SUTHERLAND

GLOBAL SERVICES®

Brand and Identity
Guidelines




Introduction

Our brand is a very powerful tool and every interaction we have with our
internal and external constituents is a moment of truth. It is very impor-
tant that we are consistent in the use of our brand and logo. On these
pages you will find the current corporate branding guidelines, samples,
and templates.

NOTE: All designs for external facing materials or those that will be
posted for general internal consumption need to be approved prior

to release. Please forward to my email for feedback and approval. If
you have any questions or need additional information, please email us
directly at Nancy.Breed@sutherlandglobal.com.
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Company Position

A global Business Process Outsourcing (BPO) and Technology Enabled
Services Company founded in 1986, Sutherland Global Services offers
an integrated set of front and back office services that support the
entire customer lifecycle. By combining highly trained people with
state-of-the-art technology, deep domain knowledge, and proven
business methodologies, Sutherland collaborates with clients to help
them excel and gain a competitive edge in their industry while
maximizing their customers' lifetime value.

Our Vision

To be the premier and preferred provider of Technology Enabled and
Business Process Outsourcing services in our chosen markets.

Our Mission

To help our clients maximize their customer lifetime value and increase
their competitive advantage by helping drive productivity and efficiency
while delivering measurable results.
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Brand Elements

The brand elements build the foundation for
Sutherland's visual identity. The combination

of elements presented here within the branding
guidelines - logo, color, messaging, tone, imagery
and typography — enable us to build, maintain and
consistently communicate One Sutherland Story.

These guidelines apply globally across all product
offerings, verticals and communications channels.
Applied consistently, these elements reinforce the
Sutherland brand, and play a key role in helping to
powefully and effectively differenciate our company,
its' services, and our leading edge technology from
the competition.

All communications and promotional materials,

both internal or external should be approved by
Sutherland's Marketing Communications Group
prior to production or release.

Marketing Communications is responsible

for building and upholding the Sutherland brand
throughout all aspects of corporate communications,
and are available to provide expert assistance on
any applications requiring further detail.

For questions regarding the use of the Sutherland
brand or the information contained with these
guidelines, please contact:

Robert Barclay
Vice President, Marketing and Communications
Sutherland Global Services

+1 585.586.5757 x2882
robert.barclay@sutherlandglobal.com
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Brand Messaging

Consistency and clarity of

messaging is a key marketing Tagline:
deliverable. In support of our
position, the following messaging Measurable Performance
hi hy has been developed: .
ierarchy has been develope Dellvered GlOba”y

The Tagline - appears primarily in
a lock-up with the Sutherland logo,

i : Overall Value Proposition:
and is always considered a

secondary element. If spacing for MaX|mlze the I|fet|me Value
the lock-up is tight, the tagline may f

be separated from the logo in order o yOUl' customers

to provide maximum space for

the logo. Main Slogan:

Your Customers — Delighted

Overall Value Proposition - To be
used with the Main or Alternate
Slogans. In the communication
hierarchy, the SUppOI’t slogan should Your Processes — Streamlined
always appear secondary to the
main and alternative slogans. It can

Alternate Slogans:

also be used alone in instances with YOUF Claims - Processed
prior approval from Marketing
Communications. Your Problems — Resolved

Main Slogan - Primary differenciat-
ing statement developed for use in
print and digital media applications.

Your Receivables — Collected

Capabilities:
Alternate Slogans - In instances Business Transformation Services
where a variety of messaging is key,
four additional slogans are shown . .
here as examples. New pairings of Business Process OUtSOUFClng
"Your . M to
meet specific needs is encouraged. TeChnC)logy Enabled Services

Contact Marketing Communications
to get new slogan ideas approved.

