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Pratt & Whitney Communications If you were unable to find the information you

To ensure brand and message consistency, need from this visual identity standards site,
P&W Communications works strategically please contact:
with business units to provide guidance on

communications activities. Richard Connelly

Global Brand Manager
richard.connellyjr@pw.utc.com

[ ETER E L EY )
Head of Global Brand & Strategic Events
maria.mandato@pw.utc.com

This book captures the essence of the Pratt & Whitney brand—the
functional, emotional and strategic core of our business. It casts our
unigue value in a more resonant, human language and establishes
the framework for sharing our story, internally and externally.

Recognized worldwide, the Pratt & Whitney brand is reflected in all
aspects of our internal and external businesses. By communicating
ina consistent and unified manner and adhering to established brand
standards, we increase both the visibility and understanding of our
brand among target audiences while building brand value. Therefore,
Itis everyone's responsibility to adhere to our visual identity
standards and Brand Policy.
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BRAND PLATFORM U U R P U R P US E Our Purpose is our reason for being that
PRATT & WHITNEY inspires and guides every decision we make .

BRAND IDENTITY GUIDELINES

We believe that powered flight has, and will
continue to, transform the world. So we wor
with an explorer's heart and perfectionist's
grit to design, build, and service the world's
most advanced and unrelenting aircraft
engines. To turn flight's possibilities into

realities for our customers.




BRAND PLATFORM U R NA R R A'l' | VE The Narrative is our reason for being,

PRATT & WHITNEY U expressed in a few short paragraphs.

BRAND IDENTITY GUIDELINES It provides context and tone to help
inform all our communications.

At Pratt & Whitney, we believe flight is an engine for human progress.

An instrument to rise above boundaries, connect peaple, grow economies
and protect the world. So, together with our partners, we work with

an explorer's heart and a perfectionist’s grit to advance it.

The magnitude of flight both humbles and motivates us. It demands vision
and relentless attention to detail. It requires dependable teams that deliver
the highest quality products and services. And, empowered people willing
to do the right thing in the best interest of our customers.

Every day we rise to that challenge, with state-of-the-art engines that
carry people reliably to their destinations. Service experts who provide
the care and intelligence to keep aircraft flying. Generations of innovators
working together to transform aviation.

We love what we do, because we believe flight unleashes the world to go beyond.

Photos used on this page are "For Placement Only" (FPO)
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BRAND PLATFORM

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

OUR TAGLINE

Our Tagline is the shorthand for our Purpose.
It shows up as our signature across a wide
range of internal and external applications.
It cannot be used as a standalone heading

or tagline; it must appear with our eagle logo.

G0 BEYOND

(A charge to drive progress)

Photos used on this page are "For Placement Only" (FPO)
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BRAND PLATFORM P U S |'|'| U N | N G Our Positioning Statement is our one ownable
PRATT & WHITNEY idea that makes us desirable to customers
BRAND IDENTITY GUIDELINES S-l-A-l-EM EN-l- and different from our competitors.

We meticulously design, build and service
the world's most advanced, unrelenting
aircraft engines to transform aviation and
unleash human progress.




FPO
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COMMUNICATION ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Our Pratt & Whitney Communication
Elements are:

ELEMENT1

Element 1 is the Pratt & Whitney eagle
logo. It is the lead visual mark for the
entire organization.

ELEMENT 2

Element 2 is the business unit. It provides
context to specific products and services.

ELEMENT 3

Element 3 is the specific product or service
we offer.

ELEMENT 4

Element 4 is the UTC endorsement line,
which connects us to our parent company.

Photos used on this page are "For Placement Only" (FPO)
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COMMUNICATION
ELEMENTS QVERVIEW

ELEMENT I

ELEMENT 2

BUSINESS UNIT

ELEMENT3
PRODUCT & SERVICE

ELEMENT 4

A UNITED TECHNOLOGIES COMPANY

Our Communication Elements identify who
we are and provide context to everything we
communicate. Each element serves a unique
purpose and owns a specific place inside the
visual hierarchy. Use the following guidelines
to ensure we maintain consistency across all
our communications.

COMMUNICATION ELEMENTS EXAMPLE

ELEMENTI

ELEMENT 2 ———

ELEMENT 3 —

ELEMENT 4 ————

FPO

2.2



COMMUNICATION ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

ELEMENTT:
FAGLE LOGO

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork
and should never be typeset or altered.

To ensure we represent Pratt & Whitney in

a consistent way, only use approved artwork
of the eagle logo.

PLACEMENT
The preferred position of the eagle logo is the
top left corner of the page.

PRATT & WHITNEY EAGLE LOGO

If the preferred position cannot be used,
place the eagle logo at the bottom left corner
of the page. If the eagle logo must be placed
at the bottom or upper right corner of the
page, remove the tagline.

PRINT EXAMPLE

Photos used on this page are "For Placement Only" (FPO)
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FPO

Our eagle logo is the symbol of our company
and should be used to represent us in our
communications at all times. It should always
take the highest role in the layout hierarchy.

Please refer to the Pratt & Whitney Identity
section for more information on application
of the eagle logo.

DIGITAL EXAMPLES

FPO

FPO

TRADE SHOW EXAMPLE

2.3



COMMUNICATION ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

TYPOGRAPHY

Use Flama Condensed Bold in all uppercase
for business units. Open tracking is 20pts.

SCALE

When headline is horizontally placed,
make the business unit the width of "X,"
as illustrated on this page. "X" is equal to
the width of the headline's first two letters.
If the application is small enough that

it compromises legibility then make the
business unit the width of the headline's
first line.

When headline is vertically placed, make the
business unit the width of "Y," as illustrated
on this page. "Y" is equal to the font height
of the headline. If there are two lines, make
the business unit the width of "Z." "Z" is equal
to the distance of the baselines between the
two lines.

PLACEMENT

The business unit is placed directly above the
main headline. Left-align the business unit to
the headline. The business unit always reads
left to right on a horizontal plane.

COLOR OPTIONS

Use the same color applied to the headline
for the business unit.

Photos used on this page are "For Placement Only" (FPO)
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ELEMENT 2:
BUSINESS UNIT

SCALE & PLACEMENT
X

BUSINESS UNIT

The inclusion of business units help
associate our products and/or services
with the markets they serve. Use of the
business unit is optional depending on
application. Consult your business leader
or Communications Team as needed.

Y BUSINESS UNIT

BUSINESS UNIT

FPO

2.4



COMMUNICATION ELEMENTS E LE M E N'l' 3, Our product and service names will often
PRATT & WHITNEY . be the centerpiece of our communications.

BRAND IDENTITY GUIDELINES PRODUCT & SERVlCE

APPLICATION PRODUCT & SERVICE OFFER EXAMPLES
Product and service names and information

exist within the headlines, secondary

headlines and body copy as the main

content of the page. No special treatment

should be applied to a product or service.

PRODUCT PRODUCT PRODUCT

Refer to the Visual System Elements section
for correct color and typographic application.

FPO

Photos used on this page are "For Placement Only" (FPO)
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COMMUNICATION ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork
and should never be typeset or altered.
To ensure we represent Pratt & Whitney
in a consistent way, only use approved
artwork of the stylized product or service.

SCALE

When headline is horizontally placed, make
the wordmark the width of "X," as illustrated
on this page. "X" is equal to the width of the
headline's first two letters. If the application
is small enough that it compromises legibility
then make the wordmark the width of the
headline's first line.

When headline is vertically placed, make the
wordmark the width of "Y," as illustrated on
this page. "Y" is equal to the font height

of the headline. If there are two lines, make
the wordmark the width of "Z." "Z" is equal
to the distance of the baselines between the
two lines.

PLACEMENT

The wordmark must always be in relation
to the Pratt & Whitney eagle logo. Place
the wordmark directly above the headline.
Left-align the wordmark to the headline.

COLOROPTIONS
Use the same color applied to the secondary
headline for the product or service.

Apply no more than one color to the stylized
product or service. Use black or white when
four color reproduction is not possible.

JUNE2018 | ISSUET.S

STYLIZED PRODUCTS

& SERVICES

STYLIZED PRODUCT OR SERVICE EXAMPLE

PRATT & WHITNEY

GTF

SCALE & PLACEMENT
X

WORDMARK

A product or service may require a stylized
appearance to differentiate itself from
competitors in the market. These are special
scenarios and need to be approved by the
Communications Team.

To avoid competing with our eagle logo,
stylized products and services always live
as wordmarks, never as symbols or icons.

WORDMARK

The development of any stylized wordmark
for a product or service should follow the
guidelines set out in this document.

The use of business units is optional with
a stylized product or service.

L WORDMARK

2.6



COMMUNICATION ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved artwork of the UTC
endorsement line.

PLACEMENT

On the page, the preferred position of
the UTC endorsement line is the bottom
left corner.

If the preferred position cannot be used,
place the endorsement line to the right of the
eagle logo on the page. The endorsement
line may also be placed at the bottom right
corner of the page as a last option.

Photos used on this page are "For Placement Only" (FPO)
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ELEMENT 4:
UTC ENDORSEMENT
LINE

UTC ENDORSEMENT LINE

The endorsement line "A United Technologies
Company" (UTC) is our link to our parent
corporation. It should accompany the eagle
logo on externally-facing materials that
require a UTC endorsement. Please check
with the Communications Team when
clarification is needed.

A UNITED TECHNOLOGIES COMPANY

PLACEMENT

UTC ENDORSEMENT LINE ————

FPO

Please refer to pages 3.13-3.17 for more
information on application of the UTC
endorsement line.

27
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PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

EAGLELOGO

This is most commonly used for applications
(such as brochure covers, banners and
billboards) that require a logo larger than 1"
in height. Refer to pages 3.3-3.5 and 3.9 for
more information on the master eagle logo.

SMALL EAGLELOGO

This is most commonly used for applications
that require a logo smaller than 1" in height
and for production needs (such as foil
printing and embroidery). Refer to page 3.6

for more information on the small eagle logo.

LEFTFACING EAGLE LOGO
Refer to page 3.7 for more information
on the left facing eagle logo.

EAGLE LOGO IN FRENCH
Refer to page 3.19 for more information
on the eagle logo in French.

SMALL EAGLE LOGO IN FRENCH
Refer to page 3.20 for more information
on the small eagle logo in French.

JUNE2018 | ISSUET.S

FAGLE LOGO
OVERVIEW

EAGLELOGO
(MASTER)

Our eagle logo represents who we are, what
we do and what we stand for.

