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Introduction

Outlast Technologies, Inc. owns many valuable trademarks that identify and distinguish our products
from those of other companies.We have developed these brand guidelines to answer common questions
about the use of the Outlast® mark and to ensure that it is consistent in its appearance and use.

This guide is for brand partners and licensees of Outlast Technologies, Inc. who manufacture and
market products using Outlast® technology.

Importance of adhering to brand guidelines

Significant time, effort, and money have been spent in the research, development, and promotion of
Outlast® products.To protect the brand equity —and ultimately your investment — it is paramount that
a clear and consistent message be maintained throughout all products using the Outlast® brand.

The proper use of trademarks

The proper use of trademarks is of particular importance in maintaining the integrity of the Outlast®
brand. If not used correctly, a trademark can sneak into the language as a common name description
of the product. Any competitor can then use the trademark to take advantage of the advertising and
promotion dollars spent by the original owner. Some famous former trademarks that have become
generic are nylon, escalator, kerosene, and zipper.

Global Brand Identity Guidelines

Strengthen the Outlast® brand

To preserve the Outlast® brand identity, you must
comply with the guidelines set forth in this manual
as well as those stated in your agreement.

Outlast® technology adds value to your products and
by respecting these guidelines, we preserve that value.
Please contact us immediately if you see the Outlast®
brand being used inappropriately in the marketplace.

INTRODUCTION



5

Diamond Logo

INTRODUCTION

The success of Outlast® Adaptive Comfort® depends upon maintaining a reputation for high quality
and superior performance. We have developed a standardized visual identity system for our marketing
materials so that every component will contribute to building Outlast® brand equity. Strict adherence
to these guidelines will ensure that everything bearing the Outlast® brand consistently conveys the
image of high quality and superior performance that the consumer is seeking.

ﬁ ELLIPTICAL BRAND MARK
/”' ﬁ OUTLAST® BRAND NAME

ADAPTIVE COMFORT® BRAND MODIFIER

GRADIENT RULE

DIAMOND

Global Brand Identity Guidelines

Outlast® Diamond Logo

The core of the brand identity system is the graphic
relationship between the elliptical brand mark,
“Outlast®” brand name, and “Adaptive Comfort®”
brand modifier framed within the gradient rule and
diamond shape. Do not attempt to reconfigure the
logo in any way — use only electronic artwork files.

The written trademarks, “Outlast®” and “Adaptive
Comfort®” may not be translated into any language

but may be used only in English. The Outlast®

Corporate logo for special use (shown on page

1) is provided for situations such as:

- reproduction from line art

- reproduction using difficult techniques (e.g., embroidery)
+ against a busy background or superimposed over a photo

DIAMOND LOGO
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COLOR APPLICATION - FOUR COLOR / TWO COLOR / ONE COLOR

d
-4

ADAPTIVE COMFORT®

2
-4

ADAPTIVE COMFORT®

2
A
|

ADAPTIVE COMFORT®

Four-color Process

One-color

Spot-color

OUTLAST® Red

—— Black

Global Brand Identity Guidelines

Gradiant

OUTLAST® Silver

Color Application

The Outlast® Diamond Logo is a pictorial representation of
the Outlast® hang tag which uses Outlast® Red, Outlast®
Silver, and black. For ease of use, we've provided a four-
color process and one-color version of the diamond logo.
The subtle background gradation in these artwork files
simulates the sheen of the silver ink used on the spot-
color version of the logo. For all versions of the logo, any
field on which the logo is placed must provide adequate
contrast to allow the diamond shape to display clearly.

Do not attempt to reconfigure the logo in any
way — use only electronic artwork files.

Four-color Process

The artwork file is set up for four-color process printing.
Color builds assigned in the artwork file may not

be modified.

One-color

All components print black/black halftone as assigned
in the artwork file (minimum 120 line screen). Gray
scale values assigned in the file may not be modified.

Spot-color

Outlast® Red - Elliptical brand mark.
(You may substitute the four-color
process formula for the spot red

C:8 M:100 Y:79 K:28).

Outlast® Silver — Diamond shape.

Black — Brand name, modifier, trademark
symbols, gradient rule.

Outlast® Red

In lieu of Outlast® Red, you may use PANTONE® 187
C, the standards for which are shown in the current
edition of the PANTONE® Color Formula Guide.

Outlast® Silver

In lieu of Outlast® Silver, you may use PANTONE® 877
C, the standards for which are shown in the current
edition of the PANTONE® Color Formula Guide, pg.17.

The color shown here has not been evaluated by
Pantone, Inc. for accuracy and may not match
the PANTONE® Color Standard, pg. 17.

PANTONE® is a registered trademark of Pantone, Inc.

DIAMOND LOGO



Diamond Logo

COLOR APPLICATION - NON-SCREENED VERSION

//[" - Silver

Outlast
ADAPTIVE COMFORT® White
. Black

Outlast® Red

.

Global Brand Identity Guidelines

Color Application

This version of the diamond logo was developed for
non-print applications. It is used on displays, signs,
etc. The visual effect is nearly the same as in the
printed version, but technically completely different.

This version is used for sign-making on fairs, cars,

testing materials, e.g., when using tapes, films
(avery / oracal / mactac / 3M) or silk-screen printing.

