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Guidelines



Introduction

What is a brand?

It's not just the company name, or the logo we
put on our products.

We think about things like: Who is Voltera?
How do we want people to feel when they see
our brand? What do we want them to think
about Voltera? How will they react when they
hear our name?

It's a gut check.

So, how do we infuse confidence in our brand?
Through consistency. From logos and brand
voice to messaging and graphic elements,

it's really important to curate a positive brand
experience. The guidelines outlined in this
document will show you how to do just that.

Have questions about Voltera's brand? Please

contact shelley.bulmer@voltera.io.
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Our Story

Voltera was founded in 2013 by four University of Waterloo
engineering students. Building on an idea sparked by their
capstone project, Jesus Zozaya, Katarina Ili¢, James Pickard,
and Alroy Almeida have spent the last decade growing Voltera
into the successful and profitable company it is today.

Now a scaling technology company, Voltera is on a mission to
drive change in the additive electronics industry. Our benchtop
electronics printers enable rapid iteration and spark ideas that
will transform the future.

Our first product, V-One, is a multi-functional PCB printer
that enables rapid prototyping of traditional electronics.
Released in 2015, V-One is used as a product development
and education tool. It allows users to make changes to their
designs on the fly without needing to wait for design specific
tooling. It's also a more environmentally friendly option for
prototyping PCBs compared to traditional manufacturing
methods. Because material is only dispensed where it's
needed, you're conserving precious material and eliminating
lengthy cleaning processes.

Our second product, NOVA, is a modular dispensing system
for flexible hybrid electronics that was released in 2022. It's
used by research labs and organizations working with additive
electronics who want to expand their rapid prototyping
capabilities, accelerate their research and development
timelines, and unlock new research or revenue opportunities.
It is the only platform of its kind built for screen printable
materials, meaning it offers users a wider range of materials
options while scaling from lab to production.

Voltera is a Canadian company. We're proud that all of our
products are designed, assembled, and shipped from our
headquarters in Waterloo, Ontario.
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Our Mission
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Purpose (Our why)

Catalyzing innovation by removing

barriers to entry

Our Values

&

It takes
a village

We should collaborate, be
humble, and lean on each
other. Ask questions and
seek out help. Speak freely
with a positive intent — be
honest, straightforward
and real.

N ]

Laser-focused
and aligned

We want our employees

to set their sights on
company targets and feel
proud when they hit them.
There's nothing more
motivating than working on
a high functioning team.

.,)

Niche (Our superpowetr)

Crafting amazing customer experiences
for electronics development

2
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WOW the
customer

We want to delight and
impress our customers
with our magic touch in
every interaction. Give
them something to
remember. Understand
their needs and work with
them to find solutions.

Own

it

We are the owners of our
success. We take initiative
and deliver on promises.
Solve problems and

seek opportunities. Hold
ourselves accountable

for our performance and
results.
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Brand Voice

Voltera's brand voice is a delicate balance. We are
professional, informational, clever, and humble. We don't
take ourselves too seriously, but we don't use humor as a
crutch.

Think about Voltera's brand like it's a person. It defines
who we are. And our brand voice defines how we express
ourselves.

Our goal is to educate and delight our audience with
thought-provoking, easy-to-understand, and forward-
thinking content.

Our audience is international, so keep this in mind when
writing copy for Voltera. Jokes don't always translate.
Neither do “Canadianisms.”

Do: “At Voltera, we're engineers, product developers, and
materials scientists at our core. We believe in making
hardware that's helpful, yet easy to use”

Don't: “At Voltera, we're engineers and sciencey folks at our
core. We believe in making building hardware...suck less!”

Do: “V-One is our original product, first released on
Kickstarter in 2015”
Don’t: “The V-One is our original product — the OG”

We're experts in our field, but we're not arrogant about it.
Make sure you're not too high-level and nebulous.

Keep it conversational. Communicate using plain language

and simple sentence structure, and provide examples
when you can.

Editorial guidelines

When writing for Voltera, use Canadian Press style, but use
American spelling (color, neighbor, labor, etc.). Exceptions are
outlined in the house style guide section of the appendix.

Point of view

Always write using first person plural. For example:
+ We make easy-to-use products.
» Our co-founders graduated from the University of Waterloo.

Case

Title case
All titles and button text should be written in title case.
« This Sentence Is Written in Title Case.

Sentence case

All subheadings and body copy should be written in sentence
case.

- This sentence is written in sentence case.

Capitalization

Never write body copy in ALL CAPS. Titles are acceptable.
Never capitalize words because they are “important”.
Proper nouns should always be capitalized.

Tense

We always talk in present tense, except for white papers which
are written in past tense. The only exception is for dimensions
(i.e. “the dimensions are X" not “the dimensions were X’, with the
former implying the dimensions have changed.)
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Brand Architecture and Logos

Voltera has more than one product, but only one brand. Our products have their
own styling and design elements to help differentiate them from one another,
but they all fall under the Voltera brand umbrella.

Important design notes

* The logo should have one pad's worth of
clear space around it at all times.

* The wordmarks should have clear space
around them the height of a capitalized
V" at all times.

* Do not add a shadow or stroke, change S |
the logo or wordmark colors, sheer, ' VOLTERA
overlay, or distort the logo inany way.

