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Crowne Plaza® Hotels & Resorts

Our brand typeface
Agenda is the core of our identity
and brand language.

It’s a humanist sans-serif typeface
which gives clarity and confidence

to our voice.

Plume is no longer part of the visual
identity and should not be used.

Controlled use of one typeface

allows for more universal coherence.

We've cut down unnecessary
variation in weights and sizes
for a unified look, driving brand
recognition through consistency.

Typography
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Crowne Plaza® Hotels & Resorts

Weights

We use three weights of Agenda
for greater flexibility of expression
through simple changes in weight,
style or scale of font.

Please note: Agenda Bold Italic is
not part of our brand identity and
should not be used.

Typography

Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890.,”-:;17&

Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890.,”-:;17&

Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890.,”-:;17&

Light Italic

ABCDEFGHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890.,"-;17&

Medium ltalic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890.,””-:;1?&
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Crowne Plaza® Hotels & Resorts

How to use Agenda

In both digital and print formats,
type hierarchy plays a key role in
engaging our audience and keeping
them interested.

It’s important to use different weights
and sizes to establish a hierarchy of
information. There should be a clear
distinction between headings,
sub-headings and smaller copy.

It is useful to work in a rule
of halves so that:

Headings are 100%
Sub-headings are 50%
Body copy is 25%
Navigational copy is 12.5%

Please note, this rule is for guidance
only. The key thing to remember

on all applications is that typography
must be legible. Try not to use
smaller than 6 pt in print and 12 px

in digital applications.

Typography

Header 1

Sub-header 1

Bold, Sentence case, Tracking 0
Our core header style

HEADER 2

Bold, UPPERCASE, Tracking 120
Use for short, bold headlines (Max 10 words)

HEADER 3

Medium, UPPERCASE, Tracking 120
Use for longer headlines, has increased legibility at smaller sizes

HEADER 4

Light, UPPERCASE, Tracking 120
Use for large headlines only (Above 20 pt), adds a premium feel

Medium, Sentence case, Tracking 0
Use with all header styles

Body copy 1

Bold, Sentence case, Tracking 0
Use for short paragraphs (Max 50 words)

Body copy 2

Medium, Sentence case, Tracking 0
Core body copy style

Body copy 3

Light, Sentence case, Tracking 0
Use for long body copy (+500 words)

NAVIGATIONAL
COPY 1

Bold, UPPERCASE,
Tracking 0

Use for page numbers,
footers, wayfinding,
information labels and
digital buttons

Navigational copy 2

Bold, Sentence case,
Tracking 0
Alternative style for
page numbers and
footers
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Crowne Plaza® Hotels & Resorts Typography

Expressive typographic styles
The primary role of typography
is to be read.

Whilst we can use weight or the

colour plum to highlight important Use plum to highlight Use different weights
information and add an expressive important information to highlight important
tone to typography, avoid ) ) ) ” . .
underlining and unnecessary use like this. information like this.

of italics as this can feel forced.

Use italics in the Light and Medium
weights of Agenda only, whenever
grammatically appropriate.

Always italicize the word ‘mostly’
when writing the phrase, ‘We're all
business, mostly! When it’s not being
used as part of the global advertising
logo lock-up, this should always
appear in sentence case with comma,

italics and full stop (period). We ’re al l b UsS i ness , Mmos tly.

We're helping the Modern Business
Traveller be productive, which
means respecting their time:
applying the normal conventions
of punctuation reflects our bold,
professional personality.



Crowne Plaza® Hotels & Resorts

In application

Header 1

Bold, Sentence case, Tracking 0
Our core header style

(D)
Sub-header 1

Medium, Sentence case, Tracking 0
Use with all header styles

NAVIGATIONAL COPY 1

Bold, UPPERCASE, Tracking 120
Use for page numbers, footers, wayfinding
and information labels i.e. digital buttons

o

Body copy 2

Medium, Sentence case, Tracking 0
Core body copy style

Typography

CROWNE PLAZA
HOTELS & RESORTS
AN IHG" HOTEL

©@ Meetanewway

. to do meetings.

Our Crowne Plaza Meetings
Director will support you
all the way.
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Crowne Plaza® Hotels & Resorts

In application

HEADER

2

Bold, UPPERCASE, Tracking 120
Use for short, bold headlines (Max 10 words)

(D)
Sub-header 1

Medium, Sentence case, Tracking 0
Use with all header styles

(3
Body copy 2

Medium, Sentence case, Tracking 0
Core body copy style

NAVIGATIONAL COPY 1

Bold, UPPERCASE, Tracking 120
Use for page numbers, footers, wayfinding
and information labels i.e. digital buttons

Typography

R,

iy

(
(
)

PLUG,
PLAY.