DIAMOND LOGO
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Diamond Logo

ISOLATION AREA, SIZE LIMITATION, SCALING TRADEMARKS

Isolation Area

Minimum Size:
3/4”(20 mm)

Size Limitation

ORT"

Scaling Trademark Symbols

Global Brand Identity Guidelines

Isolation Area

In all applications, the Outlast® Diamond Logo
should be surrounded by adequate clear space.
A minimum distance (the height of the elliptical
brand mark) must be allowed above, below,

and to the sides of the logo. Maintaining

this distance will ensure that the logo is not
crowded by or linked to other visual elements.

Provide clear space the height of the elliptical mark,
proportional to the final logo size. At no time should
copy or other art fall into this clear area.

Size Limitation
To ensure readability, never reproduce the Diamond
logo smaller than 3/4” (20 mm) in width.

Scaling Trademark Symbols

The U.S. registered trademark symbol “®” must
always accompany the word “Outlast” and the
modifier “Adaptive Comfort”. To ensure reproduction
quality at small sizes, the “®” may need to be
enlarged. When doing so, the “®” may be increased
as much as 200%. The “®” should be centered
vertically on the cross bar of the “t” in “Outlast.” The
“®”should be centered vertically on the cross bar
of the “t”in “Adaptive Comfort®.” The “®” should
maintain a comfortable distance from both “t”s.

DIAMOND LOGO
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INTRODUCTION

The corporate logo is for special use and offers an alternative to the diamond logo when need for
such situations as:

- Reproduction from line art

- Reproduced using difficult techniques (i.e., embroidery)

- Against a busy background or superimposed over a photo

The Special-Use logo is also available with modifiers. Approved modifiers per region are shown below.

THE AMERICAS & ASIA
Outlast® Not Too Hot, Not Too Cold™ logo
Outlast® Adaptive Comfort® logo

EUROPE
Outlast® Adaptive Comfort® logo

Global Brand Identity Guidelines CORPORATE LOGO — FOR SPECIAL USE
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Do not attempt to reconfigure the logo in any
way — use only electronic artwork files.

COLOR APPLICATION - TWO COLOR / ONE COLOR

Color Application

Two-color Application

For any application using two or more colors the
elliptical brand mark prints Outlast® Red or four-

gﬁ?ﬁﬁg%ém Two-color Application color process formula (C:8 M:100 Y:79 K:28).

&

“Outlast®” brand name and trademark

O tlaSt® glranl? Name symbols print black or reverse to white.
l I ac

Background fields must provide adequate contrast to
allow the red/black or red/white logo to read clearly.

One-color Application
All components of the Special-Use logo print black
or reverse to white.

—————— OUTLAST" Red o Outlast® Red
For reverse application, In lieu of Outlast® Red, you may use PANTONE® 187

h black t i
change blacktype In C, the standards for which are shown in the current

) artwork file to white.
Out aSt White edition of the PANTONE® Color Formula Guide.

The color shown here has not been evaluated
by Pantone, Inc. for accuracy and may not
match the PANTONE® Color Standard.

One-color Application
——  Black

For reverse application, change all
t t® ) .
O l I % - Black components in artwork file to white.

&

Global Brand Identity Guidelines CORPORATE LOGO - FOR SPECIAL USE
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Corporate Logo with Modifier

THE AMERICAS AND ASIA

COLOR APPLICATION

&

Outlast

Not too Hot, Not too Cold™

&

Outlast

Not too Hot, Not too Cold™

&

Outlast

ADAPTIVE COMFORT®

&

Outlast

ADAPTIVE COMFORT®

Global Brand Identity Guidelines

Brand mark:
OUTLAST® Red

Brand Name:
Black

Modifier:
OUTLAST® Red, Pantone 646C Blue

Brand mark:
Black

Brand Name:
Black

Modifier:
Black

Brand mark:
OUTLAST® Red

Brand Name:
Black

Modifier:
Black

Brand mark:
Black

Brand Name:
Black

Modifier:
Black

Three-color Application logo
with NTHNTC modifier

One-color Application

Two-color Application
logo with Adaptive
Comfort® modifier

One-color Application

Do not attempt to reconfigure the logo in any
way — use only electronic artwork files.

Color Application

Three-color Application

For any application using three or more colors
use Outlast® Red or four-color process formula
(C:8 M:100 Y:79 K:28) and Outlast® Blue or four-
color process formula (C:74 M:30 Y:3 K:12).

Two-color Application

For any application using two or more colors the
elliptical brand mark prints Outlast® Red or four-
color process formula (C:8 M:100 Y:79 K:28).

“Outlast®” brand name, and trademark
symbols print black or reverse to white.

Background fields must provide adequate contrast to
allow the red/black or red/white logo to read clearly.

One-color Application
All components of the Special-Use logo print black
or reverse to white.

Outlast® Red

In lieu of Outlast® Red, you may use PANTONE® 187
C, the standards for which are shown in the current
edition of the PANTONE® Color Formula Guide.

The color shown here has not been evaluated
by Pantone, Inc. for accuracy and may not
match the PANTONE® Color Standard.