Our Capabilities— Displayed within
the horizontal footer graphics that
appear on Sutherland publications.
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Brand Messaging

Sample Applications of brand
messaging on collateral pieces:

Your Customers. Main Slogan
Delighted.
Your Costs. Alternate Slogan
Reduced.
SUTHERLAND Need a BPO provider who delivers
GLOBAL SERVICES® “all of the above” — with proven
Tagline Measurable Performance experience and knowledge in the
Delivered Globally Telecom industry? Lets Talk!

Example 1: Direct Mail Postcard

SUTHERLAND

GLOBAL SERVICES®

Tagline Measurable Performance
Delivered Globally

Maximizing the lifetime value
of your customer

www.sutherlandglobal.com

Example 2: Trade Show Banner

Capabilities
Overall

Value Proposition
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Brand Tone

Tone is the character and overal effect of our communications.
It gives an impression of who we are and helps communicate
our brand positioning to our audience.

The following guidelines are helpful in creating the right tone
to best communicate Sutherland, our product offerings and
the brand promise:

Definitions

Integrated BPO (Business Process Outsourcing) - is used to
describe the integration of back and front office outsourcing
services.

Words and Phrases to emphasize

When discussing Sutherland Global Services, there are several
words and phrases that represent what we do well. Become
familiar with them and use them as appropriate.

— Maximize the lifetime value of your customers

- Manage your customers with a global, scalable platform
- Integrate your back and front office

— Create results with a flexible partnership

— Customizable, smart technology platforms

Brand Elements: Tone = 09
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Brand Tone

Words and Phrases to avoid

There are also several words and phrases that we should refrain
from using when describing Sutherland Global Services.

Contact Center or Call Center - This is sometimes tricky when

the terms Call or Contact Center is part of a larger integrated

BPO opportunity. In Government, the reality is that Contact Center is
what front office services are called. When given the opportunity, use
other words to describe what we do. When we do have to describe
our front office services, use the following-

We provide front office services that include
voice based services. We provide that through
our delivery centers.

Agents vs. Associates — when talking about our delivery center
employees, associates should always be used.

IT Outsourcing or IT Enabled — using “IT"” anything could easily
position us as an IT Outsourcer which is not what we do. Use
Technology Enabled and reference our commitment to our
Technology Platform Strategy when appropriate.

CLM and BLM - Customer Lifecycle Management and Back
Office Life Cycle Management —are terms the customer and
industry at large do not recognize.

The word Lifecycle in each of these descriptors is also easily
confused with the statement in our corporate position.

The proper usage of Lifecycle is in our company description, which
includes the statement:

Sutherland Global Services is a multinational Technology
Enabled and Business Process Outsourcing (BPO)

Company that offers an integrated set of front and back
office services that support the entire customer lifecycle

Brand Elements: Tone 10
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The Sutherland Logo

Use of the company name in

a sentence is different from
displaying the corporate logo.
The logo symbolizes the company

in a graphical manner and is a
registered trademark.

The logo must always appear

in company advertisements, G LOBA L SERVICE S°®
printed collateral and in our online

presence. The logo must always

be used with the "Global Services”

and the ® symbol.

Logo Clear Zone

The dotted lines around the logo ———>»  «——— Clear Zone
demonstrate the area that should -
be kept clear of any intruding type
or graphical elements, including the
corporate tagline. The distance is
uniform on all sides and is equal to
the distance between the bottom
of the “Sutherland” wordmark

and the baseline of the “Global
Services” text. When the logo is
reduced or enlarged, this space will C = Clear Zone
adjust proportionately. distance

Logo Artwork

Electronic logo artwork is available
in EPS, and JPG formats from the
Marketing and Communications
Team. To ensure brand quality,

the logo should never be altered,
modified or recreated. EPS format
is preferred when providing the
logo to external partners and
suppliers. EPS logos can be easily
resized without any loss of quality.

