos.

Contact Communications Northern Europe to obtain correct 

logos.

Creating a new or changing  
an established logotype
If a company wishes to replace or modify its established 

logo, the new logo must be designed to comply with the 

common structure of the HeidelbergCement logo. 

Communications Northern Europe must always be consulted 

when a local company wants to make changes to its logo.

When new companies are created or enter the Group they 

must follow the common rule – that is to keep the local 

name but adopt the style of the HeidelbergCement logo.

Protection zone
Do not crowd the logos. When you give them space they 

stand out. 

The protection zone sets the minimum distance of the 

logo from texts, illustrations, margins, etc. Measure the 

protection zone as 2E, where E is the capital height of the 

HeidelbergCement Group supplement.

BASIC DESIGN
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Applying logotypes

BASIC DESIGN

Lorem ipsum quamdum

Lorem ipsum quamdum

LABEL

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.abetong.se

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.se

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

Try to place the corporate or local company logo on a simple 

background to distinguish it from disturbing elements. The 

corporate logo can be used only as shown in this manual. 

In most cases, the logo is positioned horizontally on the 

right-hand side. In printed matter the preferred position is 

top right. In print and digital advertisements, the position 

of the logo should be adapted to the ads placement on the 

page or screen. Remember the protection zone.

In exceptional cases the logo can be positioned vertically, 

but only 90 degrees upward.

Note that the corporate logo can be used by Northern 

Europe level only.
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Logotype square for digital use

The logotype should only be used in its original form. But in 

some rare cases in digital media space can be very limited, 

for example in icons or badges. In these cases, the first letter 

in the logotype can be used in white on a square in the 

company’s primary colour. 

NB: This is not a separate version of the logotype.  

Only a way of solving limited space in digital icons etc.

The letter should be centered on the square and sized so it 

fills a maximum of 4/6 of the height or width. For example, 

for a 72 pixel icon, the “C” in Cementa should be 48 pixels 

wide, and the “R” in Renor should be 48 pixels high.
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Primary and secondary colours

Every company in the Group has a primary colour. Either 

it’s own or the HeidelbergCement green corporate colour 

Pantone 355. In the example we show Cementa’s blue 

Pantone 300.

The secondary colour is grey, with the preferred intensity at 

70% of black. Grey is a neutral, elegant colour that works 

well with all other colours. It makes a good combination for 

local companies to use with their basic colour. Be careful 

when you use grey, so that the design does not look too 

dark.

Both the basic company colour and grey can be used with 

percentage tints. Do not use too many tints in the same 

publication. Preferably use only the full colour and two tints.

You can use gradients, duotones and mixed ink colours.

HeidelbergCement  
corporate colour
Pantone 355
cmyk: c 100  m 0  y 91  k 6
rgb: r 0  g 130  b 56

Colour gradient example
Cementa blue (Pantone 300) 

Duotone
Cementa blue (Pantone 300) + Grey

Example: Cementa  
company colour
Pantone 300
cmyk: c 100  m 43  y 0  k 0
rgb: r 0  g 101  b 189

100% 100% 100% 100% 

90% 90% 90% 90% 90% 90%

80% 80% 80% 80% 80% 80%

70% 70% 70% 70% 70% 70%

60% 60% 60% 60% 60% 60%

50% 50% 50% 50% 50% 50%

40% 40% 40% 40% 40% 40%

30% 30% 30% 30% 30% 30%

20% 20% 20% 20% 20% 20%

10% 10% 10% 10% 10% 10%

Grey  
as percentage of black

cmyk: c 0  m 0  y 0  k 70
rgb: r 77  g 77  b 77

70% 70%

60% 60% 

50% 50% 

40% 40% 

30% 30% 

35% 35% 

20% 20% 

25% 25% 

10% 10% 

15% 15% 

Mixed ink colours example
Cementa blue (Pantone 300) mixed with black

10

20

30

40

50

60

70

2030405060708090100

BASIC DESIGN
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100% 100% 70% 70% 50% 50%Green earth
cmyk: c 55  m 0  y 50  k 45
rgb: r 83  g 129  b 102

BASIC DESIGN

Powerpoint

Word

Supporting colours

Sometimes additional colours are needed to complement 

the primary and secondary colours. We have five supporting 

colours based on classic earth colours. They can be used in 

graphs, charts, graphics, etc. 

The supporting colours can be used in 100%, 70%  

and 50% tints. 

All supporting colours can be complemented with the 

secondary colour grey, as 70% of black.

The primary colour can also be used together with the 

supporting colours. In these cases the primary colour should 

be the dominating colour.

Use the supporting colours sparingly. The primary and 

secondary colours should always be the prominent colours.

Using the office templates
The office templates use a default colour 

theme consisting of the supporting colours 

and the secondary colour.

When creating graphics, like diagrams, use 

white borders to separate the colours. 

Use full colours when you create graphics 

that will be presented on a screen or 

projector. (In PowerPoint, for example.) If 

the colours are too light it is hard to see the 

difference between them.

When creating graphics that will be printed 

on an office printer, use the lighter colours. 

(In Word, for example.) This will reduce the 

risk of the colours becoming too dark and 

hard to distinguish.

You can find instruction videos on Unite.

Ochre
cmyk: c 15  m 60  y 95  k 5
rgb: r 207  g 117  b 32

Umber
cmyk: c 45  m 50  y 65  k 0
rgb: r 160  g 130  b 99

Sienna
cmyk: c 25  m 95  y 80  k 20
rgb: r 163  g 38  b 44

Blue clay
cmyk: c 55  m 0  y 0  k 40
rgb: r 80  g 142  b 169

Grey, as 70% percentage of black
cmyk: c 0  m 0  y 0  k 70
rgb: r 77  g 77  b 77

100% 100% 70% 70% 50% 50%

100% 100% 70% 70% 50% 50%

100% 100% 70% 70% 50% 50%

100% 100% 70% 70% 50% 50%

70% 70% 50% 50% 30% 30%
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Typography

BASIC DESIGN

LOREM IPSUM LJUTUM 

LOREM IPSUM LJUTUM

Texts in capital letters
As a general rule, avoid texts in capital 

letters.

If you need to set texts in capitals, check that 

the letter spacing is OK. 

Use “optical kerning” in InDesign as a base, 

and then adjust individual letter pairs.

Text in capitals, with uneven letterspacing

Text in capitals, optical kerning

Syntax is used for printed marketing material such as 

external brochures, leaflets, advertisements, etc. Syntax is 

also used for body text on the Internet. If you need access to 

Syntax, contact Communications Northern Europe.

Syntax is used for pre-printed stationery.

Arial is used for Word and Excel documents as well as 

PowerPoint presentations.

Syntax Roman Syntax Roman Italic  
Syntax Bold Syntax Black  
Syntax Ultra Black

Arial Regular Arial Italic  
Arial Bold Arial Bold Italic
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Design element

Facts

Lorem ipsum
 ■ Omnis apelecea volupta dignimus dolendi 

taquam, venda velitae dolorer iandit

 ■ Omnis apelecea volupta dignimus dolendi 

taquam, venda velitae dolorer iandit

 ■ Omnis apelecea volupta dignimus dolendi 

taquam, venda velitae dolorer iandit

The foundational building element, the square, can be used 

to create design elements. Either on its own, as part of layout 

elements (for example fact boxes), or by creating patterns 

and shapes. The square can also be used in text, for example 

in bullet lists. Only the primary and secondary colours should 

be used. See examples on this page for inspiration.

Voles venda utam

Eribus sus, inis solore pra quisiti nciisquam expliquam rest harum, en-

ditio rernatemped quianti andelicati nienimo luptamusae vento evenis 

vit int voluptatur, ut esequiae quaepudi totas eost, aut quat ommod 

explanti aut quiscim endae. Ta dollorum aces etus, sintemp oratur as 

corrumq uissunt iatureprest viditatur, in rendaer chitem alicimusam 

eaquissunt et eumenis eatus doluta volupicti doluptat qui aut re, quis 

etur moluptas rem erio moditem antibus dantemqui dendae quam, 

sunde la voluptatur? Quibus adit, ium dolorrovid ut volor aperum 

veratet acestios alis ea int od qui blaudio nserehe nducipsam re vendae 

rection sequibus dia aliciendi tet maximaxima voluptae dolupiet 

porendaecto occusam atem inciet aliquias doluptas sit occullabore nis 

ut od enecae lab is aditiatat plibus re nos providelitae porepel mo tet 

odigeni hillabo. Et ea volor rem vent ant eosseque et et ex et hillisque 

sant dit ligendae omnis mo de ne nullitius saectur, eatur?