This page is an overview of all eagle logo
versions and their reference pages. Select
the eagle logo version that best suits the
application use.

EAGLE LOGO IN FRENCH

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved logo artwork.

3.2



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

JUNE2018 | ISSUET.S

FAGLE LOGO

EAGLE LOGO
FULL COLOR

The eagle logo is the full color version of the
Dependable Engines eagle graphic.

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved logo artwork.

3.3



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

FULL COLOR EAGLE LOGO

The preferred treatment is the full color
version of the eagle logo.

GRAYSCALE EAGLE LOGO

Use the grayscale eagle logo to keep
the integrity of the full color version when
four color reproduction is not possible
(e.g. newspapers).

BLACK EAGLELOGO

Use the black eagle logo when four color
reproduction is not possible. Apply the black
eagle logo on light backgrounds.

WHITE EAGLE LOGO

Use the white eagle logo when four color
reproduction is not possible. Apply the white
eagle logo on dark backgrounds.

The color blocks shown here represent
background colors, not holding shapes.

JUNE2018 | ISSUET.S

FAGLE LOGO
COLOR OPTIONS

FULL COLOR EAGLE LOGO
PREFERRED

GRAYSCALE EAGLE LOGO

\ & WA
S

BLACK EAGLE LOGO

WHITE EAGLE LOGD

3.4



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

CLEAR SPACE

To create maximum impact, our eagle logo
should always stand out from other elements.
Keep the eagle logo clear of text, images and
graphics by maintaining the minimum clear
space on all sides. The preferred clear space
is equal to “1/4 of X,” as illustrated on this
page. For digital applications use “1/8 of X”
for the preferred clear space. “X” is equal to
the height of the eagle logo.

SIZE

Use the eagle logo for applications (such as
brochure covers, banners and billboards) that
require a logo larger than 1" in height.

Use the small eagle logo for logo sizes at or
smaller than 1" in height. Refer to page 3.6
for more information on the small eagle logo.

JUNE2018 | ISSUET.S

FAGLE LOGO CLEAR
SPACE & MINIMUM SIZE

CLEAR SPACE

1/4X

DIGITAL CLEAR SPACE

1/8X

3.5



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

CLEAR SPACE

Follow the same guidelines set on page
3.5 for clear space around the small
eagle logo, as illustrated on this page.

SMALL EAGLE LOGO

MINIMUM SIZE

The minimum size of the small eagle logo
is 0.5" in height. For digital applications the
minimum size of the small eagle logo is
32 pixels in height. Sizes smaller than this
will compromise legibility and presence.

COLOR OPTIONS
Follow the same guidelines set on page
3.4 for the preferred color use of the small

]H

eagle logo.

BACKGROUND COLOR

Follow the same guidelines set on page MINIMUM SIZE
INCORRECT USE

Follow the same guidelines set on page
3.9 for incorrect use of the small eagle logo.

TAGLINE USE

Follow the same guidelines set on pages
3.10-3.12 for the use of the "Go Beyond"
tagline in relation to the small eagle logo.

UTC ENDORSEMENT LINE USE

Follow the same guidelines set on pages
3.15-3.17 for the use of the UTC Endorsement
line in relation to the small eagle logo.

UNITED TECHNOLOGIES SIGNATURE USE

Follow the same guidelines set on page

3.18 for the use of the United Technologies
Signature in relation to the small eagle logo.

JUNE2018 | ISSUET.S

SMALL EAGLE LOGO

Use the small eagle logo for logo sizes at or
below 1" in height. Details within the small
eagle logo's illustration have been reduced
for small scale and production needs.

Do not use the small eagle logo for
applications that require the logo to be larger
than 1" in height. Different rules may apply
to specific production needs such as foil
stamping or embroidery.

DIGITAL MINIMUM SIZE

32PX

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved logo artwork.

3.6



::/:\T'I'TT&&WV::I,\"I'EI:EYIDENTITY LEFT FAC'NG
BRAND IDENTITY GUIDELINES EAGI_E LUGU

When applying the eagle logo on an engine LEFT FACING EAGLE LOGO
(or nacelle) or vehicle the eagle should FULLCOLOR
face forward.

The left facing eagle logo can only be used
for an engine (or nacelle) or vehicle.

SIZE

The left facing eagle logo must be greater
than 1" in height when applied.

CLEAR SPACE

1/4X

JUNE2018 | ISSUET.S



EAGLE LOGO
BRAND IDENTITY GUIDELINES BACKGRUUND CULUR

PREFERRED COLORS PREFERRED

The preferred treatment is the full color
version of the logo on a white background.

BACKGROUND COLORS

On light and dark backgrounds, use the eagle
logo full color version.

When placing the eagle logo over an image,
position it where the background offers clear
space and the most contrast.

The color blocks shown here: represent BACKGROUND COLORS
background colors, not holding shapes.

Photos used on this page are "For Placement Only" (FPO)
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PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

A -
B -

C-

D-

E -

F-
G-

H-

Do not change the color of the eagle logo.

Do not modify the order or placement
of the elements.

Do not alter the proportions of the
elements.

Do not modify the typography within
the eagle logo.

Do not place the eagle logo within
a holding shape or a color block.

Do not add drop shadows.

Do not add to or alter the elements of
the eagle logo. This includes modifying
the logo to represent a business unit
or group.

Do not rotate or change the directions
of the elements.

Do not change the text content within the
eagle logo.

J — Do not place the eagle logo over

K-

L -

a background that provides little to
no contrast for the elements.

Avoid textured backgrounds when
placing the eagle logo over photography
as this may affect visibility.

Do not place objects within the eagle
logo's clear space.

JUNE2018 | ISSUET.S

FAGLE LOGO
INCORRECT USE

-/
-/

%
y 2|

The examples on this page demonstrate
incorrect reproductions of the eagle logo.

3.9



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

ONLY USE APPROVED ARTWORK

To ensure we represent Pratt & Whitney
with our tagline in a consistent way, only
use approved artwork.

CLEAR SPACE

Keep our eagle logo + tagline clear of text,
images and graphics by maintaining the
minimum clear space on all sides. The
preferred clear space is equal to “1/4 of

X,” as illustrated on this page. For digital
applications use “1/8 of X" for the preferred
clear space. “X” is equivalent to the height
of the eagle logo.

JUNE2018 | ISSUET.S

FAGLE LOGO + TAGLINE

HORIZONTAL ALIGNMENT

CLEAR SPACE

Our tagline “Go Beyond” should be used
in close proximity to the Pratt & Whitney
eagle logo. The elements have been

created in a fixed proportional relationship.

The approved application of the vertical
alignment can be found on pages 6.7-6.8
within the trade show examples.

VERTICAL ALIGNMENT

CLEAR SPACE

14X

The eagle logo can be used independently
from the tagline. The tagline graphic cannot
be used independently from the eagle logo.

GO BEYOND _] vex

14X

GO BEYOND '

GO BEYOND

3.10



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

FULL COLOR EAGLE LOGO

The preferred treatment is the full color
version of the logo on a white background
with a single color tagline in P&W Blue.

GRAYSCALE EAGLE LOGO + TAGLINE

Use the grayscale eagle logo + tagline to
keep the integrity of the full color version
when four color reproduction is not possible
(e.g. newspapers).

BLACK EAGLE LOGO + TAGLINE

Use the black eagle logo + tagline when
four color reproduction is not possible.
Apply the black eagle logo + tagline on
light backgrounds.

WHITE EAGLE LOGO + TAGLINE

Use the white eagle logo + tagline when
four color reproduction is not possible.
Apply the white eagle logo + tagline on
dark backgrounds.

BACKGROUND COLORS

On a dark background, use the eagle logo full
color version and reverse the tagline to white.

When placing the eagle logo over an image,
position it where the background offers clear
space and the most contrast.

The color blocks shown here represent
background colors, not holding shapes.

Photos used on this page are "For Placement Only" (FPO)
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FAGLE LOGO + TAGLINE
COLOR OPTIONS

FULL COLOR EAGLE LOGO
PREFERRED

GO BEYOND

GRAYSCALE EAGLE LOGO + TAGLINE ~ BLACK EAGLE LOGO + TAGLINE

GO BEYOND GO BEYOND

= el

BACKGROUND COLORS

GO BEYOND GO BEYOND

WHITE EAGLE LOGO + TAGLINE

GO BEYOND

DP9 cosevonn

FPO FPO
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PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

A — Do not change the color of the eagle logo

or tagline.

B — Do not modify the order or placement
of the elements.

C — Do not alter the proportions of
the elements.

D — Do not modify the typography of
the tagline.

E — Do not place eagle logo + tagline within
a holding shape or a color block.

F — Do not add drop shadows.

G — Do not add elements to the eagle logo
+ tagline.

H — Do not rotate or change the directions
of the elements.

| — Do not change the tagline text content.

J — Do not place the eagle logo + tagline
over a background that provides little
to no contrast for the element.

K — Avoid textured backgrounds when
placing the eagle logo + tagline over
photography as this may affect visibility.

L — Do not place objects within the clear
space of the eagle logo + tagline.

JUNE2018 | ISSUET.S

FAGLE LOGO + TAGLINE

INCORRECT USE

GO BEYOND
LOREMIPSUMVEROS

GO BEYOND

The examples on this page demonstrate
incorrect reproductions of the eagle logo
and tagline.

GO BEYOND

GO BEYOND

'Y o BEvoND

GO BEYOND

GO BEYOND

TOGETHER
WE GO BEYOND

3.12
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PRATT & WHITNEY
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ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved artwork.

ENDORSEMENT LINE IN FRENCH

Use the UTC endorsement line in French
when needed for translation purposes. The
same rules of the UTC endorsement line in
English applies to the French version.

CLEAR SPACE

To ensure visibility, the endorsement line
should always stand out from other elements.
Keep it clear of text, images and graphics
by maintaining the minimum clear space

on all sides. The preferred clear space is
“X,” as illustrated on this page. “X” is equal
to the height of the letter "A" in the UTC
endorsement line.

MINIMUM SIZE

The minimum size of the endorsement line
is 0.063" in height. For digital applications
the minimum size of the endorsement line is
4 pixels in height. Sizes smaller than this will
compromise legibility and presence.

COLOROPTIONS

Use P&W Blue, Sky Blue or white for the
UTC endorsement line. Select the color
that creates the most contrast against the
background. Use black or white when

a four color reproduction is not possible.