Brand Elements: The Sutherland Logo = 11
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The Sutherland Logo

Logo Color

The color palette for the corporate

logo consists of two colors —
Sutherland Blue and 100% Black.
In the preferred color combination,

"SUTHERLAND" appears in GLOBAL SERVICES®
Sutherland Blue, and "GLOBAL

SERVICES® appears in 100% Black.
Sutherland Blue

Alternative Color CMYK equivalent = 100c, 86m, 17y, 3k
RGB equivalent = Or, 63g, 138b

Combinations SUTHERLAND Closest equivalent PANTONE® = (PMS) 661
The Sutherland logo may only be Blue WEB Safe equivalent = #003399

reproduced in Sutherland Blue,

100% black or white (reversed
. ®
out of a darker contrasting PANTONE® (PMS) Black

background). The logo may never gggzs&s;\@ﬁr};%z Ogg Oy, 100k
- PANTONE® = UL Y9,

be reproduced in any other color WEB Safe equivalent = #000000

or tints of these colors. The only

other acceptable color applications

for the logo are illustrated here on

the lower right:
One color — in Sutherland Blue or U HERLAND

closest Pantone equivalent 661
GLOBAL SERVICES®

suenes §UTHERLAND

GLOBAL SERVICES®

In 100% white-reversed out of a dark
background, preferably Sutherland

Blue or 100% Black

100% Black

GLOBAL SERVICES®

Brand Elements: Logo Color = 12
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The Logo and Tagline

The Tagline is our brand promise.
Because of what it represents, it is
important that the tagline be
applied consistently using a fixed
configuration (a lock-up) with the

logo.
Sutherland's corporate Tagline is UTHERLAND

Measurable Results Delivered

Globally (without any punctuation). - G. J—--O---B- AL _SERMLC E -----------------
Never substitute alternative verbage L e S C ________
for this tagline. Do not add other Measurable Performance,
verbage to the logo in order to have elivered Globa"y
a tagline if one is not present. :

. o C = Clear Zone
In almost all instances where it is distance

used with the Sutherland logo, the
Tagline appears in a predetermined
lock-up. When paired with the logo,
the tagline is always in 100% Black
or in white on a dark background.
The example on the right shows the
proportional size and spacing rela- Initial Caps
tionship between the logo and the

tagline.

Tagline in 100% Black

It is acceptable in certain instances to .

use the tagline as a standalone Measurable Performance Delivered Globally
statement or graphic element. When
the tagline is used alone or at a
sizable distance from the logo, it can
appear in either a one or two line

configuration. The typeface for the
tagline is always Avenir LT 85 Heavy, Measurable Performance

and in a two line application the text Delivered Globally
should be aligned center — never
justified left or right. The words of the
tagline always appear in initial caps.

Tagline on a single line

Tagline on two lines, with centered alignment.
Leading remains proportional as tagline text is
enlarged or reduced, and is always 1.5x of the

The examples on the right show both font si7e.

one and two line configurations of the
tagline as well as the alignment and
leading relationship of the type when
stacked.

Brand Elements: Logo and Tagline = 13
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Incorrect Logo Usage

The Don'ts

The Sutherland logo has been developed to portray

strength and stability. Changing the logo is not

permitted. The logo may be proportionally sized for UTHERLAND
specific uses, but cannot be distorted in any way.

This is a list of what is not permitted with logousage. G LO B AL S ERVICE S°

Never use the Logo without "Global Services® SUTHERLAND

Never use any portion of the logo
with words added to it.

SUTHERLANDRroducts
o notsretch or istortthe Iogo SUTHERL AND

G L O B A L S ERVICES®

S\m\mm\?as

\,OB

Never use the logo in any other colors
besides the allowable combinations

shown on the previous page. cLoe AL SERVICES®

Never place the logo on a diagonal

Brand Elements: Incorrect Logo Usage = 14
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Brand Colors

Logo Color

The color palette for the corporate

logo consists of two colors —
Sutherland Blue and 100% Black.
In the preferred color combination,