Corume quatus min nobitiosti dest remperestior soluptis cumquassin 

nihitat harum ea perum expedis sundipsumet labore latem faccus, 

consed maximin nonsequi ut reniae serumquia nimposa nditemp 

oremque venihition re resti cuptaesequi omnis re volupta doluptation 

nis aliquiatum quam nihicia temquos et laccus voluptatem endiatem 

fugia dolorum, arum ania et incilit et eum rerum ipic tem non com-

modit eat laut pernatiatem non eate pro quam, te volupta si dolorer 

ferumqu asitatest, volorero cum ab inihitiae labo. Udis natemquas ipiti 

to quam senimusam re quae occabo. Id utent hit alitatis adi quidel mo 

omniend aector aut erchitatest, sanderi busanimin pro dolor aliquo et 

offi cimo commolo reratur, voloruptatio que pelitistrum veruptasped 

que nonem. Et pos entota aut veliqui sed etur maior min re dolestem 

acit assi consequ asinci beaquis il ilitae pereium im quas doluptatem et 

ommo cuptaqui blabore rnatur as et dolor accum as qui secuptur, net 

dolecto rumquam et ut inverum quis ut quis qui blacit unt.

Ribusdae simus perest quisquis earchil ibeatet accusanis secearchil 

militis quatur sus dipsam, omnimusam latur?

Ro ideleni digniam nonsequo quunt deror alibusam quunti bla 

quisquosanda iumquae nes et pro con ratureptas invel in cum la natur 

sit landae re conet re sam, comnimo lenihillore plant, ipsanditas is et, 

natent veruptiur arumquo diatem neculpa des ides porro dolum qui 

quia aped quatio qui te nobis ant voles aut ad quia nobis simi, estiustis 

ullupta essitae volest ellabor as es di utem eat alique liatur sim nest 

endi test esto essimaiosti consent eri simpe parum endis maio blaut 

eum lique nis net exces ateceritium id et eat.

Onseque veriatur aliquo tem fuga. Itassit voluptat porio conecti 

aeprovid magnat harundestiam num inus poresci desserit, in cus unt 

inctor mos eum rerum conecea quo offi cturia de labo. Ut laboremquas 

sequam, intem santi illis ducid quis eum aut et la quia ditiaspic tem 

aut alitasi tatemquiatis doluptus doluptas as quodi quo ommoluptas 

enditatus invenim fugia et minum venda nus se rat ommod molupta 

tatium reptatio. Adit in pro berum et fugitianis nossumq uatur? Quis 

es ut que venihic aborempos iminulpa demporrum es aborro oditatur 

rereiciae. Itatecea sapitiu mquaspita soluptasi dolluptatur aut earum, 

cum ut ma dolupid mil moluptu rerrum quam quatque ideria cupta 

veritatur si dendebit undaese ne velectur aboremp orehentem accus di 

cor antiis moluptiis qui a eos imagnihil ma sequo odicil ipsae sumquo 

volum reperae adis et et fugia vidicium faccab int aut acest, quias 

est omnimi, omnihilitium nos aut adignitat vellant laborro quas et ut 

omni iminvel eostinctur? Riatiur sintectur, cum auda apelesequo mos 

evendem facipie nissit hilluptas ipsant que sape plis quias dolor sit et 

atur?

Sunt dem. Ferfero restem faccus re, odit ullenti busdam sae endunt 

quo modistiur accaect ibusciendis prem volorit laut hari sitis quia 

eruptaquae nulpa quassin ihillanto consequi siti que laudae as intur 

molupta tquatquatur, asped moditibea ea et dia voluption consequ 

iatiatis sunt modit quae doluptate ne voluptas eatum dolorestem 

que re conestis a porem escipist odit, cusamet quo que venimagnist 

litemqui sit as plaut aut latur? Qui de vollibus conesci llabo. Ut 

dolorest qui doloria volupta tionsendam esciduci omnis a nihiligenis 

mintionseris autem quiducia pos moloria vendit lam latioreptam 

Ribusdae simus perest quisquis earchil 
ibeatet accusanis secearchil militis 
quatur sus dipsam, omnimusam latur? 
Ribusdae simus perest quisquis earchil 
ibeatet accusanis secearchil militis 
quatur sus dipsam, omnimusam latur!
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The HeidelbergCement tone of voice must be built on our 

identity as a dynamically growing international company 

with a long tradition. We strive to be effective on all levels, 

including communication. 

Our communication is consistent and distinct both verbally 

and visually. Keep sentences short and layouts spacious. 

Restrict yourself to conveying only the most important 

arguments in words and images. Think quality, not quantity.

Writing rules
The corporate name is written as a single word with H and C 

in capital letters but not bold (HeidelbergCement) in running 

texts. Never use the whole name in capital letters.

Avoid using abbreviation of HeidelbergCement in external 

documents. It is only allowed exceptionally in internal 

communication and in cases of brand names such as HC 

Trading or HC Fuels.

Never use the corporate or company logo in body text.

Avoid dividing the corporate name/local company names.

Never put a hyphen between our corporate name/local 

company names and other words.

Tone of voice
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About images

Choosing images

 ■ Looking for quality royalty-free images can be a good starting 

point. Compared to photos with royalties you have unlimited 

usage. But be sure to check the usage rights in detail. And always 

compare costs.

 ■ Choose interesting photos with plenty of clear, open space. Avoid 

busy images. They make it hard to understand what you want to 

focus on, and what story you want the photo to tell.

 ■ An interesting photo can be taken in an exciting angle, with a lot 

of depth in the photo.

 ■ Our photos should be genuine, and give a fair impression of 

us and our products and services. We always show the right 

equipment, materials, etc.

 ■ We always show products in their proper environments.

 ■ Remember that a picture can grow creatively with the right 

cropping. Focus on the story you want to tell the viewer.

 ■ A portrait photo can be more fascinating if it is taken with 

depth of field. That is with the face in focus and the background 

blurred.

 ■ When placing photos next to each other, place them so there is 

a clear contrast between the photos (for example, avoid placing 

two blue skies next to each other).

 ■ You can create an interesting composition by mixing colour 

photos with black and white ones.

 ■ Avoid cluttered collages of thumbnails. You are better off 

showing a good photo, or a few, than showing a lot of bad ones.

A few lines about purchasing a photo session

 ■ Make sure that people being photographed look confident, proud 

and happy. 

 ■ If photos are taken in a work area, everyone should wear 

protective clothing and in relevant cases safety equipment such 

as helmets, goggles and ear protection. Clothing should always 

fit properly and be spotless.

 ■ Helmets can have company logos on them. Logos on all helmets 

should be intact.

 ■ Change positions – how people stand, walk, how they position 

their arms. Take portrait photos and full-body shots.

 ■ Take photos where the person is standing to the side (to the 

right or left) of the photo and the background gets more space. 

These photos often give you the option of placing text on the 

background.

 ■ Photograph people in groups of two, three or more. Mix it up a 

bit, move people from front to back, and give the photos a little 

depth.

 ■ People can stand with bridges behind them, or concrete columns, 

houses, piles of gravel, machinery, trucks, etc. They are in their 

working environment.

 ■ They can walk together in a group towards the camera. Leave 

some open space in the photos for placing text, etc.

 ■ The group of people can be talking to each other (“working 

together”), and not looking at the camera.

 ■ They can be studying construction plans, looking at maps, and be 

discussing work at hand.

 ■ In portraits, people should generally look into the camera, but 

some pictures can show them looking away from the camera, 

pointing at a concrete foundation, a building etc.



19BASIC DESIGN

Examples of good images
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Oftentimes it pays off to choose paper carefully. It tends to 

reinforce our communication objectives. In many cases the 

right choice can also save money. 