The color blocks shown here represent
background colors, not holding shapes.

JUNE2018 | ISSUET.S

UTC ENDORSEMENT
LINE USE

The endorsement line "A United Technologies
Company" (UTC) is our link to our parent
corporation. It should accompany the eagle
logo on externally-facing materials that

require a UTC endorsement. Please check
with the Communications Team when

clarification is needed.

UTC ENDORSEMENT LINE

A UNITED TECHNOLOGIES COMPANY

CLEAR SPACE

X
X

MINIMUM SIZE

(0.063" T/ AUNITED TECHNOLOGIES COMPANY

COLOR OPTIONS

-

A UNITED TECHNOLOGIES COMPANY

UNITED TECHNOTOGIES COMPAN

DIGITAL MINIMUM SIZE

4 PX = A UNITED TECHNOLOGIES COMPANY

A UNITED TECHNGLOGIES COMPANY

A UNITED TECHNOLOGIES COMPANY

The UTC endorsement line must always be
in relation to the Pratt & Whitney eagle logo.
Please refer to pages 3.15-3.17 for more
information pertaining to its relationship with
the eagle logo.

UTC ENDORSEMENT LINE IN FRENCH
UNE SOCIETE DE UNITED TECHNOLOGIES

A UNITED TECHNOLOGIES COMPANY A UNITED TECHNOLOGIES COMPANY A UNITED TECHNOLOGIES COMPANY

3.13



PRATT & WHITNEY IDENTITY UTC E N [] [] RS E M E N'l' The examples on this page demonstrate
PRATT & WHITNEY incorrect use of the UTC endorsement line.

BRAND IDENTITY GUIDELINES |_|NE |NCURRECT USE

A — Do not use colors outside the approved AUTCENTITY
color options. or
B - Do not alter the proportions of O) a unimen Tecye(osiesC OMPANY (C)  AuniTED TECHYRLOGIES COMPANY CO.

the elements.

C - Do not modify or abbreviate the words
of the endorsement line.

D - Do not place the endorsement line
within a holding shape or a color block.

E — Do not add drop shadows.

PRATT & WHITNEY
F — Do not add elements to the @ A UNITED TECHNRLOGIES COMPANY @ A UNITED TECHMILOGIES COMPANY @ A UNITED TECHNXOGIES COMPANY
endorsement line.

G — Do not rotate or change the direction
of the element.

H — Do not modify the typography of
the logotype.

| — Do not place the endorsement line over
a background that provides little to no @

@ A UNITED TECANOLOGIES COMPANY
contrast for the element.

J — Avoid textured backgrounds when
placing the endorsement line over
photography as this may affect visibility.

K — Do not apply different weights to the
endorsement line.

L — Do not use capital case or lower case
for the endorsement line. () A UNITED TECHNDEGBIES COMPANY Q)
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PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

SCALE

The UTC endorsement line is equal to

“1/8 of X” when the elements are displayed
together. “X” is equivalent to the height

of the eagle logo as illustrated on this page.

VERTICAL ALIGNMENT

Vertical alignment of the eagle logo and
UTC endorsement line is the preferred
arrangement of the elements.

On a vertical plane, left-align the UTC
endorsement line to the edge of the eagle
logo's inner circle. The eagle logo is always
on top of the UTC endorsement line. The
minimum distance between them is "1/4 of
X" “X" is equal to the height of the eagle
logo. The eagle logo and UTC endorsement
line can be further apart if desired.

HORIZONTAL ALIGNMENT

On a horizontal plane, align the UTC
endorsement line to the bottom edge of the
eagle logo's inner circle, using its baseline.
The eagle logo is always left of the UTC
endorsement line. The minimum distance
between them is “1-1/2 of X.” “X" is equal
to the height of the eagle logo. The eagle
logo and UTC endorsement line can be
further apart if desired.
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The UTC endorsement line should
UTC E N [] [] RS E M E NT accompany the eagle logo on externally-
facing materials that require a UTC
|_| N E + EAG I_ E LU G U endorsement. Please check with the
Communications Team when clarification
is needed. Refer to pages 3.3-3.14 for

more information pertaining to the eagle
logo and UTC endorsement line.

SCALE

178 L_ A UNITED TECHNOLOGIES COMPANY

MINIMUM APPROVED DISTANCE

A UNITED TECHNOLOGIES COMPANY

HORIZONTAL ALIGNMENT
1-1/2X

7 A A UNITED. TECHNOLOGIES COMPANY
|

MINIMUM APPROVED DISTANCE

3.15



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

SCALE

The UTC endorsement line is equal to

“1/8 of X” when the elements are displayed
together. “X” is equivalent to the height

of the eagle logo as illustrated on this page.

VERTICAL ALIGNMENT

Vertical alignment of the eagle logo, tagline
and UTC endorsement line is the preferred
arrangement of the elements.

On a vertical plane, left-align the UTC
endorsement line to the edge of the eagle
logo's inner circle. The eagle logo + tagline
are always on top of the UTC endorsement
line. The minimum distance between the
eagle logo and endorsement line is "1/4 of
X" “X”is equal to the height of the eagle
logo. The eagle logo and UTC endorsement
line can be further apart if desired.

HORIZONTAL ALIGNMENT

On a horizontal plane, align the UTC
endorsement line to the baseline of the
tagline. The eagle logo + tagline are

always left of the UTC endorsement line.

The minimum distance between the tagline
and the UTC endorsement line is “1-1/2 of X"
“X" is equal to the height of the eagle logo.
The eagle logo and UTC endorsement line
can be further apart if desired.
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The UTC endorsement line should
UTC E N [] [] RS E M E NT accompany the eagle logo + tagline on
externally-facing materials that require a
|_| N E + EAG I_ E LU G U UTC endorsement. Please check with the
Communications Team when clarification
+ TA G I_ | N E is needed. Refer to page 3.3-3.14 for more
information pertaining to the eagle logo +

tagline and UTC endorsement line.

SCALE

GO BEYOND 178X C_ A UNITED TECHNOLOGIES COMPANY

GO BEYOND

MINIMUM APPROVED DISTANCE

A UNITED TECHNOLOGIES COMPANY

HORIZONTAL ALIGNMENT

MINIMUM APPROVED DISTANCE

3.16



iy UTC ENDORSEMENT  incerrectsee o he 0T encirsement ne
BRAND IDENTITY GUIDELINES LlNE n EAGI_E LUGU with eagle logo + tagline.

+ TAGLINE

INCORRECT USE

A — Do not alter the proportions of
the elements.

B — Do not place the eagle logo, tagline
and UTC endorsement line in a holding

shape. @

C - Do not add elements to the eagle logo,
tagline and UTC endorsement line
relationship.

ED TECHNOLOGIES COMPANY A UNJFED TECHNOLOGIES COMPANY A UMTED TECHNOLOGIES COMPANY

D — Do not rotate or change the direction
of the elements.

E - Do not modify the order or placement A UNITED TECHNOLOGIES CAMPANY

of the elements. @

F — Do not have elements closer than the

- ! GO BEYOND
minimum approved distance.

Y0pLE DN

A UNITEB'TECHNOLOGIES COMPANY

G - Do not align the UTC endorsement line
to the eagle logo's inner circle when the
tagline is present on a horizontal plane.

H — Do not change the color of the elements.
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PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

UNITED
TECHNOLOGIES
SIGNATURE USE

SCALE

The height of the United Technologies
signature's gear icon is equal to “1/3 of X”
when the elements are displayed together.
“X" is equivalent to the height of the eagle
logo as illustrated on this page.

VERTICAL ALIGNMENT

On a vertical plane, left-align the United
Technologies signature to the edge of the
eagle logo's inner circle. The eagle logo is
always on top of the signature. The minimum
distance between the eagle logo and
signature is "1/4 of X." “X" is equal to the
height of the eagle logo. The eagle logo and
United Technologies signature can be further
apart if desired.

HORIZONTAL ALIGNMENT

On a horizontal plane, center the United
Technologies signature's gear icon to the
eagle logo's midpoint. The eagle logo is
always left of the signature. The minimum
distance between the eagle logo and
signature is “1-1/2 of X." “X” is equal to the
height of the eagle logo. The eagle logo and
United Technologies signature can be further
apart if desired.

UNITED TECHNOLOGIES SIGNATURE
PREFERRED

7 - -
%‘% United Technologies

SCALE

VERTICAL ALIGNMENT

I/// . .
F g United Technologies
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MINIMUM APPROVED DISTANCE

Use the United Technologies signature in
substitute of the UTC endorsement line when
a greater presence of our parent company

is needed. Refer to United Technologies
guidelines for more application information
of the signature and graphic files.

ly. United
Technologies

1/3X[ %% United Technologies

HORIZONTAL ALIGNMENT
1-1/2X

Use the signature in situations that solely
emphasize Pratt & Whitney's relationship
to United Technologies, such as trade shows.

Do not use the United Technologies signature
within advertising materials.

iy United
U3k [ Technologies

Kl . : ********************* % ‘United Technologies

MINIMUM APPROVED DISTANCE

3.18


http://corpid.utc.com/basics/corporate-signature/
http://corpid.utc.com/basics/corporate-signature/

PRATT & WHITNEY IDENTITY

PRATT & WHITNEY EAG'—E I-UGU
BRAND IDENTITY GUIDELINES |N FRENCH

COLOR OPTIONS PREFERRED

Follow the same guidelines set on page
3.4 for the preferred color use of the eagle
logo in French.

CLEAR SPACE

Follow the same guidelines set on page
3.5 for clear space around the eagle logo
in French.

SIZE

Follow the same guidelines set on page
3.5 for the size of the eagle logo in French.

BACKGROUND COLOR

Follow the same guidelines set on page
3.8 for applying the eagle logo in French
onto background colors.

INCORRECT USE

Follow the same guidelines set on page
3.9 for incorrect use of the eagle logo
in French.

UTC ENDORSEMENT LINE USE

Follow the same guidelines set on page
3.15 for the use of the UTC Endorsement
line in relation to the eagle logo in French.

UNITED TECHNOLOGIES SIGNATURE USE

Follow the same guidelines set on page
3.18 for the use of the United Technologies
Signature in relation to the eagle logo

in French.
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Use the eagle logo in French when needed
for translation purposes.

The French version of the eagle logo is the
full color version of the "Moteurs Haute
Fiabilité" eagle graphic.

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved artwork.