"SUTHERLAND" appears in GLOBAL SERVICES®
Sutherland Blue, and "GLOBAL

SERVICES® appears in 100% Black.
Sutherland Blue

Alternative Color CMYK equivalent = 100c, 69m, Oy, 9k
RGB equivalent = Or, 84g, 158b

Combinations SUTHERLAND Closest equivalent PANTONE® = (PMS) 661
The Sutherland logo may only be Blue WEB Safe equivalent = #003399

reproduced in Sutherland Blue,

100% black or white (reversed
. ®
out of a darker contrasting PANTONE® (PMS) Black

background). The logo may never gggzs&s;\@ﬁr};%z Ogg Oy, 100k
~ PANTONE® = UL Yg

be reproduced in any other color WEB Safe equivalent = #000000

or tints of these colors. The only

other acceptable color applications
for the logo are illustrated here on

the lower right:
One color — in Sutherland Blue or U HERLAND

closest Pantone equivalent 661
GLOBAL SERVICES®

suenes §UTHERLAND

GLOBAL SERVICES®

In 100% white-reversed out of a dark
background, preferably Sutherland

Blue or 100% Black

100% Black

GLOBAL SERVICES®
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Typography

Typography is an important component of
Sutherland's brand identity. The typography
families that make up the logo, tagline:, and our
visual communications represent both the classic
and contemporary in style and together project a
distinctive image for Sutherland communications.

In today's business environment, the majority

of Sutherland's corporate communications are
generated in the form of email, or from Microsoft
Office® applications such as Word®, PowerPoint®,
and Excel®. When developing both internal and
external communications utilizing either of the
above avenues, it is important to maintain visual
consistency in

typography.

When creating Microsoft Office® or email based
docouments use the Calibri font, point size 11,
for body copy, e-mail signatures, and any
applicable address information. In certain instances
where appropriate, it is acceptable to utilitze

the bold version of Calibri within the document
or email. The Sutherland PowerPoint® template is
available for corporate presentations at
marketing.sutherlandglobal.com. When using
this template it is important to maintain visual
consistency by using the Arial font family for titles
and text as specified.

There are two Sutherland corporate font families
which are used for marketing communications.
The serif font Adobe Garamond Pro, including
Regular, Italic, Bold and Bold Italic represents the
classic foundation and established integrity of the
Sutherland Global Services. Our state of the art

technological platforms and services are reflected in

the use of the serif font family Avenir, including
35 Light, 45 Book, 65 Medium and 85 Heavy.

Calibri Regular

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopqrstuvwxyz
1234567890 !@#S% &*( )

Adobe Garamond Pro

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopqrstuvwxyz
1234567890 '@#$%"N&*()

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopqrstuvwxyz
1234567890 !'@#$%"Ner*( )

Adobe Garamond Pro Bold

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopqrstuvwxyz
1234567890 !@#$%"&*()

Brand Elements: Typography = 16
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Typography

Font styles are exhibited on this and the previous
page. Each font family is quite versatile and specific
uses for each font family are widely illustrated
throughout these guidelines. Both Adobe Garamond

Pro and the Avenir font family are available for regions

and Sutherlands agencies to download at
www.Fontsmith.com.

It is understood that not all parties involved in
Sutherland communications will have access to the
specified corporate fonts. In extreme cases where
Avenir or Adobe Garamond Pro are unavailable or
are impractical to use (i.e. web page design) Arial
Regular and Times Roman may be substituted. This
substitution does not apply to the corporate logo.
Always use an officially issued file version of the
Sutherland logo. Do not attempt to recreate it using
the corporate fonts. Serveral file formats of the Logo
are available for download at:
www.marketing.sutherlandglobal.com

ABCEDFGHIJKLMN
PQRSTUVWXYZ
abcedfghijklmnopqgrstuvwxyz

1234567890 '@#$%N&*()

Avenir 45 Book

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopgrstuvwxyz
1234567890 1@#$%"&*()