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

The Voltera logo is always monochrome. «..cocooooeveirne .f VOLTERA .f VOLTERA

Sreom i e detoched padt o VOLTERA V-ONE IS RVIIREAVNAVAeINI=

gruee'?lnot\éAe fftzgﬁeeﬁ ;Ys(ljt_era ~~~~~~~~~~~~~~~~~~ o VOLTERA NOVA 8" VOLTERA NOVA
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Color Rules: Voltera Primary

All Voltera branded designs should use the monochromatic color palette below. In order to add colour to Voltera branded assets, we
apply a subtle gradient from our Rich Green to our Vibrant Blue on visual accent items, as long as they are small accents and not a

large section of gradient.

Dark
Accent

RGB: (28,28,28)
HEX: #1cl1clc
CMYK: (72/66/65/77)

RGB: (43,43,43)
HEX: (#2b2b2b)
CMYK: (70/64/63/65)

Grey

RGB: (229,229,229)
HEX: (#e5e5e5)
CMYK: (0/0/0/10)

Light White
Grey
RGB: (250,250,250) RGB: (255,255,255)
HEX: (#fafafa) HEX: (#FfFFf)
CMYK: (1/1/1/0) CMYK: (0/0/0/0)
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Color Rules: Product Secondary

This palette is to be used when designing for our products, in addition to the primary palette. Stick with Rich Green and Vibrant Blue
when possible, however, other options are available.

V-One Light
Green Green
RGB: (180,232,106) RGB: (240,250,225)
HEX: (#b4e86a) HEX: (#fOfaeT)
CMYK: (22/0/54/9) CMYK: (26/9/0/1)
NOVA Light
Blue Blue
RGB: (188,231,253) RGB: (242,250,255)
HEX: (#bce7fd) HEX: (#f2faff)
CMYK: (26/9/0/1) CMYK: (4/0/0/0)

The Accessibility for Ontarians with Disabilities Act (AODA) states all large private, non-profit, and public-sector organizations (50+
employees) must make their website accessible. Though we're not at 50 employees (yet), we strive to meet WCAG 2.1 Level AA
standards to make our website a great experience for everyone.
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Typography

Sansation regular / VOLTERA REGULAR

Used for titles and H1 headers. Only use Voltera
Regular if there is mention of NOVA, or you're
typing Voltera in all caps, as it needs to have the A
bar removed. Otherwise use Sansation Regular.

Sansation bold / VOLTERA bold

Used for headers. Only use Voltera bold if
there is mention of NOVA, or you're typing
Voltera in all caps, as it needs to have the
A bar removed. Otherwise use Sansation

bold.

Roboto ngh‘t ................................................................
Used for body text.

Roboto Medium

Used for bolding
within body copy.

Unstylized text should be rich black on light
backgrounds, and light grey on dark backgrounds.

Titles and H1 headers in Sansation
Regular or VOLTERA Regular

Headers Sansation Bold or VOLTERA bold

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aligua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat
cupidatat non proident, sunt in culpa qui officia deserunt
mollit anim id est laborum.

Sed ut perspiciatis unde omnis iste natus error sit voluptatem
accusantium doloremque laudantium, totam rem aperiam,
eaque ipsa quae ab illo inventore veritatis et quasi architecto
beatae vitae dicta sunt explicabo. Nemo enim ipsam
voluptatem quia voluptas sit aspernatur aut odit aut fugit, sed
quia consequuntur magni dolores eos qui ratione voluptatem
sequi nesciunt. Neque porro quisquam est, qui dolorem
ipsum quia dolor sit amet, consectetur, adipisci velit, sed quia
non numaguam eius modi tempora incidunt ut labore et dolore
magnam aliqguam quaerat voluptatem. Ut enim ad minima
veniam, quis nostrum exercitationem ullam corporis suscipit
laboriosam, nisi ut aliquid ex ea commodi consequatur?
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Design Elements: V-One

The fontforthe V-Onelogois ...
“Sansation Regular” _—

V-One is our original product. When we think about
V-One we think education and product development. It's
traditional and rigid. It was never meant to print on flex.
V-One is great for high schools, undergrad programs, and
developers who have no need for flex. We refer to it as
“V-One”’, not “the V-One”.

Simple, easy to use, approachable, versatile

AdJec‘Uves/mood. et (Swiss Army knife)' trustworthy_
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Design Elements: NOVA

NOAVFA

NOVA is a newer product for Voltera. It pairs well with

researchers and big corporations trying to do big things

with both rigid and flex materials. We refer to it as
‘NOVA", not “the NOVA".

Futuristic, innovative, thought-leader, precision, accuracy.

The font for the NOVA logo is
‘Sansation Regular” that has been
manually modified to remove the A
bar. The font is now titled “Voltera”.

Adjectives/mood.

s
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lcons
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Icons should be high contrast. They should convey a concept * Icons are to be designed by the Marketing team only.

as simply as possible, using accent colors (gradient for Voltera, * New icons should follow the same aesthetic as the existing
green for V-One, and blue for NOVA) to bring the viewer's icons. If you need a new icon developed, please contact
attention to the most important part of the image. A library of marketing.

icons is available. They have been developed with Voltera, our * Not every word or phrase needs to be an icon. They are not

products, and our customers in mind.

replacements for complex or abstract concepts and should
not be used for decoration.

s
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