3.19



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

APPLICATION

Follow the same guidelines set on
page 3.6 for applying the small eagle
logo in French.
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SMALL EAGLE LOGO

IN FRENCH

SMALL EAGLE LOGO

MINIMUM SIZE

U‘5H

]H

Use the small eagle logo in French when
needed for translation purposes.

The small eagle logo in French is for logo
sizes at or below 1" in height. Details within
the small eagle logo's illustration

have been reduced for small scale and
production needs.

DIGITAL MINIMUM SIZE

32PX

Do not use the small eagle logo in French for
applications that require the logo to be larger
than 1" in height. Different rules may apply

to specific production needs such as foil
stamping or embroidery.

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved logo artwork.



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

CLEAR SPACE

Keep our eagle logo + tagline in French clear

of text, images and graphics by maintaining
the minimum clear space on all sides. The
preferred clear space is equal to “1/4 of

X,” as illustrated on this page. For digital
applications use “1/8 of X” for the preferred
clear space. “X” is equivalent to the height
of the eagle logo in French.

COLOR OPTIONS

Follow the same guidelines set on page
3.11 for the preferred color use of the eagle
logo + tagline in French.

BACKGROUND COLOR

Follow the same guidelines set on page
3.11 for applying the eagle logo + tagline
in French onto background colors.

INCORRECT USE

Follow the same guidelines set on page
3.12 for the improper use of the eagle logo
+ tagline in French.
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FAGLE LOGO +

Use the French version of the eagle logo + ONLY USE APPROVED ARTWORK
tagline when needed for translation purposes. This element is a unique piece of artwork and

TAG |_ | N E | N F R E N C H Use "Se Dépasser" for the French translation ~ should never be typeset or altered. To ensure
of "Go Beyond." we represent Pratt & Whitney in a consistent

HORIZONTAL ALIGNMENT

CLEAR SPACE

way, only use approved artwork.

VERTICAL ALIGNMENT

&W
Q\@\X Hiny, »

~ SEDEPASSER ] v+

CLEAR SPACE

14X

14X

SE DEPASSER ¥

E DEPASSEF




PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

SCALE

The UTC endorsement line in French is
equal to “1/8 of X” when the elements are
displayed together. “X” is equivalent to
the height of the eagle logo in French as
illustrated on this page.

VERTICAL ALIGNMENT

Vertical alignment of the eagle logo + tagline
and UTC endorsement line in French is the
preferred arrangement of the elements.

On a vertical plane, left-align the UTC
endorsement line in French to the edge of
the French eagle logo's inner circle. The
eagle logo + tagline in French are always
on top of the UTC endorsement line. The
minimum distance between the eagle logo
and endorsement line in French is "1/4 of
X" “X”is equal to the height of the eagle
logo in French. The eagle logo and UTC
endorsement line in French can be further
apart if desired.

HORIZONTAL ALIGNMENT

On a horizontal plane, align the UTC
endorsement line in French to the baseline
of the tagline in French. The eagle logo

+ tagline in French are always left of the
UTC endorsement line. The minimum
distance between the tagline and the UTC
endorsement line in French is “1-1/2 of X.”
“X" is equal to the height of the eagle
logo in French. The eagle logo and UTC
endorsement line in French can be further
apart if desired.
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FAGLE LOGO +
TAGLINE + UTC
ENDORSEMENT LINE
IN FRENCH

SCALE

SE DEPASSER

VERTICAL ALIGNMENT

SE DEPASSER

Use the French version of the eagle logo +

tagline when needed for translation purposes.

The UTC endorsement line should
accompany the eagle logo + tagline in
French on externally-facing materials
that require a UTC endorsement. Please
check with the Communications Team
when clarification is needed.

Refer to pages 3.16-3.17 for more information
pertaining to the eagle logo + tagline and
UTC endorsement line.

ONLY USE APPROVED ARTWORK

This element is a unique piece of artwork and
should never be typeset or altered. To ensure
we represent Pratt & Whitney in a consistent
way, only use approved artwork.

118X L UNE SOCIETE DE UNITED TECHNOLOGIES

1/4X ; - MINIMUM APPROVED DISTANCE
" UNE SOCIETE DE UNITED TECHNOLOGIES
HORIZONTAL ALIGNMENT
1-1/2X
{
X | SEDEPASSER UNE SOCIETE DE UNITED TECHNOLOGIES

MINIMUM APPROVED DISTANCE



PRATT & WHITNEY IDENTITY

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

ONLY USE APPROVED ARTWORK

To ensure we represent Pratt & Whitney
elements in a consistent way, only use
approved artwork.

CATEGORY HIERARCHY & ORDER

All file names follow the same hierarchical
order for categories, as shown below:

—_

. Company Name
. Artwork Color

. Artwork Name

2

3

4. Artwork Variation

5. Artwork Specification
6. Language

7. Color Mode

8. File Format

FILE NAMING PRACTICES
File names are kept simple, while providing
enough information to identify content.

Categories are separated with underscores

() to differentiate sections of the file name.

No spaces are used within names to avoid
possible printing issues in the future. Use
a hyphen (-) if a space is needed within

a category.

Title case is applied to all files to enhance
legibility. The use of uppercase can cause
issues in word recognition.
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MASTER ARTWORK
& FILE NAMING

CATEGORY HIERARCHY & ORDER

It is important to keep consistency within
our file naming to correctly identify
content, efficiently organize files and
easily locate artwork.

PW_BLK EagleLogo Tagline RGB.png
|1

COMPANY NAME ~ ARTWORK

PW_EagleLogo Tagline-W
|

ARTWORK
(PRATT & WHITNEY) ~ COLOR NAME

ARTWORK COLOR FILE
VARIATION MODE FORMAT

T Vertical _French CMYK.pdf

COMPANY NAME ARTWORK
(PRATT & WHITNEY) NAME

COLOR MODE DEFINITIONS

CMYK

Refers to the four inks used in typical
color printing. Use this color mode for
print applications.

RGB

Represents the colors to be used for
digital applications.

PMS

Refers to the Pantone Matching System,
which is a proprietary color space applied
across multiple media. PMS is commonly
used for offset printing.

ARTWORK ARTWORK LANGUAGE
VARIATION SPECIFICATIONS

FILE FORMAT DEFINITIONS

EPS

Is a graphic file that typically contains 2D
vector graphics, bitmap images and text. Use
this format for print and digital applications.

JPEG

Is an image saved in a compressed graphic
format, which means it can noticeably
reduce the image quality if high amounts

of compression are applied. Only use this
format for digital applications.

COLOR FILE
MOBE FORMAT

PNG

Is a raster graphic file format that uses
lossless compression. It supports transparent
backgrounds and typographic based artwork.
Only use this format for digital applications.

PDF

Is a multi-platform document used for saving
documents and publications in a standard
format for varying platforms. A PDF may

be exported in both digital and print format.
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EXTERNAL AFFILIATIONS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

AFFILIATION1
Pratt & Whitney leads all communications

with the external entity taking a subsidiary role.

AFFILIATION 2

Pratt & Whitney and the external entity
play an equal role in the relationship and
communication protocol. The leading
visual system is chosen by the owner
of the communication or negotiated
between the two.

AFFILIATION 3

Pratt & Whitney takes a subordinate role
to the external entity, whose visual system
is used for all communications.
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EXTERNAL

AFFILIATIONS

AFFILIATION

&W
Q%‘“ﬂ Hiny, »

AFFILIATION 2

AFFILIATION 3

GO BEYOND

GO BEYOND

EXTERNAL
ENTITY

It's important to understand how

Pratt & Whitney shows up alongside its
partners, joint ventures and other external
entities. Use the guidelines below to
identify which affiliation is appropriate

for the specific application.

EXTERNAL
ENTITY

EXTERNAL
ENTITY

GO BEYOND

4.2



EXTERNAL AFFILIATIONS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

VISUAL SYSTEM

Position the Pratt & Whitney communication
elements in approved locations. Refer to

the Pratt & Whitney Identity section for
correct application of the eagle logo, tagline,
business unit and UTC endorsement line.
Use the Pratt & Whitney visual system.

SCALE

The external entity logo is equal to "1/2 of X"
in both width and height. "X" is equivalent to
the height of the eagle logo.

HORIZONTAL ALIGNMENT

Place the external entity logo to the right
corner of the page. Center their company
logo using the eagle logo's height.

VERTICAL ALIGNMENT

Position the external entity logo below the
eagle logo + tagline. Use the minimum
distance between elements. Center their
company logo using the eagle logo's circle.

MINIMUM DISTANCE

The minimum distance between the logos is
"1/2 of X." “X"is equal to the height of the
eagle logo. The eagle logo and external entity
logo can be further apart if desired.
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AFFILIATION T

SCALE

1/2)([

A UNITED TECHNOLOGIES COMPANY

[—
MINIMUM APPROVED DISTANCE

EXTERNAL
ENTITY

Pratt & Whitney leads all communications
with the external entity taking a subsidiary role.

EXTERNAL
ENTITY

VERTICAL ALIGNMENT

¢

A UNITED TECHNOLOGIES COMPANY

MINIMUM DISTANCE

X W9 coBEvoND

112X 3 ] MINIMUM APPROVED DISTANCE
" EXTERNAL
L ENTITY
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EXTERNAL AFFILIATIONS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

VISUAL SYSTEM

If Pratt & Whitney has ownership of the
communication, position our communication
elements in their approved locations. Refer
to the Pratt & Whitney Identity section for
correct application of the eagle logo, tagline,
business unit and UTC endorsement line.
Use the Pratt & Whitney visual system.

SCALE

The external entity logo is equal to "X" in both
width and height. "X" is equivalent to the
height of the eagle logo.

HORIZONTAL ALIGNMENT

If Pratt & Whitney leads, place the external
entity logo to the right corner of the page.
Center their company logo using the eagle
logo's height. If their company leads, reverse
the order.

VERTICAL ALIGNMENT

If Pratt & Whitney leads, position the external
entity logo below the eagle logo + tagline.
Use the minimum distance between
elements. Center their company logo
using the eagle logo's circle.