All companies should use paper that has a low impact on the 

environment. Paper that is certified with ecolabels applicable 

in their countries, for example Svanen (the Swan) in the 

Nordic countries, or the EU ecolabel.

 ■ http://www.svanen.se/en/Nordic-Ecolabel

 ■ http://ec.europa.eu/environment/ecolabel

It is important that we always choose high-quality paper, 

since we want all our printed matter to have the same feel 

and quality.

What paper to choose
Choose preferably uncoated white, like Munken Polar from 

Artic Paper, or Artic Volume HighWhite, which has high 

whiteness. Both papers are labeled with the Swan. 

Paper weight guidelines
Brochures, 8 pages and up: Cover 200 g, inlay 150 g 

Folders, 2-6 pages: 150-170 g

Choice of paper

http://www.svanen.se/en/Nordic-Ecolabel
http://ec.europa.eu/environment/ecolabel
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Company image is not only 

conveyed in advertisements and 

brochures, far from it. Business 

cards, correspondence cards, letter 

paper, envelopes and all other kinds 

of stationery have a great impact 

on everybody that comes in contact 

with them. 

Clean, sophisticated stationery 

expresses the company’s credibility. 

On pages 22 to 29 you will find 

plenty of examples. Make sure you 

use the templates installed on the 

company computers. They really 

help make things a lot easier. And 

this is not the area to be creative in.  

Templates  
and stationery
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MANDATORY RULES

Word templates

To ensure consistency in our communication, you will find 

corporate templates installed on the company computers. 

Always use these templates. Never create your own.

You can find instruction videos on Unite.

Contact Communications Northern Europe for any changes 

in templates.

(Examples are in reduced size.)

Letter

 

 

 

Abetong AB 
Taptogränd 6, Box 24 
351 03 Växjö 

Telefon  0470-965 00 
Telefax  0470-160 81 
www.abetong.se 
info@abetong.se 

Organisationsnr 556055-7356 
Bankgiro 5302-4857 

 

 

Svenska Företag AB 
Box 111 
101 10 Stockholm 

2014-03-10 

 

 
 
 
 
 
Broschyrer 
 
Enligt önskemål översänds broschyrer om Abetong AB. 
 
Med vänlig hälsning 
 
Abetong AB 
 
 
 
Ulrika Sterner 
Marknadskommunikatör 
Marknad 
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PM 

Till: Emma Sjöberg Från: Niklas Magnusson 

Kopia: John Ståhl Datum: 2014-03-10 

Sidor: 1 (inkl denna)   

    

 
Almanackor 
 
Hej Emma! 
 
Här kommer 200 almanackor enligt överenskommelse. 
 
Bästa hälsningar 
 
 
 
Niklas Magnusson 
Marknadskommunikatör 
 

 

 
 

 
 

1(8) 
 
 

 
 

 

General Crisis Management Policy 
 

Scope: HeidelbergCement Northern Europe 
Function: Communications/Legal/HR/QHSE 
Issued: December 10, 2013 
  

 

 

 

 

 

Minutes  

 Subject: Communications Meeting 
Date: February 12, 2014 
Location: Phone meeting 
 
Participants: Vetle Houg 

Stefanie Kaufmann 
Heva Link 
Emma Sjöberg 
Lena Carlman Malmström 

 
Excused: Åsa Lager 

 
Distribution: To all above 

 
Taken by: LCM 

 
No Item Responsible Due 

1.  General information 
Update on market situation HC NE. 

LCM  

2. Unite 
The need for a portal on Unite for info from 
elsewhere/other sources, such as H&S and production 
data, has been defined. 

 On-going 

3. Health & Safety 
Production of safety leaflet for Skövde cement plant is on-
going; awaiting final comments from MH. 
Can be adapted also by other plants & BL. 
 
Local H&S messages on Scala screens need to be on the 
agenda continuously; in cooperation with local 
management, TT and the HSE Senior Advisors. 

ES 
 
 
 
 
All 

January 

4.  Supporting pro-active communication 
 
Continuous reminder: 
Supporting plant managers and other managers in pro-
active communication towards different stakeholders is 
one of our most important areas of support. 

All  

 

PM

Policy Minutes

 

 

 

Sand & Grus AB Jehander 
Huvudkontor & 
Region Stockholm 
Liljeholmsvägen 30 
Box 47124 
100 74 Stockholm 
Telefon 08-625 63 00 
Telefax 08-625 62 99 

Region Väst 
Sagsjövägen 
428 81 Kållered 
Telefon 031-86 76 50 
Telefax 031-86 77 99 

Region Norr 
Utmarksvägen 31 
802 91 Gävle 
Telefon 026-400 56 50 
Telefax 026-729 76 

Region Öst 
Ludden 
605 96 Norrköping 
Telefon 011-415 27 80 
Telefax 011-33 18 44 

Bankgiro 476-8628 
Organisationsnr 556016-1183 
www.jehander.se 

 

Fax 

Till: Andrea Messler Från: Kristina Berg 

Företag: HeidelbergCement Group Fax: +46 8-625 62 99 

Fax: +49 6221 481 217 Telefon: +46 8-625 63 04 

Antal sidor: 2 (inklusive denna sida) Datum: 2014-03-10 

Denna faxsändning kan innehålla konfidentiell och/eller personlig information. Om ni inte är korrekt mottagare (eller har fått faxet av 
misstag), vänligen kontakta avsändaren snarast samt makulera detta fax. Obehörig kopiering, yppande, distribution eller användning av 
denna information är förbjuden. Vänligen meddela oss snarast om ni felaktigt erhållit detta meddelande. 

 

 

Organization chart 
 
Dear Andrea, 
 
Please find the Jehander organization chart on page 2. 
 
Kind regards 
 
Sand & Grus AB Jehander 
 
 
 
Kristina Berg 
Market coordinator 
Jehander 
 
 

Fax
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Deltagare  

 Ämne: Uppstartsmöte 
Datum: 2014-03-26 
Plats: Liljeholmen, Stockholm 

 
Nr Namn Funktion Företag 

1 Håkan Ahlm Productionschef Betongindustri 
2 Bengt-Åke Bengtsson Produktion Betongindustri 
3 Alf Engelbrektsson Process Technician Betongindustri 
4 Steve Gustavsson Distriktschef väst Betongindustri 
5 Lena Åhl Försäljningschef Sthlm  Betongindustri 

    
    
    

 

 

 

 

Agenda  

 Subject: Intranet Unite 
Date: 2014-0318 
Location: Årstaängsvägen 25, Stockholm 
 
Participants: Niklas Magnusson 

John Ståhl 
Emma Sjöberg 
Åsa Lager 

 
 

Time Topic Presented by 

09:00 Policy ÅL 

09:30 
 

10:00 
 

10:15 
 

11:30 

New functions 
 
Break 
 
Training 
 
Summary 

ÅL 
 
 
 
All 
 
ÅL 

   

   

   

 

Agenda

Participants

To ensure consistency in our communication, you will find 

corporate templates installed on the company computers. 

Always use these templates. Never create your own.

You can find instruction videos on Unite.

Contact Communications Northern Europe for any changes 

in templates.

(Examples are in reduced size.)
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Åsa Lager
Communications Manager

Northern Europe

HeidelbergCement Sweden AB
Årstaängsvägen 25, Box 47055
SE-100 74 Stockholm, Sweden

Phone +46 (0)8-58 79 69 00
Direct/mobile +46 (0)8-58 79 69 26

Fax +46 (0)8-58 79 69 99
asa.lager@heidelbergcement.com

www.heidelbergcement.com

Correspondence card
(Examples in reduced size)

TEMPLATES AND STATIONERY

MANDATORY RULES

Business cards and 
correspondance cards

Niklas Magnusson
Kommunikatör Cementa AB

Årstaängsvägen 25, Box 47210
100 74 Stockholm

Telefon 08-625 68 00
Direkt 08-625 68 13

Mobil 0768-93 91 19
Fax 08-753 36 20

niklas.magnusson@cementa.se
www.cementa.se

Åsa Lager
Communications Manager
Northern Europe HeidelbergCement Sweden AB

Årstaängsvägen 25, Box 47055
SE-100 74 Stockholm, Sweden

Phone +46 (0)8-58 79 69 00
Direct/mobile +46 (0)8-58 79 69 26

Fax +46 (0)8-58 79 69 99
asa.lager@heidelbergcement.com

www.heidelbergcement.com

Your business card and correspondence card represents not only 

yourself, but also your company and the Group as a whole. Cards 

are ordered via the digital ordering system. Contact Communications 

Northern Europe if you have any questions.
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MANDATORY RULES

E-mail signatures

E-mail correspondence is one of the most frequently used 

communication tools. Therefore, it must be standardized. 