CORPORATE LOGO — WITH MODIFIER



12 | Corporate Logo with Modifier

EUROPE

COLOR APPLICATION

&

Outlast

ADAPTIVE COMFORT®

&

Outlast

ADAPTIVE COMFORT®

Global Brand Identity Guidelines

Brand mark:

OUTLAST® Red

Brand Name:
Black

Modifier:
Black

Brand mark:
Black

Brand Name:
Black

Modifier:
Black

Two-color Application logo with
Adaptive Comfort® modifier

One-color Application

Do not attempt to reconfigure the logo in any
way — use only electronic artwork files.

Color Application

Two-color Application

For any application using two or more colors the
elliptical brand mark prints Outlast® Red or four-
color process formula (C:8 M:100 Y:79 K:28).

“Outlast®” brand name, and trademark
symbols print black or reverse to white.

Background fields must provide adequate contrast to
allow the red/black or red/white logo to read clearly.

One-color Application
All components of the Special-Use logo print black
or reverse to white.

Outlast® Red

In lieu of Outlast® Red, you may use PANTONE® 187
C, the standards for which are shown in the current
edition of the PANTONE® Color Formula Guide.

The color shown here has not been evaluated
by Pantone, Inc. for accuracy and may not
match the PANTONE® Color Standard.

CORPORATE LOGO — WITH MODIFIER
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Isolation Area

In all applications, the Outlast® corporate

ISOLATION AREA, SIZE LIMITATION, SCALING TRADEMARKS logo should be surrounded by adequate clear
space. A minimum distance (the height of the
elliptical brand symbol) must be allowed above,

/) ' 1 below, and to the sides of the logo. Maintaining

I this distance will ensure that the logo is not

crowded by or linked to other visual elements.

!
!

!

!

!

!

| Provide clear space the height of the elliptical

: mark, proportional to the final logo size. At no time
| should copy or other art fall into this clear area.

!
!
!
!
!
!

!
!
!
!
!
!
[
I
|
|
!
!
! Size Limitation

: To ensure readability, never reproduce the corporate
! logo smaller than a 3/4” (20 mm) in width.

Isolation Area
Scaling Trademark Symbols

Minimum Size: The U.S. registered trademark symbol “®” must
3/4” (20 mm) always accompany the word “Outlast” and the
< » modifier “Adaptive Comfort”. The trademark

symbol “™” must always follow the modifier “Not

//)’ too hot, Not too cold”. To ensure reproduction

quality at small sizes, the “®” and “™” may need
OUtlaSt to be enlarged. When doing so, the “®”and/
or“™”may be increased as much as 200%.
The “®”should be centered vertically on the
cross bar of the “t”in “Outlast” and “Adaptive
Comfort”. The “™” should be vertically aligned
with the top of the “d” in “Not too cold”.

ORT®

Scaling Trademark Symbols

Global Brand Identity Guidelines CORPORATE LOGO — WITH MODIFIER
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Not Too Hot, Not Too Cold™

Not Too Hot, Not Too Cold™

USAGE
Not too hot, not too cold™ ...not too hot
Not too hot, not too cold” is a trademark of Outlast Technologies, Inc. and may be used as text with . not too cold

approved copy or as a graphic element to create brand awareness and illustrate the benefits of the just right™
technology. As with all approved copy and graphics, we ask that you adhere to these guidelines to create
consistency in the marketplace. All uses of Not too hot, not too cold™ must be approved by Heather

Manuel (hmanuel@outlast.com) or Barbara Fendt (barbara.fendt@outlast-europe.com) in writing.

For use in text:

Not too hot, not too cold™ must be distinguished from surrounding text and may only be used as

NOT TOO COLD

follows. It may be followed by an ellipsis (three spaced periods) and the phrase “just right”.

NOT TOO HOT

Correct:

Outlast® technology keeps you not too hot, not too cold™.

Outlast® technology keeps you Not Too Hot, Not Too Cold™.

Outlast® technology keeps you not too hot, not too cold™...just right.
Outlast® technology keeps you not too hot, not too cold, just right™.
Outlast® technology keeps you ...not too hot ...not too cold ...just right™.
Outlast® technology keeps you ..not too hot, ...not too cold, ...just right™.

Incorrect:
Not only does Outlast® technology keep you not too hot, it keeps you not too cold™.
NOTE: If you use “not too hot” and “not too cold” separately, do not use the trademark symbol.

Correct:

Not too hot, not too cold™

NOTE: Phrases must be separated by a comma. ...not too hot
...not too cold
...just right™

Global Brand Identity Guidelines NOT TOO HOT, NOT TOO COLD™



15 | Correct / Incorrect Mark Usage

EXAMPLES OF CORRECT AND INCORRECT USAGE OF THE DIAMOND AND SPECIAL-USE LOGOS

Correct Usage Outlast

ADAPTIVE COMFORT"

Incorrect Usage

= /{JJ)
Ouwutlast O

ADAPTIVE COMFORT®  ADAPTIVE comroRTe

Never use a color other
than the specified
Pantone® 877 silver or
black gradient.

Never use a color other
than the Outlast® Red for
the ellipse.

=,
Outlast

ADAPTIVE COMFORT"

Never use the diamond
without the gradient rule.