MINIMUM DISTANCE

The minimum distance between the logos is
"1/2 of X." “X"is equal to the height of the
eagle logo. The eagle logo and external entity
logo can be further apart if desired.
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AFFILIATION 2

SCALE

A UNITED TECHNOLOGIES COMPANY

MINIMUM DISTANCE

X

MINIMUM APPROVED DISTANCE

Pratt & Whitney and the external entity
play an equal role in the relationship and
communication protocol. The leading
visual system is chosen by the owner of
the communication or negotiated between

the two.
EXTERNAL
ENTITY
VERTICAL ALIGNMENT
@ GO BEYOND
¢
MINIMUM DISTANCE
X 9 GO BEYOND
EXTERNAL
ENTITY 112X j :] MINIMUM APPROVED DISTANCE
: EXTERNAL
. ENTITY

44



EXTERNAL AFFILIATIONS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

VISUAL SYSTEM

Use the external entity's visual system. It is
preferred to use the eagle logo. If eagle logo
cannot be used, use the typeset version of
"PRATT & WHITNEY".

Ensure legibility is not affected by the size
of the eagle logo and the Pratt & Whitney
typeset. Keep the elements clear of text,
images and graphics by maintaining clear
space on all sides appropriately.

PRATT & WHITNEY TYPESET

Use Flama Condensed Bold for the typeset
of "PRATT & WHITNEY" in all uppercase.
Open tracking is 20pts.

Use the P&W Blue or white for the

Pratt & Whitney typeset. Select the color
that creates the most contrast against the
background. Use black or white when

a four color reproduction is not possible.

SCALE, ALIGNMENT & MINIMUM DISTANCE
Refer to the external entity's brand guidelines
when depicting logo relationships.

The Pratt & Whitney typeset may be used in promotional
materials when the eagle logo cannot be applied, such
as pens and pencils.
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AFFILIATION 3

AFFILIATION 3: ELEMENTS
EXTERNAL

ENTITY

PRATT & WHITNEY TYPESET

PRATT & WHITNEY

Pratt & Whitney takes a subordinate role to
the external entity, whose visual system is
used for all communications.

EAGLE LOGO + TAGLINE PRATT & WHITNEY TYPESET

[\,L GO BEYOND PRATT & WHITNEY

4.5



VISUAL SYSTEM
ELEMENTS



VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

PRIMARY COLOR

P&W Blue is our company’s signature
color. It is applied to the majority of
our communications, using white as its
counterbalance in compositions.

SECONDARY COLORS

Our secondary colors support our primary
palette. They act as accent colors, adding
energy and warmth to our primary colors.

NEUTRAL COLORS

Our neutral colors compliment and bolster
our primary and secondary colors. They allow
our other colors to stand out by creating color
hierarchy, avoiding cluttered appearances.

COLOR CONSISTENCY

To keep our brand colors consistent, use
the color formulas shown here. For offset
printing use spot colors (PANTONE®)
or process colors (CMYK). For on-screen
applications use RGB or HEX values.
Appearance of on-screen colors may
vary across platforms and devices.

The colors shown here and throughout these guidelines
have not been evaluated by Pantone, Inc., for accuracy
and may not match the PANTONE color standards.
Consult current PANTONE publications for accurate
color. PANTONE® is the property of Pantone, Inc.
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COLOR PALETTE

PRIMARY COLORS

SECONDARY COLORS

NEUTRAL COLORS

P&WBLUE

PANTONE: 533C
CMYK:95,72,15, 67
RGB: 31, 42, 68
HTML: IF2A44

P&W SKY BLUE

PANTONE: 2995C
CMYK:83,1,0,0
RGB: 0,169, 224
HTML: 00ASED

P&WGOLD

PANTONE: 7503 C
CMYK:10,15,50,29
RGB: 168,153, 104
HTML: AB9968

WHITE

CMYK:0,0,0,0
RGB: 265,255, 265
HTML: FFFFFF

P&W YELLOW

PANTONE: 7405 C
CMYK: 0,11,97,2
RGB: 242,205, 0

HTML: F2CD00

P&W GRAY

PANTONE: 413 C
CMYK: 9,512, 14
RGB: 186,187, 177
HTML: BABBBI

BLACK

CMYK: 0,0, 0,100
RGB:0,0,0
HTML: 000000

P&W PURPLE

PANTONE: 682C
CMYK: 24,86, 4,28
RGB: 153, 72,120
HTML: 994878
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

TERTIARY COLORS
Use the tertiary colors for Powerpoint and
Excel charts and graphs only.
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COLOR PALETTE
TERTIARY COLORS

TERTIARY COLORS

80% TINT

80% TINT

RGB: 0,169, 224

60% TINT

RGB: 168,153,104

60% TINT

80% TINT

80% TINT

RGB: 242,205, 0

60% TINT

RGB: 186, 187,177

60% TINT

5.3



VISUAL SYSTEM ELEMENTS A P P R [] V E D C U LU R The examples on this page demonstrate

PRATT & WHITNEY the approved color combinations a_nd

BRAND IDENTITY GUIDELINES percentages that should be taken into
RAT | OS consideration when applying color.

COLOR HIERARCHY COLOR COMBINATIONS
| <BACKGROUND> <HEADLINE & BODY COPY> <SECONDARY HEADLINE> <GRAPHIC ELEMENT> |
Y I
A o | I |
| I
| I
| I
— |
B ) .
Y I |
| I
: 0 | I

|
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Complimentary colors and a visual
balance are critical to creating unity
across our system.

HEADLINES

Use P&W Blue or white for the headline.

If a four color reproduction is not possible use
black or white. Select a color that provides
high contrast against the background.

SECONDARY HEADLINES

Use secondary or neutral colors for the
secondary headline to add an accent of
color to layouts. Choose colors that best
compliment the background and headline
color. If a secondary color is applied to the
background use a primary color for the
secondary headline.

BODY COPY

It is preferred to use black or white for
body copy. P&W Blue may also be used
as a secondary option.

KEY PHRASES
Apply the same color used for the secondary
headline to key phrases.

ANNOTATIONS

Apply the same color used for the headline
to annotations. If the selected color calls
too much attention to the annotation
choose another primary color. Use black
or white when a four color reproduction

is not possible.
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COLOR USE

ANNOTATION

HEADLINE

SECONDARY HEADLINE

BODY COPY

KEY PHRASES

LOREM IPSUM DOLOR

LOREM [PSUM DOLOR
ERAST MEREA EPTA

NAMMALESUADA QUAM VULPUTATE, EGESTAS TURPIS VOLUTPAT, ELEIFEND TELLUS.
DUIS CONSECTETUR NIBH NON FAUCIBUS SOLLICITUDIN.

Maecenas vel enim sit amet ante feugiat tempor.
Sed tincidunt aliquam justo eget mollis. Nunc
aliqguam, eros vitae vulputate vestibulum, mauris
quam sagittis magna, nec venenatis metus nis|
vitae lorem. Pellentesque iaculis mauris nibh, a
hendrerit urna aliquet iaculis. Donec facilisis ut
massa at interdum.

Donec convallis vulputate viverra. Vestibulum

a odio at est auctor sagittis at vel turpis. Vestibulum
dapibus id risus sed semper. Pellentesque orci
erat, dapibus at lacus ac, elementum dictum
lorem. Donec faucibus gravida metus vitae varius.
Pellentesque habitant morbi tristiqgue senectus.

Duis vitae nisi a sapien bibendum tristique sit
amet sit amet dui. Integer ex aliquet vitae urna
ac, fermentum sagittis nunc. Duis in nulla gravida,
tempor nunc quis, consequat ante. Phasellus
luctus erat a massa accumsan, ultrices cursus nisl
sollicitudin. Phasellus dapibus ligula sit amet
sollicitudin nunc iaculis iaculis. Nullam a odio ac
enim luctus ultrices. Proin id magna sit amet

leo mollis lacinia. Ut vel eleifend ipsum. Nulla id
cursus neque. In luctus quam id massa porta
interdum

Pellentesque habitant morbi tristique senectus
et netus et malesuada fames ac turpis egestas.
Donec porttitor ut quam quis pretium. Nullam vel
tortor pulvinar, elementum magna interdum.

A UNITED TECHNOLOGIES COMPANY

Vestibulum tincidunt, metus quis malesuada
vulputate, est ex sodales purus, at ultrices dolor
dui a odio. Proin pretium id eros eget molestie.
Vivamus consequat dui sit amet vulputate pretium.
Maecenas odio dui, vehicula id placerat eu,
aliguam ac mi. Aenean non porta libero.

Quisque Id Erat Nec Sapien

Tempor efficitur et at odio. Nulla ut aliquet massa.
Phasellus vitae erat dictum, imperdiet augue

non, finibus sem. Cras ultrices luctus neque, sed
elementum lectus tincidunt ut. Vestibulum finibus,
sem quis et finibus, odio tellus elementum tellus,
in ultricies quam nunc a metus. Maecenas vitae
elit ipsum. Integer id posuere libero. Suspendisse
non cursus est

Donec cursus enzim non porta ultrices.
Fusce aliquet odio et ipsum mollis, non
vulputate enim euismod. Integer mollis
tristique neque nec fermentum.
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VISUAL SYSTEM ELEMENTS C 0 LU R U S E EXA M P |_ ES The examples on this page demonstrate
PRATT & WHITNEY the preferred usage of the Pratt & Whitney

BRAND IDENTITY GUIDELINES color palette.
1 — @ —
LOREM IPSUM DOLOR LOREM [PSUM DOLOR LOREM IPSUM DOLOR LOREM IPSUM DOLOR LOREM IPSUM DOLOR
ERAST MEREA EPTA ERAST MEREA EPTA ERAST MEREA EPTA

ssssssssssss

ERAST MEREA EPTA ERAST MEREA EPTA

DUIS CONSECTETUR NIEH NON FAUCIBUS SOLLICITUDIN.

\\\\\\\\\\\\\

FPO FPO

FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

A — Do not use colors outside the approved
color palette.

B — Do not use colors that provide low

contrast for copy against the background.

C - Do not use gradients.

D - Do not use black unless it's for body
copy or when a four color reproduction
is not possible.

E — Do not use secondary colors for body
copy or all text.

F — Do not misappropriate colors by creating

unapproved, multiple color combinations.

JUNE2018 | ISSUET.S

COLOR INCORRECT
USES

& <) GOBEOND

LOREM IPSUM DOLOR
ERAST MEREA EPTA

= &) sosETN

LOREM [PSUM DOLOR
ERAST MEREA EPTA

The examples on this page demonstrate
incorrect usage of the Pratt & Whitney
color palette.