Consistency in structure and style within the Group leads to 

stronger identification with the company.

The e-mail signature template is installed on the company 

computers. Create a new signature by choosing ‘Outlook 

signature’ in the HeidelbergCement menu and insert your 

contact information in the dialogue box.

You can find instruction videos on Unite.

Åsa Lager
Communications Manager
Northern Europe
 
HeidelbergCement Sweden AB
Årstaängsvägen 25, Box 47055
SE-100 74 Stockholm
Phone +46 (0)8-58 79 69 00
Direct/Mobile +46 (0)8-58 79 69 26
Fax +46 (0)8-58 79 69 99
E-mail asa.lager@heidelbergcement.com
www.heidelbergcement.com
 
This e-mail may contain confidential and/or legally privileged 
information. If you are not the intended recipient (or have 
received this e-mail by error) please notify the sender 
immediately and delete this e-mail. Any unauthorized 
copying, disclosure or distribution of the material in this 
e-mail is strictly forbidden.
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MANDATORY RULES

Envelopes

Envelopes are ordered via the digital ordering system. 

Contact Communications Northern Europe if you have  

any questions or changes in contact information.

(Examples in reduced size)

C4

C5

Abetong AB, Taptogränd 6, Box 24, 351 03 Växjö
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MANDATORY RULES

PowerPoint

To ensure consistency in our communication, you will find 

corporate templates installed on the company computers. 

Always use these templates. Never create your own.

PowerPoint presentations are important bearers of the 

company identity – provided they are consistent and easily 

recognisable as coming from a HeidelbergCement company.

These elements must always be observed:

 ■ the relevant logotype in the lower right-hand corner

 ■ the correct typefaces (Arial)

 ■ a square and a strip in the same colour as the dominant 

colour in the logotype, as shown below

You can find instruction videos on Unite.

Contact Communications Northern Europe if you have any 

questions.

(Examples are in reduced size.)
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Digital monitors

Our digital monitor system acts as an internal channel but 

also as a profile tool for information for visitors. Information 

is sent out both centrally and locally, and displayed on 

screens, for example in facilities for employees who do not 

work at their own computer, dining rooms and reception 

areas. A local editor can publish local news, for example 

company goals and information on sold projects. 

We have a policy for digital publications that has to be 

followed. If you have any questions concerning what kind 

of news that can be published, or if you need templates, 

contact Communications Northern Europe.
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Marketing materials

On pages 31 to 49 you will find 

marketing materials that communi-

cate with full force and consistency. 

Corporate and recruitment adver-

tisements, brochures, event and 

exhibition material, signs and more. 

There is also information on films 

and web sites. 

Start by reading about the design 

grid, it is the framework for all 

your designs and always your 

starting point. If you have any 

questions, do not hesitate to contact 

Communications Northern Europe.
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The design grid

MARKETING MATERIALS

6x10 Basic grid
To ensure that all marketing materials have a consistent 

look, the design is based on a grid called 6x10. This grid also 

reduces start-up time dramatically and provides freedom to 

create diversified design. 

The design is divided into ten rows, each 1/10 of the total 

height, and six columns, each 1/6 of the total width. Images, 

colour blocks and text blocks are placed along the lines.

For ads, the grid is based on the ad area, 
not on the publication size 

6x10 Basic grid

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.com

Lorem ipsum quamdum

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.abetong.se

Lorem 
ipsum 
quamdum
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Brochure covers

MARKETING MATERIALS

Lorem ipsum quamdumLorem ipsum quamdum

Lorem ipsum 
quamdum

Quick facts

INVITATION

Brochures, and other similar printed 

 publications, all use the 6x10 grid. 
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Lorem ipsum quamdum

On narrow formats the placement  
of the logo and title can be adjusted. 

In the example to the right,  
the logo and title are centered vertically.

In the example above right, 
 the side margins are 1/12 of the width  

instead of 1/20 of the height.

Cover grid
On covers, the grid is complemented with margins, which are 1/20 (5%) of the 

height, and a title-placement line 25% of the height from the top.

The cover is divided in two main areas: The top three rows which is the 

headline area, and the content area below. 

The title area always has the grey background, 10% black. The logo is placed in 

the top-right corner of the title area. The title is placed right-adjusted with the 

bottom on the title-placement line, (25% of the height).  

The content area is used for images. Never use more than three. When 

you place photos next to each other, make sure there is a clear contrast 

between them. Try mixing colour photos with black and white for an exciting 

composition.

On publications that do not have a dedicated cover, such as product sheets and 

price lists, the title area can have a photo. The content area is used for texts, 

tables, graphs, etc.

The company colour can be used as a block on the grid or as a line dividing the 

title and content area.

Lorem ipsum quamdum

LABEL

Volendamusae
2013-05-30

Occaborpor aut re, untur, sit ius prenihi llabo. Nonse 
voloruptam repro torehenis ma de miliciunti to imil ma 
que et dolorecusa nimus, opta nimolo dernam, omnimpo 
reicili ctestem quas eat placeate numquiduciis que ver-
ovidem quis explis aborum eos simodis utem quat laccum 
volor aut etur, simod que sit, voluptur, sim qui alique 
volorem alistrum re, sed et aut remquae sit fugiantur 
maxim ut milis et, qui consequat.

Qui ipidunt iostiusae aut volorio. Nempedit repudist 
del etur? Met de dolumetur, si comnit atque comnia si 
abore sumqui doluptaquis aperferspedi imodisi taectest, 
siti re dolupta tiorepellum, sit id quam dolo doluptae rat 
prorro et earum que nis ut expero tectorem nonemqui 
omnihil mi, ommo maximus aeperae consequi re nisquis 
est, senissequi offi ctur maximus autem hil is eos dolume 
eatque volupist, sapitatat. Aximini sintenti ullit, vel est, 
venihil luptinvelit mosam.

Agnat ommodis nes denimil illoreriatis qui sum quias 
seniene lab ius doluptat et eicide dolor sus iur magnihit 
dolupta doloren disquatia volupti oreptio illatem nis et 
rero et utas moluptius nihit vendi ad molori doluptat 
essimint.

Hent dus nobis eos sed moluptat aut ulparum quidunt 
hiligni minimos et autem. Cora et odipiet esequostrum 
quatem necabor esciis esequiatur? Itatectius magnisi 
molupta teceaquati tem harumquist offi cae pro offi cita 
voluptat.

Lisimag niminto rposam faccusdante volorat iandae offi -
cia sit que iumquam, vollescitas mil est, corrovit ilignam, 

alit enectis itaspere odigenecti volesto quam, que ne 
pa volorerem aut lique erspieni ulparum, sam isquasp 
idessin non pore et qui a volendamusae dolor audanda 
ndandit venimos et aritaec totam, nient, simporeped est 
harum invelia sum a vitia que cusam eris ut voluptatem 
exerrum que re con nonseque nonsequam eserios doles 
est hillores quiasit faceped et lam sequia velique doluptae 
volorata aut mi, natem iducim nobiti optatem estios ea-
qui ut et omnis imusandelit, excea nulparum re cum ium 
ut volupiene simi, sapiduc iisquo illest aut et iscietum an-
dae nest, quaspeligent volupta estiusdaes ducia coresto 
blabo. Et volore num que evelenecus, nonseni simpos es 
et ea voluptibus, ut acercia pa dicitem doluptata dolupta 
tendamet que idus quas magnihitatem il ius, que ne non-
sequias il idellia conseque cullab imin consecum liquata 
pore ium quam est as in et quam, cor adit et mo et ut 
etur sum, quid earum, cupta nobitas aut occum quibus, 
quundae praepe nulpa que sapiene cepudi acea porrum 
volupta pedit, et landam, qui rest, omnis estorerum quia 
nullorerunt.