Correct Usage

Incorrect Usage

&

= =
Outlast Outlas

ADAPTIVE COMFORT™ DAPTIVE COMFORT

<) Outlast

Outlast

ADAPTIVE COMFORT

Do not recolor the
Outlast® logo.

Never use a color other
than the Outlast® Red
for the ellipse.

Do not recolor the
Outlast® logo.

Do not place logo side
by side with Outlast®
brand name.

Global Brand Identity Guidelines

<

Do not recolor the
Outlast® logo.

DS 2
{)})&\& Outlast

5
& ADAPTIVE COMFORT®
o
&

Do not rotate the logo. Never delete sections of

the Outlast® logo.

Outlast <2

ADAPTIVE COMFORT™

Never delete sections of
the Outlast® logo.

Do not rotate the logo. Only use the ellipse on
its own as a watermark

or background element.

CORRECT / INCORRECT MARK USAGE
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ALL PRINTED MATERIAL
Thesis TheSans Light

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Thesis TheSans Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

INTERNET APPLICATIONS AND ELECTRONIC MEDIA
Trebuchet MS

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Global Brand Identity Guidelines TYPOGRAPHY



Colors

PANTONE® COLOR FORMULA GUIDE

The designated colors for Outlast Technologies, Inc. are an integral part of the
graphicidentity and help to define our branded image. It is important to

use only the colors on this page.

PRIMARY COLORS SECONDARY COLORS

RED SILVER BLUE BLACK

PANTONE® 187 C PANTONE® 877 C PANTONE® 646 C PANTONE® Black
C:8 M:100 Y:79 K:28 C:74 M:30 Y:3 K12 C:20 M:o Y:0 K:100

Global Brand Identity Guidelines COLORS
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Writing Styles

WRITING STYLES AND APPROVED COPY

The copy describing Outlast® technology needs to be consistent in the marketplace. Below are general
descriptions for the technology, trademark use and copy specific to each industry. If additional copy
is needed, please contact Heather Manuel (hmanuel@outlast.com) or Barbara Fendt (barbara.fendt@
outlast-europe.com) for approval in writing.

When describing the ONE thing Outlast® technology does:
Outlast® technology enhances products by providing the benefit of proactive temperature regulation

through heat and moisture management.
OR

Products with Outlast® technology absorb heat when you get too warm and release that stored heat
if you start to get cold.

How to talk about Outlast® technology:

Outlast® technology is the original temperature-regulating technology. Outlast® technology balances
your temperature through the use of patented Thermocules™ that absorb and store excess heat,
releasing it when you need it most.

How to use the Outlast® trademark in text (see also “Trademark Guidelines”):
Products with/made with/created with/incorporating Outlast® technology

Outlast® products

Outlast Technologies’ products

Outlast® Thermocules™ continually absorb, store and release excess body heat

A look at Outlast® products:
Outlast® heat and moisture management technology is incorporated into a vast array of products,
from shoes to pillows to beverage labeling, all designed to help you adapt to your environment and
keep you not too hot, not too cold™ but “just right”. Extensive laboratory and field testing has
demonstrated the capability of Outlast® products to help reduce overheating while controlling
perspiration and avoiding chill.

Global Brand Identity Guidelines

The main benefits of products with Outlast® technology:
- Balances temperature
+ Adapts to your thermal needs
+ Reduces overheating
+ Reduces moisture
- Less perspiration
« Less chill
« All day comfort
- Not too hot, not too cold™

WRITING STYLES



Features and benefits of Outlast® technology:

19 | Writing Styles
+ Manages heat to control moisture

Illustrating the benefits of Outlast® technology: + Works to control skin temperature
and reduce perspiration

« Proactive heat and moisture
excess heat next to the skin allowing you to maintain a more balanced temperature. management, not reactive wicking

Products created with Outlast® technology manage the buildup of heat and moisture by absorbing
Products containing Outlast® technology help buffer temperature swings by absorbing excess heat,
helping you stay in your own comfort zone.

Outlast® Thermocules™ continually absorb, store and release excess heat to balance temperature and
reduce moisture.

Products created with the heat and moisture management benefits of Outlast® technology absorb
excess heat so you stay not too hot, not too cold™, but just right.

Define “comfort” in two words or less? Easy. Outlast® technology. Designed to balance temperature by
absorbing excess heat, Outlast® technology means you stay cooler and drier.

Whether it's work, play or a combination of both, Outlast® technology works to buffer against the heat
and humidity caused during activity.

Originally developed for NASA, Outlast® technology helps keep you at a comfortable temperature by
absorbing excess heat as it’s created then releases it when you experience a temperature change.

By absorbing your excess heat as it's created and releasing it as it's needed, Outlast® technology
is actively working to keep you not too hot, not too cold™, but just right.

Global Brand Identity Guidelines WRITING STYLES
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Writing Styles

TESTIMONIALS

Happy, satisfied customers..we love it when they let us know how we’re doing! “Testimonials”
are actual comments from customers who have written, emailed or called to tell us about their
real-life Outlast® technology user experiences™.

When used correctly, testimonials can be extremely powerful tools for crafting the Outlast®
story. They offer an outside opinion about Outlast® technology that can boost a product’s
credibility and help influence buying behavior.