& @ e

LOREMIPSUM DOLOR
ERAST MEREA EPTA,

5 ®-
LOREM IPSUM DOLOR LOREM IPSUM DOLOR
ERAST MEREA EPTA

ERAST MEREA EPTA
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Our headline and callout typeface is
Flama Condensed. For Pratt & Whitney
communications we only use the weights
shown here.

MICROSOFT OFFICE & DESKTOP APPLICATIONS
Use Arial Narrow Regular and Arial Narrow
Bold as standard fonts for Microsoft Office
and desktop applications.

WHEN TO USE ARIAL NARROW

Flama Condensed may not be readily
available or compatible with some desktop
systems. When preparing documents that
will be distributed across platforms (e.g.,
PowerPoint presentations, Word documents),
or shared with external users, use Arial Narrow
Regular and Arial Narrow Bold. If unavailable
use Arial Regular and Arial Bold. This will
ensure that fonts display properly when
viewed in desktop environments.

FONT LICENSE

Fonts are software and must be licensed for a specific
number of computers.

JUNE2018 | ISSUET.S

TYPOGRAPHY
HEADLINES
& CALLOUTS

ABLUE

FGHIJKLMN

FLAMA CONDENSED LIGHT

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890

FLAMA CONDENSED BOOK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890

FLAMA CONDENSED BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

MICROSOFT OFFICE & DESKTOP APPLICATIONS

ARTAL NARROW REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijkimnopgrstuvwxyz1234567890

ARIAL NARROW BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890

OPQRSTUVWXYZ
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Our body copy typeface is AG Book. For Pratt
& Whitney communications we only use the
weights shown here.

MICROSOFT OFFICE & DESKTOP APPLICATIONS

Use Arial Regular and Arial Bold as standard
fonts for Microsoft Office and desktop
applications.

WHEN TO USE ARIAL

AG Book may not be readily available or
compatible with some desktop systems.
When preparing documents that will be
distributed across platforms (e.g., PowerPoint
presentations, Word documents), or shared
with external users, use Arial Regular

and Arial Bold. This will ensure that fonts
display properly when viewed in desktop
environments.

FONT LICENSE

Fonts are software and must be licensed for a specific
number of computers.
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TYPOGRAPHY
BODY COPY

AaAaAa

BbCcDdEeFfGgHhliJjJKKkLIMmNNnN
BbCcDdEeFfGgHhliJJKKkLIMmMNN
BobCcDdEeFfGgHhOIIJJKKkLIMmMNRN

AG BOOK BOLD MICROSOFT OFFICE & DESKTOP APPLICATIONS
ABCDEFGHIJKLMNOPQRSTUVWXYZ ARIALBOLD
abcdefghijkimnopqrstuvwxyz1234567890 ABCDEFGHIJKLMNOPQRSTUVWXYZ

AG BOOK MEDIUM abcdefghijklmnopqrstuvwxyz1234567890
ABCDEFGHIJKLMNOPQRSTUVWXYZ ARIAL REGULAR
abcdefghijkimnopqrstuvwxyz1234567890 ABCDEFGHIJKLMNOPQRSTUVWXYZ

bcdefghijkl t 1234567890
AG BOOK LIGHT abcdefghijkimnopgrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

HEADLINES

For headlines use Flama Condensed Light.
Use Flama Condensed Book as its substitute
when greater contrast is needed. Make sure
line spacing (also called leading) is set close.
Headlines are left-aligned in uppercase.

SECONDARY HEADLINES

Flama Condensed Bold is used for secondary
headlines. Secondary headlines are left-aligned

in uppercase. Open tracking is 20pts.

BODY COPY

AG Book Light is used primarily for body copy.
When using it, make sure line spacing is set
to “auto spacing.” Body copy is left-aligned

in sentence case.

KEY PHRASES

AG Book Bold is used for key phrases.
When using it, make sure line spacing is
set to “auto spacing.” Copy is left-aligned
in sentence case.

ANNOTATIONS

Flama Condensed Bold is used for
annotations. Annotations can be left- or
right-aligned depending on the application
of the eagle logo. Open tracking is 20pts.

FONT LICENSE

Fonts are software and must be licensed for a specific
number of computers.
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TYPOGRAPHY

STYLE

FLAMA CONDENSED LIGHT
UPPERCASE
LEFT-ALIGNED

FLAMA CONDENSED BOLD
UPPERCASE
LEFT-ALIGNED

OPEN TRACKING OF 20PTS

AG BOOK LIGHT
SENTENCE CASE
LEFT-ALIGNED

AG BOOK BOLD
SENTENCE CASE
LEFT-ALIGNED

FLAMA CONDENSED BOLD
UPPERCASE
LEFT-ALIGNED

OPEN TRACKING OF 20PTS

HEADLINES

JREM IPSUM DOLOR
"RAST MEREA EPTA

SECONDARY HEADLINES

NAM MALESUADA QUAM VULPUTATE, EGESTAS TURPIS VOLUTPAT, ELEIFEND TELLUS.
DUIS CONSECTETUR NIBH NON FAUCIBUS SOLLICITUDIN.

BODY COPY

Maecenas sodales lectus purus, nec gravida erat blandit in. Suspendisse at ante eget felis
lacinia molestie vel in dolor. Proin sed leo scelerisque, luctus magna bibendum, porta ipsum.
Nulla blandit a lacus in pulvinar. Fusce porta turpis velit, non elementum metus congue

non. Donec semper vulputate hendrerit. Praesent sit amet mauris sem. Proin posuere vitae
purus nec finibus. Integer metus ex, vehicula nec bibendum ut, aliquet nec nisl.

KEY PHRASES

Donec cursus enim non porta ultrices. Fusce aliquet odio et ipsum mollis,
non vulputate enim euismod. Integer mollis tristique neque nec fermentum
Maecenas hendrerit velit nec tempus efficitur.

ANNOTATIONS
LOREM IPSUM DOLOR SIT AMET
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY

BRAND IDENTITY GUIDELINES

JUNE2018 | ISSUET.S

ANNOTATION

HEADLINE

SECONDARY HEADLINE

BODY COPY

KEY PHRASE

R
RA

AM MALESUAD

TYPOGRAPHY IN USE

Fonts are intended for specific uses within
a hierarchy. As a general rule, the heavier
the font, the smaller it should be used. The
example below shows how this principle
plays out across a typical layout.

Y WM |

DUIS CONSECT

Maecenas vel €
ed tincidunt al
liqguam, eros v
uam sagittis m
itae lorem. Pel
endrerit urna &

Donec convallig
odio at est au

.....

-1 >

n
iqu
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ag
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cta

Q

m sit amet ante

entesque iaculis
liguet iaculis. Don
assa at interdum.
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[ M

QUAM VULPUT.

RNIBHNONF

am justo eget n

TE, EGESTAS TURPIS VOLUTPAT, ELEIFEND TELLUS.
UCIBUS SOLLICIT

feugiat tempor.
nollis. Nunc

vulputate vestibulum, mauris
na, nec venenatis metus nisl

nauris nibh, a
ec facilisis ut

Iputate viverra. Vestibulum

r sagittis at vel

urpis. Vestibulum

00

OR
| EP

Quisque Id Erat Nec Sapien

Tempor efficitur et|at odio. Nulla ut aliquet massa.

Phasellus vitae|erat dictum, impe
non, finibus se

sem quis et finipus, odio tellus ele
in ultricies quam nunc a metus. M
elit ipsum. Integer fid posuere libe
non cursus est.

rat, dapibus a
orem. Donec fe
Pellentesque h

etus et malesuad
S quis.

rcu nibh, molli

o

uc

lacus ac, elemen

abitant morbi tristi
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tum dictum

bus gravida metus vitae varius.

a fames ac turp

jue senectus et

is egestas. Duis

liquet odio et ipsum mollis,
nim euismod. Integer mollis
ec fermentum.

. Cras ultrices luctus neque, sed
elementum lectustincidunt ut. Vestibulum finibus,

Donec cursus enim non portlul rices. Fusce

rdiet augue

mentum tellus,
aecenas vitae
0. Suspendisse

on vulputate
tristique neque
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

HEADLINES AND BODY COPY

Left-align the headline and body copy to the
inner circle of the eagle logo + tagline.

Use headlines on a vertical plane, aligning text
to the top, when a layout's content allow for it.

Our eagle logo is the leading element within
all communications. The preferred placement
of the eagle logo is at the top left corner

of the page.

BUSINESS UNIT

Place the business unit directly above the
headline or by itself in the upper-right corner
of the page.

UTC ENDORSEMENT LINE

Place the UTC endorsement line at the bottom
left corner of the page. Refer to pages 3.13-3.17
for correct UTC endorsement line application.

PHOTOGRAPHY CONSIDERATION

Photography should be selected to fit within
the established guidelines and provide clear
areas for elements to be visible. Refer to pages
5.22-5.27 for guidance on image selection.

Photos used on this page are "For Placement Only" (FPO)

JUNE2018 | ISSUET.S

TYPOGRAPHY IN USE

BUSINESS UNIT

HEADLINE

UTC ENDORSEMENT

The example illustrated on this page
uses typography, graphics and imagery
that work well together when creating

a layout. Leave ample space between
the visual content and messaging to
create a well-balanced piece.

PRODUCT BROCHURE COVER

FPO
PRODUCT BROCHURE PAGE 2
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VISUAL SYSTEM ELEMENTS '|'Y P U G R A P H Y The examples on this page demonstrate
PRATT & WHITNEY the incorrect reproductions for typography

BRAND IDENTITY GUIDELINES |NCORRECT USE layouts and use.

A — Do not place copy content outside
the guidelines of the grid, unless it is
a stand- alone piece or a cover page.

B — Do not mix different font weights within
the headline or secondary headline.

C - Do not position copy over image content @
that causes illegibility.

D - Do not place secondary headlines, body
copy or annotations on a vertical plane.

E - Do not alter the proportions of the

FPO FPO

elements in relation to one another.
F — Do not use multiple font sizes within

headlines or bodies of copy.
G - Do not create headlines with more than

5 words and/or two lines of copy.
H — Do not place logos, icons or marks within @ @ @

body copy.

FPO FPO

FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS G R A P H | C [] EV | C E

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

LINE ANGLE

Keep the line's angle always at 65% to
ensure consistency in the application of our
graphic device.

LINE SPACING

The space between lines is equal to “X,”
as illustrated on this page. “X" is equivalent to
the width of one line from our graphic device.