Enjoy power everywhere
and relaxation anywhere.

{

Wy

:

DIGITAL SCREEN

THE
CALM
BEFORE
THE
BRAIN-
STORM.

Our aromatherapy and
spa treatments help

you shake off the stress
of business travel and
prepare for a productive
day ahead.

CROWNE PLAZA HOTELS & RESORTS. | THE MODERN BUSINESS TRAVELER

BROCHURE



Crowne Plaza® Hotels & Resorts

In application

HEADER
3

Medium, UPPERCASE, Tracking 120
Use for longer headlines, has increased
legibility at smaller sizes

(D)
Sub-header 1

Medium, Sentence case, Tracking 0
Use with all header styles

(3]
Body copy 2

Medium, Sentence case, Tracking 0
Core body copy style

NAVIGATIONAL COPY 1

Bold, UPPERCASE, Tracking 120
Use for page numbers, footers, wayfinding
and information labels i.e. digital buttons

Typography

KEY CARD HOLDER

GLOBAL CAMPAIGN AD

&

IFiU#(NESS
PRANAE | TU RINS

O U ONA
CBim.,\A ROONE

From our responsive
service, to our fully
connected rooms and IHG®
Rewards Club benefits,
Crowne Plaza Hotels make
sure life doesn't stop when
business begins.

S
CROWNE PLAZA

Were all business, mostly
AN IHG' HOTEL
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Crowne Plaza® Hotels & Resorts

In application

HEADER
4

Light, UPPERCASE, Tracking 120
Use for large headlines only (Above 20 pt),
adds a premium feel

(D)
Sub-header 1

Medium, Sentence case, Tracking 0
Use with all header styles

Typography

Taste what's on our
delicious menu.

DIGITAL SCREEN

I'M OUT
ON A
MISSION.

Please service my room.
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Crowne Plaza® Hotels & Resorts

Leading, kerning & tracking

40 pt or 30 px and above

For large headers and statements at
40 pt and above, the leading should
be set at 100% — for example, 40 pt
type would have 40 pt leading.

For digital applications, the equivalent
size for this rule is 30 px, which should
have 30 px leading.

Below 40 pt or 30 px

Body copy and large blocks of text
should be set at 120% leading to
improve legibility — for example,

14 pt type would have 16.8 pt leading.

As an example for digital applications,
copy which is 20 px, should have
24 px leading.

Tracking and kerning

Tracking for sentence case type
should be set at 0 and UPPERCASE
type should be set at 120. Metric
kerning should always be selected.

Typography

Header 1

Agenda Bold 40 pt
Leading 100% (40 pt)
Tracking 0

Do your work
wherever works.

Sub-header 1

Agenda Medium 20 pt
Leading 120% (24 pt)
Tracking O

(%)

Learn more about our
flexible meetings spaces.

Header 1

Agenda Bold 40 pt
Leading 120% (48 pt)
Tracking 120

(%)

Do your work
wherever works.

Sub-header 1

Agenda Medium 20 pt
Leading 100% (20 pt)
Tracking 120

Learn more about our
flexible meetings spaces.
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Crowne Plaza® Hotels & Resorts

Leading, kerning & tracking

40 pt or 30 px and above

For large headers and statements at
40 pt and above, the leading should
be set at 100% — for example, 40 pt
type would have 40 pt leading.

For digital applications, the equivalent
size for this rule is 30 px, which should
have 30 px leading.

Below 40 pt or 30 px

Body copy and large blocks of text
should be set at 120% leading to
improve legibility — for example,

14 pt type would have 16.8 pt leading.

As an example for digital applications,
copy which is 20 px, should have
24 px leading.

Tracking and kerning

Tracking for sentence case type
should be set at 0 and UPPERCASE
type should be set at 120. Metric
kerning should always be selected.

Typography

Header 2 T H E

Agenda Bold 24 px
Leading 120% (28.8 px)

Tacing 120 CALM
BEFORE

THE
BRAIN-
STORM.

Our aromatherapy and spa
Agenda Medium 12 px treatments help you shake
Leading 120% (14.4 px) off the stress of business
Tracking 0 travel and prepare you for
a productive day ahead.

Body copy 2

(%)

Header 2

Agenda Bold 24 px
Leading 100% (24 px)
Tracking 0

(%)

Body copy 2

Agenda Medium 12 px
Leading 200% (24 px)
Tracking -20

THE
CALM
BEFORE
THE
BRAIN-
STORM.