Afew rules on employing Outlast® testimonials:

+ They must be used ‘as-is.’

+ They must be attributed as indicated. An anonymous testimonial seems phony and is
therefore less effective.

+ They must be accompanied by approved copy and/or descriptions of Outlast® technology
and its benefits.

« They may be included on any type of marketing material: websites, brochures, flyers,
information sheets, media releases, print advertisements, product packaging, and more.

+ Any use of Outlast® testimonials must be approved in writing by Heather Manuel or

Barbara Fendt.

*

Outlast Technologies has received express consent from these individuals to
use their comments for marketing and promotional use.

Global Brand Identity Guidelines

Approved Testimonials

Must be attributed to: Deborah Blaney, NYC
“I have an Outlast® blanket and it is my
favorite product EVER - I'll never

give it up! I'm a big fan of your products.”

Must be attributed to: Horia Gusta, Brason, Romania
“I bought a pair of winter boots and | am very
satisfied with their technology inside of them.
Thank you for being there for us mountain lovers!”

WRITING STYLES
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Writing Styles

ACCESSORIES

Gloves
Cold hands make for a miserable day. Stay warm, dry and comfortable all day in gloves with Outlast®
technology. By adapting to your hand’s temperature and buffering against the cold, you can stay

warm without overheating.

Hats + Helmets
Safety doesn’t mean you have to sacrifice comfort. Outlast® technology balances your skin’s

temperature by absorbing and releasing excess heat. The result is cool, dry, comfortable gear.

Safety Products + Protective Gear

By buffering against heat and humidity buildup, pads made with Outlast® technology reduce
the amount of sweat generated during high activity. Outlast® technology keeps you cool, dry,
and comfortable allowing you to focus on your game.

APPAREL

Casual Wear (Pants + Shirts + Shorts + Khakis)

Your skin’s temperature naturally changes throughout the day so why shouldn’t your clothing? By
absorbing excess heat and releasing it when you begin to cool down. Outlast® technology keeps you
from getting too hot or too cold, keeping you comfortable wherever you go.

Tailored Clothing
Whether you're sitting in a meeting or running to catch a cab, Outlast® technology is working to

manage heat and moisture next to skin. By absorbing excess heat as it’s created and releasing it as it’s

needed you'll stay comfortable inside, outside, and everywhere in between.

Jackets + Coats
What a difference a degree makes. Stray just 1° or 2° on either side of your body’s comfort zone and
you'll experience overheating or chills. Outlast® technology works to balance your skin temperature

so you stay not too hot, not too cold™, but just right.

Global Brand Identity Guidelines

Approved Testimonials

Must be attributed to: Outdoor athlete, Age 39
“I've had the opportunity to wear the jacket a few
times and realized after wearing it that | didn’t
notice it at all -- and that’s a good thing. | was
comfortable. So, I'm not sure what’s going on
there... but | will say | had a good experience.”

Must be attributed to: Kristen Ulmer,
World-class extreme skier

“Unbelievable. | hiked and never took a layer off.
I wore this with the Outlast® Fleece Pullover and
my jacket - even left my helmet and goggles on
-and didn’t overheat, or get too sweaty.”

WRITING STYLES
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Writing Styles

KNITWEAR

Golf Polos

From the golf course to the clubhouse, stay comfortable in clothes made with Outlast® technology.
Outlast® technology is constantly working to manage heat and moisture resulting from temperature
swings, allowing you to stay comfortable and dry throughout the day.

UNDERWEAR

Base Layers

Most base layers keep you warm, but it’s the ability to keep you from overheating that makes base
layers made with Outlast® technology different. Outlast® technology stores the excess heat you
create when active and releases it when you rest, so you can stay warm and dry anywhere on the
mountain.

Intimates
Intimates made with Outlast® technology respond to changes in skin temperature so that every
moment of every day feels just right.

Global Brand Identity Guidelines

Approved Testimonials

Must be attributed to: Focus Group Participant, NYC
“When I first put the jacket on there was a real sensation,
almost cold, now it’s just there but it’s not too hot or too
cold. If it was my standard leather jacket | believe | would be
sweating right now. This stuff is really kind of unbelievable!”

Must be attributed to: John Nelson, Minneapolis, MN
“I was comfortable regardless of the level of activity—ice
skating, shoveling, taking out the garbage, working
late in the evening or early in the morning.”

WRITING STYLES
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Writing Styles

FOOTWEAR

Sport + Outdoor

Nothing will ruin your day faster than cold feet. Outlast® technology allows you to stay comfortable on
the hill and on the lift. By buffering against temperature swings, Outlast® technology keeps your feet
warm, dry, and comfortable throughout the day.

You can stop exercising whenever you want, but hot, irritated feet can no longer be the reason. Outlast®
technology manages heat and moisture created during high activity. The result is less sweat and cool,
dry, comfortable feet.

Have you ever had to leave your shoes outside because they were just, well, not suitable to be brought
indoors? Maybe it’s time you got some shoes with Outlast® technology. Designed to buffer against
heat and humidity buildup, shoes with Outlast® technology help reduce sweat so you stay dry and
comfortable.

Casual + Dress
Spend all day in a pair of leather shoes and you have sweaty, uncomfortable feet. Outlast® technology
is designed to balance temperature so your feet can stay cool, dry, and comfortable all day long.