JUNE2018 | ISSUET.S

Our graphic device exists as a recognizable
and iconic element of our visual system.
The four lines advancing upward embody
our purpose and ideals of "Go Beyond."
Whenever possible use the graphic device
for Pratt & Whitney collateral.

LINE ANGLE

65%

LINE SPACING

5.14



VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

GRADIENT STOPS

Have the starting point of the gradient begin
at the 25% mark with an opacity of 0%.
Place the midpoint of the gradient at the
75% mark with an opacity of 40%. Position
the ending point at the 100% mark with an
opacity of 100%. Our gradient stops are
created primarily with Illustrator, but InDesign
(gradient feather) and Photoshop (gradient
editor) may also be used.

GRADIENT ANGLE

Keep the gradient angle always at

65% to ensure continuity of our graphic
device's presence.

GRADIENT DIRECTION

Always have the gradient opacity decrease
as it moves from top to bottom, guaranteeing
the ending point will always be positioned
above the starting point.

JUNE2018 | ISSUET.S

GRAPHIC DEVICE
GRADIENT
SPECIFICATIONS

GRADIENT STOPS

Keep the gradient’s appearance consistent
by following the specifications below.

STARTING POINT
OPACITY: 0%
LOCATION: 25%

GRABIENT ANGLE

GRABIENT DIRECTION

69%

ENDING POINT
OPACITY:100%

STARTING POINT

A

v OPACITY: 0%

] [ ]
MIDPOINT ENDING POINT
OPACITY: 40% OPACITY:100%

LOCATION: 75% LOCATION: 100%
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

LINE WIDTH

The line width is equal to "1/4, 1/2 or 3/4
of X." "X" is equivalent to the font height
of the headline.

HORIZONTAL PLACEMENT

On the horizontal plane, place the graphic
device at a distance of "Y or 2Y" from the
top right corner of the page. "Y" is equivalent
to the line width of the graphic device.

VERTICAL PLACEMENT

On the vertical plane, place the graphic
device at "Z or 2Z" from the top of the page.
Select the distance that best compliments
the page content. "Z" is equivalent to "1/3"
of the page height.

BACKGROUND COLORS

On a dark background, use the white graphic
device version (A). On a light background
use the P&W Blue graphic device version

(B). If the P&W Blue overpowers the page,
substitute the color with P&W Gray (C). On
solid color backgrounds graphic devices may
also use the same color as the background
with a multiply effect applied to it (D).

Photos used on this page are "For Placement Only" (FPO)

JUNE2018 | ISSUET.S

GRAPHIC DEVICE USE
TOP ALIGNMENT

Keep the gradient’s appearance consistent
by following the specifications below. Top

alignment of the device is the preferred use.

v v
[ [

L |

BACKGROUND COLORS

FPO
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

LINE WIDTH

The line width is equal to "1/4, 1/2 or 3/4
of X." "X" is equivalent to the font height
of the headline.

HORIZONTAL PLACEMENT
On the horizontal plane, left-align the top left
corner of the graphic device to the headline.

VERTICAL PLACEMENT

On the vertical plane, extend the graphic
device to the page's edge. Have the device
appear to run off the page.

BACKGROUND COLOR

On a dark background, use the white graphic
device version (A). On a light background use
the P&W Blue graphic device version (B). On
solid color backgrounds graphic devices may
also use the same color as the background
with a multiply effect applied to it (C).

Photos used on this page are "For Placement Only" (FPO)
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GRAPHIC DEVICE USE
BOTTOM ALIGNMENT

Keep the gradient’s appearance consistent

by following the specifications below.

The bottom alignment of the graphic device
can only be used when a secondary headline
is present.

BACKGROUND COLORS

FPO
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

HIGH CONTRAST

Decrease the opacity of the graphic device to
ensure it does not overpower or disrupt the
main content.

LOW VISIBILITY
Subtly darken or lighten areas of the image to
create clearer visibility of the graphic device.

If the image cannot be edited, adjust
the midpoint opacity until desired effect
is achieved.

If the graphic device has low visibility on
a solid colored background, adjust the
color scheme.

Photos used on this page are "For Placement Only" (FPO)
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GRAPHIC DEVICE USE
OPACITY

HIGH CONTRAST

BEFORE AFTER
LOW VISIBILITY

IMAGE TREATMENT

BEFORE AFTER

Keep consistency of the gradient by following
the recommended applications shown below.

FPO

BEFORE AFTER
OPACITY ADJUSTMENT

FPO
BEFORE AFTER
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

A - If a headline is not present or the page
is too narrow or wide, make the graphic
device width equal to "1/3" of the
page width.

B - If the graphic device's horizontal
placement obstructs or overpowers the
content place it at a distance of "Y or 2Y"
from the page's top right corner. "Y" is
equivalent to "1/3" of the page's width.
The graphic device may be placed at the
top right corner of the page if it better
suits the composition.

C - If the page is short, making the graphic
device unrecognizable, extend the device
to the page's full height. Adjust the
starting and ending points accordingly
to mimic the device's original gradation.

Photos used on this page are "For Placement Only" (FPO)
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G The graphic device is meant to be a flexible
R A P H | C [] EV | C E part of our visual system. Therefore, there are
many ways the graphic device can be applied
EXA M P I_ ES that extends beyond the recommended
usage. Below are other examples for the
use of our graphic device.

BEFORE

AFTER

FPO

FPO
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

D - If the image has a main subject matter
place the graphic device behind the
subject so it appears as part of the
background.

E - If cropping the graphic device obscures
its appearance, move the device along
its horizontal plane until it becomes
recognizable and complements the main
subject matter.

F — If image has no main subject matter
or the subject matter takes up 80% or
more of the page, place the graphic
device directly above the image without
cropping it. Avoid placing the graphic
device over Pratt & Whitney products
(e.g. engine).

Photos used on this page are "For Placement Only" (FPO)
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GRAPHIC DEVICE
EXAMPLES

The graphic device is meant to be a flexible
part of our visual system. Therefore, there are
many ways the graphic device can be applied
that extend beyond the recommended
usage. Below are other examples for the

use of our graphic device.

BEFORE

©

FPO
AFTER

FPO

FPO

FPO



VISUAL SYSTEM ELEMENTS G R A P H | C D EV | C E The examples on this page demonstrate
PRATT & WHITNEY incorrect reproductions of the graphic device.

BRAND IDENTITY GUIDELINES INCORRECT USE

A — Do not add or remove lines from the
graphic device.

B - Do not modify the angle of the
graphic device.

C - Do not modify the proportions of the

graphic device. @
D — Do not apply a gradient angle different

than 65%.

E — Do not reverse the order of gradient
direction.

F — Do not place the graphic device

over a product when it is the main
subject matter.
G — Do not have the graphic device take
up more than 2/3 of the page's width.
H — Do not use solid colors within the @ @
graphic device.
| — Do not create low contrast between the
graphic device and background by using
similar hues. FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

PHOTOGRAPHY

PHOTOGRAPHIC PRINCIPLES

Our photography communicates our
commitment to transforming the world
through flight.

Photography should be credible and

appropriate. Use imagery that supports

the main message, chosen with the FPO
intended audience in mind.

- Scenes focus on the power, precision and
impact of the subject matter.

- Forward motion in compositions and
lighting imply aspiration and movement.

- Our images capture a real moment and
should never seem staged, posed or forced.

FPO
- We use a selection of images that are
relevant and meaningful to our customers.
- Imagery of our products illustrates their
high quality and accurately represent the
technology we produce.
FPO

Photos used on this page are "For Placement Only" (FPO)
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Our imagery is a crucial part of our visual
system, and as a result it should be used
in a consistent manner to create a unified
look across all communications.

All photography for commercial purposes
must be approved by our legal team. If you
have photos that need to be legally approved
please contact:

FPO

FPO

Christopher Comiskey

Associate Legal Counsel, Intellectual Property
(Commercial and Military Engine Segments)
christopher.comiskey@pw.utc.com

Katherine Stachrowski

Associate Legal Counsel, Intellectual Property
(Regional, Business, General and Helicopter
Aviation Engine Segments and APUs)
katherine.stachrowski@pwc.ca

FPO FPO
FPO
FPO FPO


mailto:christopher.comiskey%40pw.utc.com?subject=
mailto:katherine.stachrowski%40pwc.ca?subject=

o PHOTOGRAPHY
BRAND IDENTITY GUIDELINES PEUPLE

PORTRAITS PORTRAITS
People in portraits are accessible and form
an intimate relationship with our audience.

- Where possible, create a personal
connection with the audience by capturing
forward-facing people who are maintaining
eye contact with the camera.

- Imagery should be inviting and engaging,
but always support the main message
of the communication.

- Avoid showcasing people with expressions
that may cause negative or uncomfortable FPO
reactions.

Photos used on this page are "For Placement Only" (FPO)
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Imagery of people allows us to connect with
our audiences and demonstrate our services.
People should appear natural, driven and
confident in true-to-life situations. Employees
in particular should evoke optimism and pride
in their expertise.

FPO FPO

FPO



VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

STAND-ALONE PRODUCTS
Depict stand-alone products in dynamic
positions to convey power and high quality.

- Present products against a solid color
backdrop. Use dark Pratt & Whitney colors
for the background to best showcase and
support our product imagery.

- Products should convey a strong contrast,
and high definition within the details.

PRODUCTS INACTION

Products in use are captured in moments
of motion and energy, creating engaging
compositions.

« Lighting should be natural, focus should be
crisp, and framing can be tight to highlight
key details.

- Imagery has a clear focus of the subject
matter. To create a more powerful layout
choose uncluttered images with a narrow
depth of field on the subject.

Photos used on this page are "For Placement Only" (FPO)
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PHOTOGRAPHY
PRODBUCT

STANDALONE PRODUCTS

PRODUCTS INACTION

FPO

Imagery of our products allows us to
showcase our innovation and work.
Product imagery should be high-quality
and accurately represent the technology
we produce.

FPO




VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

PHOTOGRAPHY
LIFESTYLE

PEOPLE & PRODUCTS

People take on a more humble role,
appearing smaller in size in relation to our
products, emphasizing the power and impact
of our technology.

- Products are shown in context and in an
appropriate environment.

FPO

- When products are not visible, they are
clearly referenced within the scene.

- People in our photography are taken in
authentic moments and aren't posing for
the camera.

- Avoid showcasing people with expressions
that may cause negative or uncomfortable
reactions.