Udandi reicitatur? Volor aut eumet la as videntu reptam 
quatium explame volorunt erchil ma doluptaspero to-
taturion conseru mquati doluptatur accuptatis explace 
pturiate pror repro il esti omnime nus, qui berum quas 
recture pernam qui comnihi liciet ius vendis ne as et labor 
aliberi busdant quidem. Em quas dolorunt pe volores 
dem dest audi sunt.

Atum con non plias autempore, aut vella vende net 
hitam, odis et dignihicipsa sandam dita pro que eost 
fuga. Olupti occab inctatiis ducipsa nonsequas et aper-
natur aute nis dis qui ut re qui repudant aut etur? Quia 

SECURITY PRODUCT SHEET

Lorem ipsum 
quamdum

Quick facts

INVITATION

Cover grid
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Eribus sus, inis solore pra quisiti nciisquam expliquam rest harum, en-

ditio rernatemped quianti andelicati nienimo luptamusae vento evenis 

vit int voluptatur, ut esequiae quaepudi totas eost, aut quat ommod 

explanti aut quiscim endae. Ta dollorum aces etus, sintemp oratur as 

corrumq uissunt iatureprest viditatur, in rendaer chitem alicimusam 

eaquissunt et eumenis eatus doluta volupicti doluptat qui aut re, quis 

etur moluptas rem erio moditem antibus dantemqui dendae quam, 

sunde la voluptatur? Quibus adit, ium dolorrovid ut volor aperum 

veratet acestios alis ea int od qui blaudio nserehe nducipsam re vendae 

rection sequibus dia aliciendi tet maximaxima voluptae dolupiet 

porendaecto occusam atem inciet aliquias doluptas sit occullabore nis 

ut od enecae lab is aditiatat plibus re nos providelitae porepel mo tet 

odigeni hillabo. Et ea volor rem vent ant eosseque et et ex et hillisque 

sant dit ligendae omnis mo de ne nullitius saectur, eatur?

Corume quatus min nobitiosti dest remperestior soluptis cumquassin 

nihitat harum ea perum expedis sundipsumet labore latem faccus, 

consed maximin nonsequi ut reniae serumquia nimposa nditemp 

oremque venihition re resti cuptaesequi omnis re volupta doluptation 

nis aliquiatum quam nihicia temquos et laccus voluptatem endiatem 

fugia dolorum, arum ania et incilit et eum rerum ipic tem non com-

modit eat laut pernatiatem non eate pro quam, te volupta si dolorer 

ferumqu asitatest, volorero cum ab inihitiae labo. Udis natemquas ipiti 

to quam senimusam re quae occabo. Id utent hit alitatis adi quidel mo 

omniend aector aut erchitatest, sanderi busanimin pro dolor aliquo et 

offi cimo commolo reratur, voloruptatio que pelitistrum veruptasped 

que nonem. Et pos entota aut veliqui sed etur maior min re dolestem 

acit assi consequ asinci beaquis il ilitae pereium im quas doluptatem et 

ommo cuptaqui blabore rnatur as et dolor accum as qui secuptur, net 

dolecto rumquam et ut inverum quis ut quis qui blacit unt.

Ribusdae simus perest quisquis earchil ibeatet accusanis secearchil 

militis quatur sus dipsam, omnimusam latur?

Ro ideleni digniam nonsequo quunt deror alibusam quunti bla 

quisquosanda iumquae nes et pro con ratureptas invel in cum la natur 

sit landae re conet re sam, comnimo lenihillore plant, ipsanditas is et, 

natent veruptiur arumquo diatem neculpa des ides porro dolum qui 

quia aped quatio qui te nobis ant voles aut ad quia nobis simi, estiustis 

ullupta essitae volest ellabor as es di utem eat alique liatur sim nest 

endi test esto essimaiosti consent eri simpe parum endis maio blaut 

eum lique nis net exces ateceritium id et eat.

Onseque veriatur aliquo tem fuga. Itassit voluptat porio conecti 

aeprovid magnat harundestiam num inus poresci desserit, in cus unt 

inctor mos eum rerum conecea quo offi cturia de labo. Ut laboremquas 

sequam, intem santi illis ducid quis eum aut et la quia ditiaspic tem 

aut alitasi tatemquiatis doluptus doluptas as quodi quo ommoluptas 

enditatus invenim fugia et minum venda nus se rat ommod molupta 

tatium reptatio. Adit in pro berum et fugitianis nossumq uatur? Quis 

es ut que venihic aborempos iminulpa demporrum es aborro oditatur 

rereiciae. Itatecea sapitiu mquaspita soluptasi dolluptatur aut earum, 

cum ut ma dolupid mil moluptu rerrum quam quatque ideria cupta 

veritatur si dendebit undaese ne velectur aboremp orehentem accus di 

cor antiis moluptiis qui a eos imagnihil ma sequo odicil ipsae sumquo 

volum reperae adis et et fugia vidicium faccab int aut acest, quias 

est omnimi, omnihilitium nos aut adignitat vellant laborro quas et ut 

omni iminvel eostinctur? Riatiur sintectur, cum auda apelesequo mos 

evendem facipie nissit hilluptas ipsant que sape plis quias dolor sit et 

atur?

Sunt dem. Ferfero restem faccus re, odit ullenti busdam sae endunt 

quo modistiur accaect ibusciendis prem volorit laut hari sitis quia 

eruptaquae nulpa quassin ihillanto consequi siti que laudae as intur 

molupta tquatquatur, asped moditibea ea et dia voluption consequ 

iatiatis sunt modit quae doluptate ne voluptas eatum dolorestem 

que re conestis a porem escipist odit, cusamet quo que venimagnist 

litemqui sit as plaut aut latur? Qui de vollibus conesci llabo. Ut 

dolorest qui doloria volupta tionsendam esciduci omnis a nihiligenis 

mintionseris autem quiducia pos moloria vendit lam latioreptam 

Ribusdae simus perest quisquis earchil 
ibeatet accusanis secearchil militis 
quatur sus dipsam, omnimusam latur? 
Ribusdae simus perest quisquis earchil 
ibeatet accusanis secearchil militis 
quatur sus dipsam, omnimusam latur!

Eribus sus, inis solore pra quisiti nciisquam expliquam rest harum, en-

ditio rernatemped quianti andelicati nienimo luptamusae vento evenis 

vit int voluptatur, ut esequiae quaepudi totas eost, aut quat ommod 

explanti aut quiscim endae. Ta dollorum aces etus, sintemp oratur as 

corrumq uissunt iatureprest viditatur, in rendaer chitem alicimusam 

eaquissunt et eumenis eatus doluta volupicti doluptat qui aut re, quis 

etur moluptas rem erio moditem antibus dantemqui dendae quam, 

sunde la voluptatur? Quibus adit, ium dolorrovid ut volor aperum 

veratet acestios alis ea int od qui blaudio nserehe nducipsam re vendae 

rection sequibus dia aliciendi tet maximaxima voluptae dolupiet 

porendaecto occusam atem inciet aliquias doluptas sit occullabore nis 

ut od enecae lab is aditiatat plibus re nos providelitae porepel mo tet 

odigeni hillabo. Et ea volor rem vent ant eosseque et et ex et hillisque 

sant dit ligendae omnis mo de ne nullitius saectur, eatur?

Corume quatus min nobitiosti dest remperestior soluptis cumquassin 

nihitat harum ea perum expedis sundipsumet labore latem faccus, 

consed maximin nonsequi ut reniae serumquia nimposa nditemp 

oremque venihition re resti cuptaesequi omnis re volupta doluptation 

nis aliquiatum quam nihicia temquos et laccus voluptatem endiatem 

fugia dolorum, arum ania et incilit et eum rerum ipic tem non com-

modit eat laut pernatiatem non eate pro quam, te volupta si dolorer 

ferumqu asitatest, volorero cum ab inihitiae labo. Udis natemquas ipiti 

to quam senimusam re quae occabo. Id utent hit alitatis adi quidel mo 

omniend aector aut erchitatest, sanderi busanimin pro dolor aliquo et 

offi cimo commolo reratur, voloruptatio que pelitistrum veruptasped 

que nonem. Et pos entota aut veliqui sed etur maior min re dolestem 

acit assi consequ asinci beaquis il ilitae pereium im quas doluptatem et 

ommo cuptaqui blabore rnatur as et dolor accum as qui secuptur, net 

dolecto rumquam et ut inverum quis ut quis qui blacit unt.