Our aromatherapy and spa
treatments help you shake
off the stress of business
travel and prepare you for

a productive day ahead.
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Crowne Plaza® Hotels & Resorts

Paragraph breaks

The space between two bodies

of text should be a single line space
based on the type size and leading
of the smaller copy.

This principle applies to both print
and digital applications.

Typography

Header 4

Agenda Bold 80 pt
Leading 100% (80 pt)
Tracking 120

Sub-header 1

Agenda Medium 20 pt
Leading 120% (24 pt)
Tracking O

(%)

Header 4

Agenda Bold 80 pt
Leading 120% (96 pt)
Tracking 0

(%)

Sub-header 1

Agenda Medium 20 pt
Leading 100% (20 pt)
Tracking 120

%PARKLET

Water keeps you sharp —
call down if you need more.

SPARKLE.

Water keeps you sharp —
call down if you need more.
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Crowne Plaza® Hotels & Resorts

System typeface

When Agenda and its various
weights can’t be used, we use Arial
to maintain a level of consistency
across applications.

Although limited to two weights,
Arial Bold and Regular can be used
in exactly the same way as Agenda.

Arial is a globally available typeface
that is standard with all PC and
Apple computers.

Typography

Arial Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890.,”-:;1?7&

Arial Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890.,-:;1?&

Arial Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890.,””-:;1?&
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Global Comms
2016 Plans

FEBRUARY 2016

This blended, duality of work and life
is central to the needs of our guests
and the roadmap for our future.

POWERPOINT PRESENTATION SLIDES



Crowne Plaza® Hotels & Resorts

Other languages

Cyrillic

Agenda doesn’t have the necessary
characters for Cyrillic based
languages such as Russian, Bulgarian
and Macedonian, so please use
Arial as an alternative typeface.

Middle Eastern

Agenda doesn’t have the necessary
characters for Middle Eastern based
languages such as Hebrew, Persian
and Urdu, so please use Arial as an
alternative typeface.

Typography

Cyrillic

Arial
Regular

OTW CINOBA, YTOBbI
NMPOOEMOHCTPUPOBATb
LUIPNOTOM

Cyrillic

Arial
Bold

3TN CJIOBA, YTOBbI
NMPOAEMOHCTPUPOBATb
LWPUDTOM

Middle Eastern

Arial
Regular

s 1 Jal o Jdadsd
¢ds 1JFh ik

Middle Eastern

Arial
Bold

ode 1l 05 Jdeadisd
gds gk Lk

Asia Pacific
No change from

current practice.

Asia Pacific
No change from

current practice.
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Crowne Plaza® Hotels & Resorts Typography 89

Dos & don’ts

Arial Bold Impact

(]
Agenda . Avenir :

Arial Regular Comic Sans
Do use Agenda, our Do use Arial as a system Q Don’t use anything other than Q Don’t use anything other than
brand typeface. font alternative. Agenda in brand communications. Arial as a system font alternative.

o ’
BOLD 100% Sparkle. We're all
BUSINESS,
PREMIUM 50% Water keeps you sharp —
i m .

25% call down if you need more. oS tly
Do use the different weights of Do use the ‘rule of halves’ Q Don’t put all type in one weight Q Don’t use too many weights
Agenda for different expressions. for typographic hierarchy. of Agenda in applications. and sizes.

DO NOT DISTURB.

Try not to use smaller Use plum to highlight Try not to use smalerthan 6 e
than 6 pt i i i
important information. (unless you want to finish
this presentation for me).
Do ensure all typography Do use plum to highlight Q Don’t use typography smaller Q Don’t put more than a single line
is legible. important information. than 6 pt. space between two bodies of text.
We're all business, Tracking 0 We're all business, Tracking 120
mostly. TRACKING 120 mostly. TRACKING 0
Do italicise ‘mostly’ in ‘We're Do follow leading, tracking 0 Don’t underline or italicise words 0 Don’t forget to check leading,
all business, mostly. and kerning guides. unless grammatically correct. kerning and tracking.



Crowne Plaza® Hotels & Resorts

Typography checklist

Typography

© Have you used the Agenda font?
It’s our primary typeface and
our only typeface.

@ Is there a clear typographic
hierarchy?
Use different weights and
sizes to direct attention.

© Is typography consistent
and legible?
Check the leading, kerning
and tracking.

O The system font alternative is Arial?
Don’t use anything else.

90

O Have you followed the
‘rule of halves”?
This helps to ensure consistent
spacing and layouts.

O Have you used plum or weight
of type to pull out information?
This makes things quicker and
easier to read for our guests.

@ The last word?
Make sure it’s always italicized
in ‘We're all business, mostly.