Safety + Work (Utility)
Blisters on your feet no longer have to be the proof of a hard day’s work. By reducing sweat, Outlast®
technology keeps your feet drier, more comfortable, and less likely to blister.

Socks
Socks made with Outlast® technology manage heat and humidity caused by activity. The result is cool,
dry,comfortable feet.

Insoles
Outlast® technology is designed to balance temperature by absorbing your excess heat so your feet
stay not too hot, not too cold™...just right.

Global Brand Identity Guidelines

Approved Testimonials

Must be attributed to: Tim Hatfield, Coeur d’Alene, ID

“I purchased a pair of shoes that had the Outlast®
technology and | found that during and after my workouts
my feet were actually much, much drier and they felt
cooler. | was totally amazed.”

Must be attributed to: Cindy Gagnon, Niwot, CO
“Here is where | noticed a difference. | have
previously had overly warm feet indoors, with other
shoes during this aerobic/weight training class. |
definitely had much drier feet during and after the
indoor workouts and my feet didn’t overheat.”

WRITING STYLES
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SEATING

Who is not familiar with the following scenario? You are sitting comfortably in your living room, on your
sofa, but slowly it becomes uncomfortably warm and you begin to sweat. However, with seating using
Outlast® technology, overheating and sweating is reduced by managing heat build up next to skin.

MILITARY
Safety doesn’t mean sacrificing comfort. Outlast® thermal regulation technology conserves energy by
reducing the body’s need to regulate skin temperature. The result, better performance and focus.

LABELING AND PACKAGING

It's like a built-in coozie for your beverage. The heat of your hand can warm your beverage while you
hold it. But, with the Cold Wrap™ label, Outlast® Thermocules™ keep the heat of your hand away from
your beverage so your beverage stays colder, longer.

The Outlast® Cold Wrap™ — the fusion of rocket science and refreshment. Originally developed for
NASA, Outlast® technology helps keep your cargo colder, longer by deflecting heat from the packaging.

Global Brand Identity Guidelines WRITING STYLES
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Global Brand Identity Guidelines

Outlast® Logo / Space Logo Combination

INTRODUCTION

OUTLAST TECHNOLOGIES IS A “CERTIFIED SPACE TECHNOLOGY™”:
DESIGNATION FROM THE SPACE FOUNDATION

Who is the Space Foundation?

The Space Foundation is a consumer awareness initiative supported by NASA and the aerospace
industry. Headquartered in Colorado Springs, CO, it is a national non-profit organization whose
mission is to vigorously advance and support civil, commercial, and national security space endeavors
and educational excellence. Founded in 1983, the Foundation has developed an aggressive branding
program designed to certify products that originate from space-related technology or that utilize
space-derived resources for consumer benefit. The Space Foundation has become one of the world’s
premier, non-profit organizations supporting space activities, space professionals, education, and the
business that has emerged from space industries. For more information about the Space Foundation
and its certified products, visit www.spacefoundation.org.

What is Certified Space Technology?

The Space Certification Program provides special recognition for companies that produce and

market space technologies to improve the world in which we live. The Certified Space Technology™
designation is given to a product that is the direct result of technology developed for space programs,
or advancements and improvements in such technology.

Why is the certification important to Outlast?

The patented Outlast® phase change technology was originally developed for NASA in the late
1980’s for use in space. The Certified Space Technology™ designation validates the fact that Outlast®
technology is a legitimate space technology.

How can the certification benefit Outlast’s partners?

Manufacturers using Outlast® technology — through a sub-licensing agreement with Outlast and
using the company’s guidelines — can support the marketing and promotion of their products
with the Certified Space Technology™ designation. This important tool offers another point of
differentiation for their products containing Outlast® technology.

CERTIFIES

~
SCHnoLOS

Registered trademark of the Space Foundation,
an initiative of the aerospace industry and NASA.
Patented Outlast® Phase Change Technology is
recognized by NASA as Certified Space Technology™.

OUTLAST® LOGO / SPACE LOGO COMBINATION
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What are the costs to Outlast® Partners?
Partners pay $1,000/year and the cost of the stickers or promotional material that they want to use, as For more information on

approved in writing by Outlast. a sub-license, contact:
Heather Manuel
303.381.2106
All of these fees are made payable to the Space Foundation AFTER the sub-licensee agreement is signed hmanuel@outlast.com
with Outlast.
or in Europe please contact:
Barbara Fendt
+49.7321.272 2713
fee or any expense required for certification. Outlast has paid those fees. barbara.fendt@outlast-europe.com

Since our partners will be sub-licensees, they will NOT be required to pay an application fee, investigation

LOGO USAGE GUIDELINES
The Space Foundation logo can be used only in conjunction with the Outlast® logo and cannot be any
bigger than 2/3 the size of the Outlast® logo.

OUTLAST® LOGO / CERTIFIED SPACE TECHNOLOGY LOGO COMBINATION
Do not attempt to reconfigure the logo in any way - use only electronic artwork files.

4

ast The proportions of the various components of the logo must not be changed.