Ribusdae simus perest quisquis earchil ibeatet accusanis secearchil 

militis quatur sus dipsam, omnimusam latur?

Ro ideleni digniam nonsequo quunt deror alibusam quunti bla 

quisquosanda iumquae nes et pro con ratureptas invel in cum la natur 

sit landae re conet re sam, comnimo lenihillore plant, ipsanditas is et, 

natent veruptiur arumquo diatem neculpa des ides porro dolum qui 

quia aped quatio qui te nobis ant voles aut ad quia nobis simi, estiustis 

ullupta essitae volest ellabor as es di utem eat alique liatur sim nest 

endi test esto essimaiosti consent eri simpe parum endis maio blaut 

eum lique nis net exces ateceritium id et eat.

Onseque veriatur aliquo tem fuga. Itassit voluptat porio conecti 

aeprovid magnat harundestiam num inus poresci desserit, in cus unt 

inctor mos eum rerum conecea quo offi cturia de labo. Ut laboremquas 

sequam, intem santi illis ducid quis eum aut et la quia ditiaspic tem 

aut alitasi tatemquiatis doluptus doluptas as quodi quo ommoluptas 

enditatus invenim fugia et minum venda nus se rat ommod molupta 

tatium reptatio. Adit in pro berum et fugitianis nossumq uatur? Quis 

es ut que venihic aborempos iminulpa demporrum es aborro oditatur 

rereiciae. Itatecea sapitiu mquaspita soluptasi dolluptatur aut earum, 

cum ut ma dolupid mil moluptu rerrum quam quatque ideria cupta 

veritatur si dendebit undaese ne velectur aboremp orehentem accus di 

cor antiis moluptiis qui a eos imagnihil ma sequo odicil ipsae sumquo 

volum reperae adis et et fugia vidicium faccab int aut acest, quias 

est omnimi, omnihilitium nos aut adignitat vellant laborro quas et ut 

omni iminvel eostinctur? Riatiur sintectur, cum auda apelesequo mos 

evendem facipie nissit hilluptas ipsant que sape plis quias dolor sit et 

atur?

Sunt dem. Ferfero restem faccus re, odit ullenti busdam sae endunt 

quo modistiur accaect ibusciendis prem volorit laut hari sitis quia 

eruptaquae nulpa quassin ihillanto consequi siti que laudae as intur 

molupta tquatquatur, asped moditibea ea et dia voluption consequ 

iatiatis sunt modit quae doluptate ne voluptas eatum dolorestem 

que re conestis a porem escipist odit, cusamet quo que venimagnist 

litemqui sit as plaut aut latur? Qui de vollibus conesci llabo. Ut 

dolorest qui doloria volupta tionsendam esciduci omnis a nihiligenis 

mintionseris autem quiducia pos moloria vendit lam latioreptam 

Ribusdae simus perest

Ribusdae simus perest quisquis earchil ibeatet accusanis 
secearchil militis quatur sus dipsam, omnimusam latur?

Eribus sus, inis solore pra quisiti nciisquam expliquam rest harum, enditio rernatemped quianti 

andelicati nienimo luptamusae vento evenis vit int voluptatur, ut esequiae quaepudi totas eost, 

aut quat ommod explanti aut quiscim endae. Ta dollorum aces etus, sintemp oratur as corrumq 

uissunt iatureprest viditatur, in rendaer chitem alicimusam eaquissunt et eumenis eatus doluta 

volupicti doluptat qui aut re, quis etur moluptas rem erio moditem antibus dantemqui dendae 

quam, sunde la voluptatur? Quibus adit, ium dolorrovid ut volor aperum veratet acestios alis ea 

int od qui blaudio nserehe nducipsam re vendae rection sequibus dia aliciendi tet maximaxima 

voluptae dolupiet porendaecto occusam atem inciet aliquias doluptas sit occullabore nis ut od 

enecae lab is aditiatat plibus re nos providelitae porepel mo tet odigeni hillabo. Et ea volor rem 

vent ant eosseque et et ex et hillisque sant dit ligendae omnis mo de ne nullitius saectur, eatur?

Corume quatus min nobitiosti dest remperestior soluptis cumquassin nihitat harum ea perum 

expedis sundipsumet labore latem faccus, consed maximin nonsequi ut reniae serumquia nimposa 

nditemp oremque venihition re resti cuptaesequi omnis re volupta doluptation nis aliquiatum 

quam nihicia temquos et laccus voluptatem endiatem fugia dolorum, arum ania et incilit et eum 

rerum ipic tem non commodit eat laut pernatiatem non eate pro quam, te volupta si dolorer pro 

dolor aliquo et offi cimo commolo reratur, voloruptatio que pelitistrum veruptasped que nonem. 

Et pos entota aut veliqui sed etur maior min re dolestem acit assi consequ asinci beaquis il ilitae 

pereium im quas doluptatem et ommo cuptaqui blabore rnatur as et dolor accum as qui secuptur, 

net dolecto rumquam et ut inverum quis ut quis qui blacit unt.

Ro ideleni digniam nonsequo quunt deror alibusam quunti bla quisquosanda iumquae nes et 

pro con ratureptas invel in cum la natur sit landae re conet re sam, comnimo lenihillore plant, 

ipsanditas is et, natent veruptiur arumquo diatem neculpa des ides porro dolum qui quia aped 

quatio qui te nobis ant voles aut ad quia nobis simi, estiustis ullupta 

essitae volest ellabor as es di utem eat alique liatur sim nest endi test. 

Eribus sus, inis solore pra quisiti nciisquam expliquam rest harum, enditio rernatemped quianti 

andelicati nienimo luptamusae vento evenis vit int voluptatur, ut esequiae quaepudi totas eost, 

aut quat ommod explanti aut quiscim endae. Ta dollorum aces etus, sintemp oratur as corrumq 

uissunt iatureprest viditatur, in rendaer chitem alicimusam eaquissunt et eumenis eatus doluta 

volupicti doluptat qui aut re, quis etur moluptas rem erio moditem antibus dantemqui dendae 

quam, sunde la voluptatur? Quibus adit, ium dolorrovid ut volor aperum veratet acestios alis ea 

int od qui blaudio nserehe nducipsam re vendae rection sequibus dia aliciendi tet maximaxima 

voluptae dolupiet porendaecto occusam atem inciet aliquias doluptas sit occullabore nis ut od 

enecae lab is aditiatat plibus re nos providelitae porepel mo tet odigeni hillabo. Et ea volor rem 

vent ant eosseque et et ex et hillisque sant dit ligendae omnis mo de ne nullitius saectur, eatur?

Corume quatus min nobitiosti dest remperestior soluptis cumquassin nihitat harum ea perum 

expedis sundipsumet labore latem faccus, consed maximin nonsequi ut reniae serumquia nimposa 

nditemp oremque venihition re resti cuptaesequi omnis re volupta doluptation nis aliquiatum 

quam nihicia temquos et laccus voluptatem endiatem fugia dolorum, arum ania et incilit et eum 

rerum ipic tem non commodit eat laut pernatiatem non eate pro quam, te volupta si dolorer 

ferumqu asitatest, volorero cum ab inihitiae labo. Udis natemquas ipiti to quam senimusam re 

quae occabo. Id utent hit alitatis adi quidel mo omniend aector aut erchitatest, sanderi busanimin 

pro dolor aliquo et offi cimo commolo reratur, voloruptatio que pelitistrum veruptasped que 

nonem. Et pos entota aut veliqui sed etur maior min re dolestem acit assi consequ asinci beaquis 

il ilitae pereium im quas doluptatem et ommo cuptaqui blabore rnatur as et dolor accum as qui 

secuptur, net dolecto rumquam et ut inverum quis ut quis qui blacit unt.

Ribusdae simus perest quisquis earchil ibeatet accusanis secearchil militis quatur sus dipsam, 

omnimusam latur?