Avenir 65 Medium

ABCEDFGHIJKLMN
PQRSTUVWXYZ
abcedfghijklmnopgrstuvwxyz

1234567890 1@#$%"N&*( )

Avenir 85 Heavy

ABCEDFGHIJKLMN
PQRSTUVWXYZ

abcedfghijklmnopqrstuvwxyz
1234567890 1@#$%"&*()

Brand Elements: Typography | 17
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Brand Applications

The Sutherland brand elements - logo, color,
messaging, tone, imagery and typography

will come to life in all our communication
materials. These materials include stationery,
marketing materials, collaterals, flyers, web
presence, and premium items, and together they
enable us to consistently communicate

One Sutherland Story.

The correct and consistent usage of the visual system will
assure the establishment of successful branding that is easily recogniz-
able and stands strongly on its own.

the following section provide directions

and sample layouts of how all the individual elements
can be utillized to create a distinct and unified

brand for Sutherland Global Services.

Brand Applications 18
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Stationary ¢ Letterhead

Baseline of Logo located 1.093"

(2.78 cm) below Top edge Corporate Logo

1.937"wide x .500" high
| (4.92 cm x 1.27 cm)

The corporate letterhead is designed
with generous space for composition, Y
while immediately identifying the S ,,,,SUTHERLAND
communication as coming from
Sutherland Global Services.

September 23, 2010

Mr. Nathan Romano

To maintain brand consistency, Foptand e e CHn
. 1270 Lakota Blvd, Suite 201

alterations should never be made Seasde Gy regon 50078

to the placement of the brand elements il fienaee

On behalf of Sutherland Global Services | would like to welcome yourself and ABC Company to our
T4 customer circle. On behalf of Sutherland Global Services | would like to welcome yourself and ABC
or fonts on the page. No additional ikttt s ik
. yourself and ABC Company to our customer circle.
graphics should be added to the layout.

On behalf of Sutherland Global Services | would like to welcome yourself and ABC Company to our
customer circle. On behalf of Sutherland Global Services | would like to welcome yourself and ABC

Company to our customer circle. On behalf of Sutherland Global Services | would like to welcome

1 yourself and ABC Company to our customer circle. On behalf of Sutherland Global Services | would like
Th e | o g Ca p p earsint h e p refe rre d to welcome yourself and ABC Company toour customer circle. On behalf of Sutherland Global Services |
. o) would like to welcome yourself and ABC Company to our customer circle.
colors — the Blue Sutherland with 100%
On behalf of Sutherland Global Services | would like to welcome yourself and ABC Company to our
H M T customer circle. On behalf of Sutherland Global Services | would like to welcome yourself and ABC
black Global Services, and is positioned ik finoe s bl ddosiehl S oot S Al B
. yourself and ABC Company to our customer circle. On behalf of Sutherland Global Services | would like
on the center to p po rtion of the page. to welcome yourself and ABC Company toour customer circle. On behalf of Sutherland Global Services |
would like to welcome yourself and ABC Company to our customer circle. On behalf of Sutherland
N N N Global Services | would like to welcome yourself and ABC Company to our customer circle. On behalf of
Thi S | ocation a pP [i es to b ot h A an d A4 Sutherland Global Services | would like to welcome yourself and ABC Company to our customer circle
S ize d p a p er stoc k . Th e recommen d e d gjr::::l:;:cs]:herland Global Services | vould like to welcome yourself and ABC Company to our
paper stock is 100 lb weight in a natural Veryincerl,
) . > . p
white (off-white) shade with minimal V;jk?é,
texture. Robert C.0. Barcay

The address block representing the
regional location should always be
centered at the bottom of the page
in 100% black, underneath a 1 point
Sutherland Blue rule. All information Primary Letterhead
presented as part of the street address
should appear entirely in uppercase
lettering using 7 point Adobe
Garamond Pro typeface. A bullet (o)

is placed between address elements
which would normally appear on
separate lines.