FPO

Photos used on this page are "For Placement Only" (FPO)
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Imagery of people interacting with our
products connects our work with those who
create it and those who use it. Our products
are staged as bold and modestly heroic.
People should appear natural, driven and
confident in true-to-life situations.

FPO FPO

FPO FPO



VISUAL SYSTEM ELEMENTS P H OTU G R A P H Y U S E The examples on this page demonstrate the
PRATT & WHITNEY preferred uses of photography.

BRAND IDENTITY GUIDELINES

DESATURATION DESATURATION DARKENING & LIGHTENING AREAS
Keep a low saturation for all photos.

A consistent application of saturation ensures
Pratt & Whitney maintains a recognizable
photography look and feel. For people
imagery, make sure to maintain enough color
for skin tones, avoiding a sickly appearance.

CONTRAST

Apply medium to high contrast to all photos.

Keep a consistent application of contrast BEFORE AFTER
to provide our photos with a dynamic and

captivating effect.

FOCAL POINT

Have a main focal point in imagery to CONTRAST
maintain a simple message, avoiding FPO FPO
a cluttered composition. BEFORE AFTER

DARKENING & LIGHTENING AREAS

Subtly darken or lighten areas of the image
to increase visibility of overlaid content.
Adjust until desired effect is reached.

PLACEMENT WITHIN CONTENT

Position the main subject matter within the FPO FPO
photo to compliment the layout's content. BEFORE AFTER

Place imagery to provide the highest contrast

and open space for content.

PLACEMENT WITHIN CONTENT

FOCAL POINT & SIMPLE MESSAGE

FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS P H [:]'l'[] G R A P HY The examples on this page demonstrate the
PRATT & WHITNEY incorrect use of photography.

BRAND IDENTITY GUIDELINES INCORRECT USE

A — Do not use over saturated images.

B — Do not use overexposed images.

C - Do not add filters to the imagery.

D - Do not use duotones or sepia filters. @
E — Do not add gradients to the image.

PO FPO

F — Do not crop images in ways that affect FPO
the overall purpose of the image.

NS
RSN
NN

G — Do not create silhouetted images.

H — Do not enclose photos within shapes
other than rectangles.

| — Do not use images that are “staged” or @
depict clichés. Subjects should look
candid and real.

FPO FPO FPO

J — Do not show people with false or
exaggerated expressions. People should
appear authentic, not posed.

K — Do not depict products in a static or
dull manner.

L — Do not add futuristic effects in imagery, @
such as colored lighting.

FPO FPO FPO

FPO FPO FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

USE APPROVED ARTWORK
These elements are a unique piece of

artwork and should not be typeset or altered.

To ensure we represent Pratt & Whitney
in a consistent way, always use approved
icon artwork.

If you cannot find an icon to use within the
provided options, reach out to the brand
team. All new icons need to be approved
by the brand team before use.

ICON CONCEPT

Each icon is associated with a unique
idea. Select the icon that best supports
the message.

ICON DESIGN

Our icons are modeled after our graphic
device and therefore are line based

and simple.

Icons are created from a 1" square grid
with a line weight of 3pt. Always use
approved artwork.

JUNE2018 | ISSUET.S

[CONOGRAPHY

ICON CONCEPT

[ News
5

Download

[||0

Do &

Employees

Calendar

Y/

Speech

| —
|o
M\

Contacts

Growth

£]

Social Media

Icons are a helpful tool to illustrate or explain
information. Icons should be used primarily
for infographics or to display categories.

@

Play Video

K

Message

@,

Worldwide

A

Trends

GRID GUIBELINES

LINE WEIGHT

3[” —




VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

CLEAR SPACE

Keep our icons clear of text, images and
graphics by maintaining the minimum clear
space on all sides. The preferred clear space
is equal to “1/3 of X,” as illustrated on this
page. “X” is equivalent to the height of the
grid shape container.

If an icon does not reach the full length of the
grid vertically and/or horizontally, center the
icon within the boundaries of the 1"x1" grid

MINIMUM SIZE

The minimum size of an icon is 1/4" in height.
For digital applications the minimum size

of an icon is 15 pixels in height. Sizes smaller
than this will compromise legibility and
presence.

SCALE

Keep the integrity of the original icon's
proportions when enlarging or shrinking icons.
Do this by vectorizing all icon lines into solid
shapes within the 1"x1" grid. The icon can
then be scaled accordingly without creating
inconsistency.

ALIGNMENT

Align the boundaries of the icons' clear space
to each other when showing more than one
icon together. When grouping more than two
together use equal spacing between icons.

JUNE2018 | ISSUET.S

ICONOGRAPRY USE

CLEAR SPACE

1/3X

MINIMUM SIZE

]/4n

O&

DIGITAL MINIMUM SIZE

A

SCALE

0&

N

7

SCALING DOWN SCALING UP
ALIGNMENT
= CHENEIE
qJ O |~ n
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VISUAL SYSTEM ELEMENTS | C [] N 0 G RA P H Y C [] LU R Provide our icons with legibility and impact
PRATT & WHITNEY by using colors that provide a high contrast
BRAND IDENTITY GUIDELINES 0 P-l- | [] NS against the background.

PREFERRED PREFERRED ACCEPTED USAGE IMAGE BACKGROUND
Use the P&W Blue for icons whenever possible.

BLACK & WHITE afle) O

Use black and white for icons when four color [ l L_[_J
reproduction is not possible. Apply black to FPO
icons when they are over a light background
and apply white to icons when they are over
a dark background.

ACCEPTED USAGE

Pratt & Whitney neutral colors and secondary

colors may be used for icons. Select the

color that best follows the color scheme BLACK & WHITE
of the layout.

IMAGE BACKGROUND

When placed over an image, position the
icon over an area that provides clear space
and high contrast. If an icon is placed over a
light background use P&W Blue and when an
icon is placed over a dark background use
white. Use black for icons when four color
reproduction is not possible.

IE
v
©
IE

]
D
I
o]
HO

FPO

ol

I

[

FPO

E Y

[0
D
I

FPO

©

1D

o )
=

I

1

||/D

c— |

Photos used on this page are "For Placement Only" (FPO)

JUNE2018 | ISSUET.S 5.30



VISUAL SYSTEM ELEMENTS | C U N 0 G RA P H Y The examples on this page demonstrate
PRATT & WHITNEY incorrect reproductions of icons.

BRAND IDENTITY GUIDELINES |NCURRECT USE

A — Do not create complex icons that consist
of many lines.
B — Do not create solid icons. @ @
C — Do not alter the proportions of the icon
from its original form.
D- Do not add drop shadows.

E — Do not have the clear space of the
icon obstructed. /@

q ~

F — Do not misalign icons to one another. ﬁ
G - Do not place icons within a holding @ @ @ @

shape or color block.

|1ID
[

H — Do not place icons over a background
that provides little to no contrast.

| — Do not use colors outside the approved
options.

J — Avoid textured background when placing
icons over photography as this may

affect visibility. @

K — Do not alter the icon size while keeping
the original line weight.

m] |1
D
< [k

FPO

Photos used on this page are "For Placement Only" (FPO)
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VISUAL SYSTEM ELEMENTS

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

BRAND RESOURCES
Facebook Brand Resources

Instagram Brand Resources

Linkedin Brand Resources

Twitter Brand Resources

YouTube Brand Resources

JUNE2018 | ISSUELS

SOCIAL ICON USE

When using social icons, refer to each
organization's published set of guidelines
for use.

5.32


https://en.facebookbrand.com/
https://en.instagram-brand.com/
https://brand.linkedin.com/
https://about.twitter.com/en_us/company/brand-resources.html
https://www.youtube.com/yt/about/brand-resources/#logos-icons-colors

o RESOURCES

BRAND IDENTITY GUIDELINES

VISUAL SYSTEM ASSETS
https://sp-all.pw.utc.com/sites/communications/Pages/Brand-Guidelines.aspx

JUNE2018 | ISSUET.S

All approved artwork and assets can be
found at the below location. If you cannot find
an item within the site please contact:

Richard Connelly
Global Brand Manager
richard.connellyjr@pw.utc.com



mailto:richard.connellyjr%40pw.utc.com?subject=
https://sp-all.pw.utc.com/sites/communications/Pages/Brand-Guidelines.aspx

VISUAL SYSTEM ELEMENTS

o PROCESS & APPROVAL
BRAND IDENTITY GUIDELINES PRUCEDURE

1BD



APPLICATION EXAMPLES

These examples live as references for
how the visual identity can be used in
varying situations. They are not production
ready files and may differ in design to the
actual pieces.
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES
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STATIONARY
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES
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PROFILE ONE SHEET

6.3



APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Photos used on this page are "For Placement Only" (FPO)
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PRODUCT BROCHURE

FPO

FPO
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Photos used on this page are "For Placement Only" (FPO)
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POWERPOINT
PRESENTATION

FPO
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APPLICATION EXAMPLES
PRATT & WHITNEY HR PUSTER

BRAND IDENTITY GUIDELINES

4 N

- /

TELEVISION SCREEN

Photos used on this page are "For Placement Only" (FPO)
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

TRADE SHOW | WHITE

s/

\ N

FPO

TABLECLOTH

Photos used on this page are "For Placement Only" (FPO)
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POP-UP BANNER

EXHIBIT WALL

PODIUM
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

TRADE SHOW | BLUE

s/

\ N

FPO

TABLECLOTH

Photos used on this page are "For Placement Only" (FPO)
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

LEADER BOARD EXAMPLE
PROPORTIONS OF 728X90 PX (NOT ACTUAL SIZE)

HALF-PAGE
PROPORTIONS OF 300X600 PX (NOT ACTUAL SIZE)

FPO

Photos used on this page are "For Placement Only" (FPO)
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DIGITAL BANNERS

31 RECTANGLE
PROPORTIONS OF 300X100 PX (NOT ACTUAL SIZE)

FPO FPO

SQUARE
FPO PROPORTIONS OF 250X250 PX (NOT ACTUAL SIZE)

FPO



APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Photos used on this page are "For Placement Only" (FPO)
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WEBSITE | HOMEPAGE

FPO
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Photos used on this page are "For Placement Only" (FPO)
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WEBSITE | PRODUCTS

FPO

FPO




APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

Photos used on this page are "For Placement Only" (FPO)
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DIGITALNEWSLETTER

FPO
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APPLICATION EXAMPLES

PRATT & WHITNEY
BRAND IDENTITY GUIDELINES

INTRANET

FPO

Photos used on this page are "For Placement Only" (FPO)
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