Ro ideleni digniam nonsequo quunt deror alibusam quunti bla quisquosanda iumquae nes et 

pro con ratureptas invel in cum la natur sit landae re conet re sam, comnimo lenihillore plant, 

ipsanditas is et, natent veruptiur arumquo diatem neculpa des ides porro dolum qui quia aped 

quatio qui te nobis ant voles aut ad quia nobis simi, estiustis ullupta essitae volest ellabor as es 

di utem eat alique liatur sim nest endi test esto essimaiosti consent eri simpe parum endis maio 

blaut eum lique nis net exces ateceritium id et eat.

Onseque veriatur aliquo tem fuga. Itassit voluptat porio conecti aeprovid magnat harundestiam 

num inus poresci desserit, in cus unt inctor mos eum rerum conecea quo offi cturia de labo. 

Ut laboremquas sequam, intem santi illis ducid quis eum aut et la quia ditiaspic tem aut alitasi 

tatemquiatis doluptus doluptas as quodi quo ommoluptas enditatus invenim fugia et minum 

venda nus se rat ommod molupta tatium reptatio. Adit in pro berum et fugitianis nossumq uatur? 

Quis es ut que venihic aborempos iminulpa demporrum es aborro oditatur rereiciae. Itatecea 

sapitiu mquaspita soluptasi dolluptatur aut earum, cum ut ma dolupid mil moluptu rerrum quam 

quatque ideria cupta veritatur si dendebit undaese ne velectur aboremp orehentem accus di cor 

antiis moluptiis qui a eos imagnihil ma sequo odicil ipsae sumquo volum reperae adis et et fugia 

vidicium faccab int aut acest, quias est omnimi, omnihilitium nos aut adignitat vellant laborro 

quas et ut omni iminvel eostinctur? Riatiur sintectur, cum auda apelesequo mos evendem facipie 

nissit hilluptas ipsant que sape plis quias dolor sit et atur?

Eribus sus, inis solore pra quisiti 

Aciisquam expliquam rest harum 

Enditio rernatemped quianti andelicati 

Nienimo luptamusae vento evenis vit

Feratquo dolupta tatur?

Brochure inside pages
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Inside page grid 
On inside pages, the vertical columns can either be placed 

according to the standard grid – as six columns of the page’s 

total width, or as six columns within the margins. The 

horizontal rows are still 1/10 of the page’s total height. 

There are no fixed measurements for margins or text areas 

for inside pages – that can vary between publications.

The line between the top three and bottom seven rows 

should also be followed on the inside pages. Main content is 

placed below this line, while titles are placed above.

Text columns do not necessarily follow the grid exactly – 

column spacing etc is needed. Inside grid with the six columns based on the page width. In this example, 
the text area is following the columns.

Inside grid with the six columns based on the text area’s margins. 

Example of use of the grid for an inside page.

Aruptatur onsequi stemper 
orrumqui iunt

Ihici nobitatet aligeni cuptatiis eum, 

conestore issi consequid et et, quo 

blandip ictium quuntiu ribus.

Agnam, ilitecto et mi, quamusciam, 

ne ped estruptatem fugia sitaesti 

nectia doluptatqui doles doluptis 

santibus etum sam ilistibusam que 

aliquo evenis ea sequia de remporis 

ute eum veribustinit harcipsam nest 

et odionsequos parum quas sitas est 

ut laborit fugia di dunt lit harunt esti 

doluptae solecae peligen dissusam 

quibusda dus et vendi sum illesse rrore, 

sita dis enditist verum et atectenim 

conseria qui apelectem. Ugit apid 

maximent.Pudiatiasint at que mo quo 

quis et, solenet aut dolupta sitium 

rescian disinve lectati occus, cum utem 

ipiet quibear ciisciist hitatur amusci 

blaudam volor moluptas am inus natet 

ium verovidel is et pro vellitatus.

Rum et alit, tem aspit quibusa nditias 

voluptatem. Apieniment rendi del 

mostibeate coris moluptasim fuga. 

Tiam resciis eatur as dolorestorum 

quidebisim quatur modis nonsequatia 

verias volenie ntincip suntio. Nam 

quam ut officip saeped mo temquuntet 

pora sit vendae nonserit voluptae 

sitaero qui dellupt atureptat quam, 

vent quas dolore pro voluptiumque por 

audit aut fugiatur alitass imusdaecabo. 

Tur sequas molupie nisquiamus.

Tescium quam volorem. Itaspiet 

omnim alit mintempor simus, 

sit, ulparum intemporion nis aut 

experfercius et quunt.

Tem volut qui ommoluptatur sequam, 

am qui dolla doluptati volore, quost, 

venimpori delitaque ma estio omnit 

acid qui solo bea vel ipsandi alique 

nonsed mint eaturiam, quas magnatus 

quisimin reiur?

Il essumqu ideliquibus est, quatur 

asperum laudion sentur repudae a 

sim rem ad et, quiam fugit aditemquis 

alibusam qui ut ea sequidem et, 

sus, corrorere sae plit aut quo dicius 

autet aligeni re expel illorum solum 

volupta exerfer ibusdaecta delitiam, 

odionseque vel illa dolupti blabo. El es 

ut veliquaeriam utem faccae dolupta 

quossendis aut la debis eum rem 

excerio cum faci alia volupta tquidunt 

iur? Quidus evelita exerfercium facerit 

iorecto es con con nis eatem endam, 

to estions endaerionsed maximilignis 

est porrorent ute nosa quia vid unt 

volenti busapictiis dolupta tectatem. 

Faceptatibus ea dolori ommoditFera 

prerundam dolo odi sequia dit, si 

volorem delendae ne si tem et quunt, 

od moluptatur?

Xerferum sit odi sapel ipsapicid ut 

iustium quis explia consed utet eos et 

mos doluptatur, non parum facerup 

taturem sequis nonserf erorestrum, 

abo. Equasimusam, con perum 

ipienecto ilis perovidendi occatur?

Molores rectem re, ut voluptae. Bita 

volupit, teIhit vellest empore ex et 

quoditi onsequi di vit ligenih itincias 

maios re sunt res si illandus velitatest

Tem volut qui ommoluptatur sequam 

Il essumqu ideliquibus est, quatur asperum laudion sentur repudae a 

sim rem ad et, quiam fugit aditemquis alibusam qui ut ea sequidem et, 

sus, corrorere sae plit aut quo dicius autet aligeni re expel illorum solum 

volupta exerfer ibusdaecta delitiam, odionseque vel illa dolupti blabo.  

El es ut veliquaeriam utem faccae dolupta quossendis aut la debis.
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Advertisements, corporate

MARKETING MATERIALS

Ads should be based on the 6x10 grid, and use the basic 

design elements. Place the logo so it is clearly visible. 

For an ad on a left page, you might need to place the logo 

to the left.

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
dipsunt, vendam idit volupta ectemquis dit, sunt aut voloreiur am eosanisque 
anderum quatiam voluptati odio. Aximus inveliquam fugiam voluptat facessed 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nestrum nos sed quiae 
plit esciducil iunt plis aut fugit,

www.jehander.com

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.com

Lorem ipsum quamdum

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.abetong.se

Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

www.jehander.se

Lorem ipsum quamdum
Nem faceprem ilitibe rumquod qui cupta quam consequi simagnati dolorem ut 
et aut reprerro corehenis sed min conserisci dolut hitatiantum sae et ommolupis 
et aut qui reperna tquunt volupid maximuscia nustios sequam que nis et, in nos-
to diti dercius et veliti aut hilicid utaspit derum dolecae et ulparum velliquides et 
la quaes exeruntiores qui cullabo rernam que con nonse nest

Full-page non-bleed ad (placed in a newspaper).

Full-page bleed ad.
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Advertisements, recruitment

Recruitment ads should have a colour photo of an employee, 

a black and white photo showing the end use of our prod-

ucts, and a stripe of the primary colour – placed according 

to the grid, within a white margin (minimum 2 mm).

If the area is constrained, opt out the usage photo.

Please contact Communications Northern Europe for:

 ■ complementary information about employer branding, 

such as tonality in text and image use,

 ■ access to image bank,

 ■ instructions for publishing recruitment ads on the web,

 ■ other recruitment-related information and instructions.

Vill du bygga framtiden med oss? 
 
Vi tror att du är beredd att ta ansvar, och att ge det lilla extra. 
 