1160 PITTSFORD-VICTOR ROAD  PITTSFORD, NY 14534 » (585) 586-5757 + (300)388-4557 » WN/W.SUTHERLANDGLOBALCOM

1 point rule is .500 inches from bottom
edge of page and is centeredhorizontally
between left and right edges

The tagline is never included on
stationary items. Margins are
recommended for readability (see next
page) and adequate whitespace, but
can be altered if absolutely necessary.
Whenever possible, be succinct in
messaging to keep copy to one page.

Brand Applications: Letterhead = 19
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Stationary ¢ Letterhead

Top Margin 1.5" (3.81 cm)

Secondary letterhead stationary
should be used when one or more
additional pages are required for
corporate correspondence. The
secondary letterhead sheet does

not display the Sutherland logo, and
differs from the primary stationary only
in this manner.

Since it does not display the
Sutherland logo, secondary stationary
stock should never be used for a
single page document. It is provided
only as supplemental space for
correspondence.

All address information, including the
1 point Sutherland Blue rule, appear
and are positioned identically to that 17(2.54 cm)
on the region's primary letterhead. 4
Margins and body text match those
recommended for the primary

stationary stock. > 1" (254 cm)

Microsoft® Word™ templates for both e
primary and secondary letterhead

in both Letter (A) and A4 Size are Secondary Letterhead

available for downloading at the
Sutherland Corporate Branding site:
www.marketing.sutherlandglobal.com Recommended Page Margins

1inch (2.54 cm) on Left, Right and Bottom edges
1.5 inches (3.81 cm) on Top edge

Address Bar
Lock-up
Baseline of Address Info
located .155" below rule
1 point rule in Sutherland Blue
5.68 inches in length, centered
horizontally on page

\

100% black, 7 point Adobe Garamond Pro
All Uppercase with bullets for separation

Brand Applications: Letterhead = 20
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Stationary ¢ Business Cards

< 3.5” >
left edge of
“SUTHERLAND”
- > aligned 1.24” in from
left edge of card
Sutherland Logo
EPS format (preferred)
Overall size:
SUTHERLAND= 1.26 in wide x .34 in high
GLOBAL SERVICES® (32mmX86mm)
2.0” ROBERT BARCLAY* Name in
Baseline of VICE PRESIDENT Adobe Garamond 10 pt.
“SUTHERLAND” MARKETING AND COMMUNICATION 1 0(.)% Black, A||. Caps
.535” below top ] 1160 PITTSFORD VICTOR ROAD * PITTSFORD * NY 14534 Bfraosne1“l;‘gt1% frr? aerggelsog c(?azrg
edge of card | OCE T B oML 1 s
SONSUTHER ANDGLOBAL COM
\

Title and Divsion in
Adobe Garamond 7.5 pt.
with 9 pt. leading
100% Black, All Caps

Location, phone, email and SGS url in
Adobe Garamond 6 pt. with 8 pt. leading )
100% Black, All Caps 340
Aligned center
Baseline of URL is .152” from bottom edge of card

Card size: 3.5” wide x 2.0” high (88.9mm x 50.8mm) GSP;I}:IEREIEANIE)S
Colors: Process (100c 86m 17y 3k) or Pantone 661 Spot
100% Black, Spot or Process ( Oc Om Oy 100k)

A

~— 1.26"—

Text: All text is aligned center

Card Stock: 100 Lb off white cover stock, matte finish without texture
Mohawk Via Satin, 100 Ib. Cover in Warm White is Sutherland Logo Size
recommended for the North American Regions. Alternative “Sutherland”
stock is Classic Crest Natural White 100 Ib. Cover. Process (100c 86m 17y 3k)

or Pantone 661 Spot

“Global Services”
100% Process Black

Brand Applications: Business Cards = 21
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Stationary ¢ Binder Covers

Corporate publications designed
for internal and external use should
maintain the brand look and feel
while immediately identifying the
communication as coming from
Sutherland Global Services.