Out

ADAPTIVE COMFORT®

“ADAPTIVE COMFORT®” may not be translated in any language but may only be used
in (the written language provided) English.

s SPACE LOGO TRADEMARK REQUIREMENTS

@ The Americas and Asia:

Registered trademark information must be included somewhere on materials.

Registered trademark of the Space Foundation,
an initiative of the aerospace industry and NASA.
Patented Outlast® Phase Change Technology is

recognized by NASA as Certified Space Technology™. Euro pe:

Registered trademark information must be included directly under Outlast® logo
as displayed to the left and on page 25.

<
Outlast

CERTIFIES

~ &
S$ChnoLOS

Global Brand Identity Guidelines DIAMOND LOGO / SPACE LOGO COMBINATION
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DIAMOND LOGO - COLOR APPLICATION - FOUR COLOR / SPOT COLOR / ONE COLOR

=]
Outlast

ADAPTIVE COMFORT"

ZERTIFIES
g
Registered trademark of the Space Foundation,

an initiative of the aerospace industry and NASA.
Patented Outlast® Phase Change Technology is

recognized by NASA as Certified Space Technology™.

Global Brand Identity Guidelines

=
Outlast

ADAPTIVE COMFORT"

Registered trademark of the Space Foundation,
an initiative of the aerospace industry and NASA.
Patented Outlast® Phase Change Technology is
recognized by NASA as Certified Space Technology™.

FOUR-COLOR PROCESS

The artwork file is set up for four-color
process printing. Color builds assigned
in artwork file may not be modified.
blue: C:74 M:30 Y:3 K2

red: C:8 M:100 Y79 K:28
space blue: C:100 M:72 Y:0 K18
spacered: C:0 M:100: Y:68 K:0

SPOT-COLOR PROCESS
blue: PANTONE® 646 C
red: PANTONE® 187 C

space blue: PANTONE® 280 C
spacered: PANTONE®192 C

ONE COLOR

All components print black or
white, depending on the contrast
needed with the background.

DIAMOND LOGO / SPACE LOGO COMBINATION
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In all applications, the Outlast® logo should be
surrounded by adequate clear space. A minimum
distance (the height of the ellipse) must be allowed

P e e e - - above, below and to the sides of the logo. Maintaining
this distance will ensure that the logo is not

crowded by or linked to other visual elements.

DIAMOND LOGO - ISOLATION AREA, SIZE LIMITATION — Refer to page 9

ADAPTIVE COMFORT"

CERTIFIES

£
LShnoLoS

Registered trademark of the Space Foundation, an
initiative of the aerospace industry and NASA.

Patented Outlast® Phase Change Technologyis 1

w fecognized by NASA as Certified Space Technology',,

Size Limitation: 3/4” (20 mm)

Global Brand Identity Guidelines DIAMOND LOGO / SPACE LOGO COMBINATION
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29| Corporate Logo / Space Logo
Combination processpinting. oo s g

in artwork file may not be modified.
CORPORATE LOGO - COLOR APPLICATION - FOUR COLOR / SPOT COLOR / ONE COLOR blue: C:74 M:30 Y:3 Ki12

NOTE: This option is only available to the Americas and Asia. red: C:8 M:100 Y:79 K:28
space blue: C:100 M:72 Y:0 K:18

spacered: C:0 M:100: Y:68 K:0

SPOT-COLOR PROCESS
SShnoLoS” blue: PANTONE® 646 C

red: PANTONE® 187 C
space blue: PANTONE® 280 C
spacered: PANTONE®192 C

<D
Outlast

1 @ ONE COLOR
ut aSt pohnorocd All components print black or white, depending

on the contrast needed with the background.

FOR USE ON A DARK BACKGROUND

&

ceRTEEy
»@“
ChnoLo®

Outlast

Outlast' |

FOR USE ON A DARK BACKGROUND

Global Brand Identity Guidelines CORPORATE LOGO / SPACE LOGO COMBINATION



ISOLATION AREA

Corporate Logo / Space Logo
Combination Soroundod by sdequteclst o, A i

distance (the height of the ellipse) must be
allowed above, below and to the sides of the logo.

Maintaining this distance will ensure that the logo is
CORPORATE LOGO - ISOLATION AREA, SIZE LIMITATION - Refer to page 14 not crowded by or linked to other visual elements.

Minimum Size: 1.5” in width

<
Outlast |

Global Brand Identity Guidelines CORPORATE LOGO / SPACE LOGO COMBINATION
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Trademark Usage

GUIDELINES

Outlast Technologies, Inc., owns many valuable trademarks that identify and distinguish our products
from those of other companies. The Outlast® trademarks are well known and signify to our customers
that they are buying quality, state of the art products. These guidelines are subject to change. It is
your responsibility to comply with the most current version. Please refer to outlast.com for the latest
updates in PDF format.