Hos oss får du anta utmaningar du kanske inte väntat dig. Vi tror på en 
utveckling genom att gå bortom det bekanta och välkända. Samtidigt 
erbjuder vi en trygg arbetsplats där vi månar om våra medarbetare. 
 
Läs mer på www.betongindustri.se/jobb. 
 
 
 

 
Betongindustri ingår i HeidelbergCement-koncernen, 
marknadsledande globalt inom produktområdet ballast och 
en betydande aktör inom cement, betong och andra 
relaterade verksamheter. Koncernen har cirka 52 000 
medarbetare på 2 500 platser i fler än 40 länder. 

 

Lorem ipsumdolorsitamet
Ex endio blaborae se et, conserum si quis ea sit, ipit experiamet am ut landi disciis endipsae 
verspernat. Ecerum eos nonet rem esci nobit faccusandite volorep udaeperem quiae et et 
vellantur audam quam derion re es estrum is eatendae volupta tiatus.

At aut ame doloriasim 
 ■ natiusc iisquisquo dignam 
 ■ aliquasinus res que elis et
 ■ omnihil labores ut periorum sollute 

Epa nis none provid quati aut et quatianim assinto bea por ma deligento beatecea dolupta demo 
offictum eos aut evenimus et officab oribus sunt excepe volupta temquae. Et vel ipsa nem 

Rendusdae niet 
Amodit rem inus sima non rem aliquiderum quibeaquo quundicit eum aruptassi blaborrovit 
elendis etur ma pa sunt essit aut omnihic ipisquunt, sam eium essi tem 

Ivolor rempos 
La nes nese et quas exernam resende bitatis eumquiaspiti sit restrum lacerum ratur rem natio. 
Ut des sitiore cus, et et quas dolorero mollam qui con cum rate non rem illa pro mo.

Denim a esenti 
Eolesedis autem que presediae. Xeribus, offici solupti oreptatus excernatur aut quiatissed esedis 
sit omnis aut qui cus eiunti to voluptis audam con nos dolupti.

Met que quis de explabo. Ictisse quoditi corep 
udi re et quatio quas de voluptis volecabo. 
Itaecep erferum et ut et maion nam, sus nis ea 
nossimo ssequis utatet velitIciissinum que nus

Lorem ipsumdolorsitamet
Ecerum eos nonet rem esci nobit faccusandite volorep 
udaeperem quiae et et vellantur audam

Ex endio blaborae se et, conserum si quis ea sit, ipit experiamet 
am ut landi disciis endipsae verspernat. Ecerum eos nonet rem 
esci nobit faccusandite volorep udaeperem quiae et et vellantur 
audam quam derion re es estrum is eatendae volupta tiatus.
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Event and exibition material

MARKETING MATERIALS

Events and exhibitions are exceptional opportunities to make a great impression on current 

and potential customers. Make sure your stand is welcoming and clearly branded.

When producing material for events and exhibitions, do not forget to produce other 

material, like invitations and name badges that match the main material.

Please contact Communications Northern Europe for support.
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Vid quidelit 
vendus 
 modis

MARKETING MATERIALS

Example of walls and floor 
in a trade fair booth.
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Web sites

MARKETING MATERIALS

All companies in the HeidelbergCement Group have access to a modern, consistent and 

flexible technical platform for responsive web sites that works as well on computer screens 

as on mobile devices. This is mandatory for producing web pages.

Please contact Communications Northern Europe for support.

Example of content page
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Example of content page

Example of start page
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Facebook

MARKETING MATERIALS

Handbok för  
Facebook 
Version 1, 3 juni 2013 

 

 

  

Before you start communicating through Facebook, it is, as for all other 

communication, important to have a plan. What audience will take part 

of your posts? How can you communicate in the best possible way. A 

plan increases your chances of making a positive impression.

A successful Facebook page:

 ■ Is continuously updated with new posts. You do not want your page 

to look or feel like a static website.

 ■ Is based on dialogue, quick response and user-generated content.

 ■ Has a content that is based on what visitors are interested in.

 ■ Cares for its fans.

 ■ Is focused on its purpose and audience.

 ■ Always accompanies posts with pictures.

 ■ Appears in many contexts so people discover, like, revisit and use it.

Facebook is mainly linked to individuals. About 80 percent of users 

visit Facebook primarily for personal reasons. With that in mind, it is 

particularly important to:

 ■ Make posts that are relevant to those you want to reach.

 ■ Make all communication as personal as possible. Be personal, honest 

and friendly, but never private. Posts should be concrete and clear.

 ■ Do not spam and give the impression of advertising.

Before you set out to communicate via Facebook, you need to:

 ■ Decide what your purpose is. Why are you on Facebook?

 ■ Decide what audience you want to reach, and what audience it is 

possible to reach.

 ■ Analyze target audiences based on what they are interested in, what 

characterizes them, and in what situation they might look up your 

Facebook page.

 ■ Make a plan for people at your company that will be working 

continuously on your Facebook page, posting and communicating 

with fans.

 ■ Learn as much as possible about Facebook by being active on your 

personal account.

 ■ Learn from other companies. What are they doing? What do they 

post? How do they respond to posts from fans and others?

Educate all employees that will be communicating via Facebook. 

Communications Northern Europe can help with support, contact them 

for a starter kit that includes a handbook on how to make the most out 

of Facebook.
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Film

MARKETING MATERIALS

Always produce films with high image and sound quality, 

preferably produced by a professional producer and 

photographer.

There are guidelines for film production and templates for 

film intros and name badges. 

Contact Communications Northern Europe before starting a 

film project, for questions and guidelines.
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Exterior and 
interior identity

Graphic communication on our fa-

cilities, vehicles, flags, clothing and 

give-aways, etc are an important 

part of how we present ourselves to 

the world. In this chapter we give 

serious attention to these diverse 

facets of communication. 

Read instructions carefully and 

follow the rules. When it comes to 

exterior and interior identity, like for 

example signs, we are talking about 

communication that usually has a 

longer life. So we want to be sure to 

get it right.
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Signs

EXTERIOR AND INTERIOR IDENTITY 

Signs must always be up to date.  
Replace all signs that have old logotypes.

Signs on or outside buildings and other facilities are a 

public reminder of who we are and what we stand for. The 

relevant logotype is the principal communicator. Additional 

information should be coordinated with the company’s 

primary colour.

The sizes of signs must always be determined by the 

probable and desired viewing distances.

Remember the protection zone. Do not allow any building 

elements to interfere with the protection zone.

Reception Reception

Parking – Visitors

In most cases signage should be in the primary colour, but it can also be in 
monochrome versions, for example when using frosted glass.
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Flags and bags

EXTERIOR AND INTERIOR IDENTITY 

Flags can be seen far and wide, and bags tend to travel. 

Both communicators project our profile. The rules that apply 

to signs also apply to flags and bags.

The relevant logotype is the principal communicator. 

Remember the logotype protection zone.
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Vehicles

EXTERIOR AND INTERIOR IDENTITY 

Special vehicles carry more than products – they also bear 

the identity of the company. It is therefore imperative that 

they carry it properly. Here are a few examples of appro-

priate solutions for different types of vehicles. For advice, 

always consult Communications Northern Europe.

Remember the logotype protection zone.
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Clothing

EXTERIOR AND INTERIOR IDENTITY 

Protective clothing such as jackets, vests and helmets must 

be branded with the company logo.

Place logos so they are clearly visible on both front and 

back.

Choose colour versions that have a good contrast to the 

background.

Follow security rules and regulations.
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Give-aways

EXTERIOR AND INTERIOR IDENTITY 

The items below can serve as “ambassadors”, but only if 

they clearly reflect the identity of the company. Where a 

choice of colour is possible or appropriate, if possible choose 

the relevant basic company colour.

Logos can be embroidered in full colour, black, white or the 

same colour as the cloth.

Logos can also be etched in metal, glass or other material.

Remember the logotype protection zone.
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HeidelbergCement Northern Europe

Årstaängsvägen 25, Box 47055

SE-117 43 Stockholm, Sweden

Phone +46 (0)8-58 79 69 00

Fax +46 (0)8-58 79 69 90

www.heidelbergcement.com
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