To maintain brand consistency,
alterations should never be made
to the placement of the brand

Top of S in the Sutherland logo is

elements or to the fonts on the cover positioned 1 inch (2.54 cm) down
or spine layouts. Additional graphics from the top edge of the cover page
that can be added to the layout and spine.

include photography approved by

Marketing and Communications, as
well as title, date and other secondary v \j
information specified here. HTHRAD, SUTHERLAND
The logo should in the preferred - G,\L,l:aju:a;espzr:o:n;;::
colors — Sutherland Blue with - Delivered Globally
100% black Global Services, and is )
positioned on the center top portion of Title Placeholder
the page. This location applies to both Secondary Informtion
A and A4 sized binders. The title and Month Day, Year
any supplemental text should appear
in Avenir font in Sutherland Blue.
If Avenir is not available Arial Regular
may be substituted.
1" (2.54 cm)
The tagline is never included on A
the binder spine. Margins are
recommended to provide
adequate whitespace, but can be ——> 2" (4.58 cm)
altered if absolutely necessary. e e e e P S s
I Bilgats s Cansdas s Mexico® Nicaagus llpines s Unted Kirgdam & Utsd Siate)
Microsoft® Word™ templates for both A

and A4 Size binder cover inserts and
spines are available for downloading

at the Sutherland Corporate Branding
site: Recommended Page Margins

www.marketing.sutherlandglobal.com 1inch (2.54 cm) on Left and Right edges
9 9 2 inches (4.58 cm) on Bottom edge

Brand Applications: Binder Cover = 22
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Print Advertising

Advertising plays a critical role

in informing and promoting our
brand. By leveraging the look, feel
and tone of our brand architecture
we can create a powerful
impression and drive recognition
of the Sutherland Global

Services brand across many
touchpoints. As with our other
visual applications, advertising
should immediately identify the
communication as coming from
Sutherland Global Services.

To maintain brand consistency,

all advertising should prominently
display the Sutherland logo-
incorporating the recommended
guidelines for usage. Additional
elements that can be added

to the base layout include
photography and messaging that
has been approved by Marketing
and Communications.

Sutherland Global Services® Branding Guidelines

i'am SITTHERLAND!

We offer exciting opportunities in
Sales, Customer Care ancFTechnil Support

As a global Busil Process Ou (BPO) and Technol Enabled
Services Company, we offer an integrated set of front and back office services.
We collaborate with our clients to help them excel in their industry while
maximizing their customers’ lifetime value.

For more information, contact us today at

Rochester@SutherlandGlobal.com | (585)586-5757 Ext. 6111 | www.SutherdandGlobal.com

Apply online at www.Qhire.net/sutherland

GLOBAL SERVICES®
Measurable Performance Delivered Globally

Business Transformation Sarvices * Business Procass Outsourcing + Technology Enabled Servicas

Print Advertisement - United States

Bulgaria * Canada * India * Mexico * Nicaragua * Philippines * United Kinadom # United States

Business Transformation Business Process

SUTHERLAND

GLOBAL SERVICES®

right here!

A progressive partnering between Sutherland and the Carmona Local Government

Services Outsourcing I Services

Your Careers. Upgraded.

SOON to RISE

Technology Enabled

——

- |

Billboard Advertisement - Philippines

Brand Applications: Print Advertising
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Business Transformation Services

Business Process Qutsourcing ® Technology Enabled Services
Sunerandis Cortfiad 52 Moty Businss Entrprie by NNSDC.

Bulgaria ® Canada ¢ India ® Mexico ® Nicaragua ® Philippines
United Kingdom e United States

©2010Suthrand G Samics .
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Chennai's Most High-Tech BPO Invites You
to Visit Us at Our New Home in Vel
ing Now L;cated Only At:
No45, “A”, Velachery Main Road,

Velachery, Chennai — 600042
(Behind Vijayanager Bus Stand}
Apply online at www.Qhire.née

N

% Your Career Start.
Upgraded.