Outlast at a glance:
+ Outlast Technologies, Inc. = company

+ Outlast = company

+ Outlast® technology = technology

+ Outlast® Thermocules™ = microencapsulated phase change materials
+ Thermocules™ = microencapsulated phase change materials

Outlast Technologies trademarks:
+ Outlast® technology

+ Outlast® Cold Wrap™ / Cold Wrap™

+ Outlast® Thermocules™ / Thermocules™

+ Not too hot, Not too cold™ / Not too hot, Not too cold™, ...just right
+ ..nottoo hot ..not too cold ..just right™

Examples of correct usage:
+ Apparel with Outlast® technology

+ Outlast® outerwear collection
- Outlast Technologies’ footwear

Examples of incorrect usage:
+ Baselayers with Outlast®

- Outlast’s accessories

- Qutlast® Nike shoes

Global Brand Identity Guidelines

Prominent Uses: A trademark symbol is required
on all prominent uses of Outlast® marks, such
as in advertising, catalogues, promotions,
brochures, hangtags, websites, Podcasts, etc.

First use in text: A trademark symbol is required upon the
first use of an Outlast® mark in text or body copy, even if
the mark has appeared with a trademark symbol in the
same piece, such as in a headline. A trademark symbol is
not required for any subsequent use of a mark in the same
text, unless use of the symbol would avoid ambiguity.

Do not translate:

All trademarks are restricted from being manipulated
or translated into any other language besides English.

TRADEMARK USAGE
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Trademark Usage

PROPER USE OF TRADEMARK SYMBOLS

Always follow these rules when using Outlast® trademarks:

A trademark should be distinguished from surrounding text, i.e. printing it in CAPITALS, italicized
text, bold faced text, Initial Capitalization, putting the mark in “quotation marks,” and/or using the
appropriate trademark symbol.

Correct: Products with Outlast® technology

Incorrect: Products with outlast®

1. Outlast trademarks are proper adjectives, not nouns or verbs, and must always be followed by generic or
common names (this includes reference to licensed products). The trademark should never be used alone
when it appears in text (it may, however, stand alone on a label incorporated in/on any type of product).
Correct: labels with Outlast® technology

Correct: products with Outlast® technology

Incorrect: Outlast® Nike Air Jordan

NOTE: “Outlast” may stand alone in text when it refers to the company.
Example: Outlast is a pioneer in phase change technology.

2. Never use the trademarks in plural or possessive form (unless referring to the company name
- Outlast Technologies, Inc.).

Correct: Outlast® footwear collection

Incorrect: A footwear collection made of Outlast’s materials

3. Never alter, shorten, abbreviate or use alternate spellings of trademarks.
Correct: “Not too hot, not too cold™”
Incorrect: “Never too hot... never too cold™”

4.Do not combine Outlast trademarks with other trademarks or other words to form new trademarks.

Correct: Nike shoes containing Outlast® technology
Incorrect: Outlast® Nike shoes

Global Brand Identity Guidelines

Logos: A trademark symbol is required
with every use of an Outlast® logo.

TRADEMARK USAGE
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LAW LABELS:

A law label is a legally required tag or label on new items describing the fabric and filling. Typically For the Americas and Asia it should be written as follows:
% Outlast® acrylic

these tags begin with a phrase such as “This tag may not be removed under penalty of law except by
% Outlast® viscose

the consumer.” Labeling laws vary between product categories and countries. The section serves as a
% Outlast® polyester

general guide for law labels. For specific requirements please check with the trade organization for the

country you will be selling products into. US and Asia example:
36% Outlast® viscose, 24% cotton, 40% polyester

Below isan example of a common law label and a description of what information needs to be included. For Europe it should be written as follows:

% viscose Outlast®
% acrylic Outlast®

o ®
UNDER PENALTY OF LAW % polyester Outlast

St THIS TAG NOT TO BE REMOVED

Space for stitching

always present. ‘ EXCEPT BY THE CONSUMER

ALL NEW MATERIAL CONSISTING OF

Preceded by two letter Space for description Europe example:

abpravmtmn of state of of filling materials stated 36% viscose Outlast®, 24% cotton, 40% polyester .
which Reg. No. or Lic. No. as a percentage by weight,

was obtained from. REG.NO OR LIC. NO. listed by the greatest

percentage first.

Certification is made by the manufaturer
that the materials in this article are described Statement always present

in accordence with law. or Manufactured By, Sold By

Made By

COMPANY NAME In states requiring this
Address information, optional
City, State, Zip in all other states.
In states requiring

this information. Date of Delivery

Style:
XXXXXX
XXXXX

FEDERAL REQUIREMENT:

PIN NO.

Filling

Cover: , Optional in all states,

MADE IN THE USA

In states requiring DISTRIBUTOR NAME
this information
for specified products. Excluding Ornamentation,
This Down Product Contains
A Percentage Of Feathers
Not Exceeding Amount

Allowed By Law

|v' |

2345678090

Global Brand Identity Guidelines LAW LABELS
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FOR MORE INFORMATION, PLEASE CONTACT:
The Americas & Asia

Heather Manuel
303.381.2106
hmanuel@outlast.com

Outlast Technologies

5480 Valmont Road, Suite 200
Boulder, CO 80301

USA

main: 303.581.0801
fax:303.581.9029
outlast.com

Europe

Barbara Fendt

+49.7321.272 2713
barbara.fendt@outlast-europe.com

Outlast Europe GmbH
In den Seewiesen 26/1
D-89520 Heidenheim
Germany

main: +49.7321.272 27 0

fax:+49.7321.272 2710
outlast.com

Global Brand Identity Guidelines CONTACT INFORMATION