We are offering exciting opportunties for
BA/BSc / B.Com grads in 2010

Fast Track Careers | Diverse Growth Faths
Unlimited Learning Opportunities | Overseas Assignments

Technical Support: Knowledge of Hardware, Software, Networking,
and Opeating System with an aptitude for troubleshooting,
Cusiomer Support: Good Customer Service Skills

If you possess good spoken and written communication skills in
English, then walk in with your resume, passport size photographs,
copies of educational certificates and proof of address to:
Chennai: 46 Santhome High Road, Santhome, Chennai - 600 004
Monday to Saturday 10:00am to 6:00pm

-om or visit www.sutherlandglobal

SUTHERLAND

GLOBAL SERVICES
Measurable Performance Delivered Globaly.

aspire@sutherlandglobal.com
We've moved from
Santhome to VeJILachery

s
www:sutherlandglobal.com
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Brand Colors ® Secondary

Secondary Palette

To enhance our marketing
communications, we have
developed a secondary color palette
that can be used to give a friendly
and energetic feel to Sutherland
communications. The colors and
their designated values are listed
below. The secondary colors can be
used in combination with Sutherland
Blue and 100% Black, however
when combining any of the colors,
the corporate logo and tag line
must appear according to set color
standards. In addition, Sutherland
Blue should always play a primary
role in any communication as the
color most closely symbolizing

the Sutherland brand.

Primary Corporate Colors

Sutherland Blue

CMYK equivalent = 100c, 69m, Oy, 9k

RGB equivalent = Or, 84g, 158b

SUTHERLAND Closest equiva.lent PANTONE® = (PMS) 661
Blue WEB Safe equivalent = #003399

100% Black

PANTONE® (PMS) Black

CMYK equivalent = Oc, Om, Oy, 100k
RGB equivalent= Or, Og, Ob

WEB Safe equivalent = #000000

PANTONE®
Black C

Secondary Colors

Yellow
PANTONE® (PMS) 123C
CMYK equivalent = Oc, 30m, 100y, Ok

CMYK equivalent = Oc, 60m, 100y, 6k

Medium Blue
PANTONE® (PMS) 279C
CMYK equivalent = 69c, 34m, Oy, Ok

PANTONE® RGB equivalent= 247r, 172g, 36b PANTONE® RGB equivalent= 68r, 123g, 191b
123 C WEB Safe equivalent = #000000 29 C WEB Safe equivalent = #000000
Orange Aqua
PANTONE® (PMS) 1595C PANTONE® (PMS) 632C

CMYK equivalent = 92¢, Om, 15y, 5k

PANTONE® RGB equivalent= 217r, 103g, 33b PANTONE® RGB equivalent= Or, 168g, 203b
1595 C WEB Safe equivalent = #000000 632C WEB Safe equivalent = #000000
Brick Red Light Blue
PANTONE® (PMS) 1815C PANTONE® (PMS) 644C
CMYK equivalent = Oc, 91m, 100y, 51k CMYK equivalent = 42¢, 15m, Oy, 6k
PANTONE® RGB equivalent= 114r, 20g, 12b PANTONE® RGB equivalent= 135r, 178g, 216b
1815 C WEB Safe equivalent = #000000 544 C WEB Safe equivalent = #000000
Deep Green Spring Green
PANTONE® (PMS) 377C Closest Equivalent PANTONE®=(PMS) 382C
CMYK equivalent = 45c, Om, 100y, 24k CMYK equivalent = 32¢, Om, 90y, Ok
PANTONE® RGB equivalent= 120r, 1629, 47b PANTONE® RGB equivalent= 184r, 2139, 73b
377 C WEB Safe equivalent = #000000 382C WEB Safe equivalent = #000000

Sutherland Global Services® Branding Guidelines

Brand Elements: Secondary Colors = 00



