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Brand Story



SUMMARY
OF BRAND.

COMPETITIVE ADVANTAGE

Frequence offers absolute transparency on every single
impression and click—the data exists and we want people to
take advantage of it. Our campaign management platform is
fully customizable, and we easily integrate with existing
applications. Unlike other workflow software, Frequence
connects all aspects of digital advertising—sales, operations,

and reporting—from beginning to end.

Confidential & Proprietary

BRANDING PLAYBOOK

Frequence’s powerful software makes it easy for media companies to stay
competitive in the digital advertising space. We empower experts in sales and ad
design with a set of tools that allows them to efficiently deliver what would
otherwise be complex advertising strategies. We level the playing field to make

programmatic ad buying possible for smaller local businesses.

MISSION VISION
To enable advertisers large and small to take To be the market leader in enterprise
partin the digital communication revolution workflow software for media sales.

by removing workflow obstacles.

frequence
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Branding Playbook

Frequence is the first and only end-to-end solution for media companies to

P R/ E D I automate and grow their local advertising sales. Through its full-stack workflow,
B o I L E R P LAT E creative and campaign management software, Frequence provides the necessary
®

tools to sell, launch, manage and optimize omnichannel advertising campaigns

in local markets.

From campaign proposals and creative development to measurement and

analytic tools, Frequence users have a complete local media solution that
To use for press releases, technical

listings, or any other exact usage optimizes business outcomes.

of what we do.
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Branding Playbook

M u RKETI N G Frequence’s powerful software makes it easy for media companies to stay

competitive in the digital advertising space. We empower experts in sales and ad

Bo I L E R P LAT E design with a set of tools that allows them to efficiently deliver what would
L

otherwise be complex advertising strategies.

Unlike other workflow software, Frequence is the most complete system on the
market, connecting all aspects of digital advertising—sales, operations, and

reporting—from beginning to end. We create smart, focused campaigns based on
Use this for a more casual tone, on

social media, advertisements, or performance data from thousands of local and national media campaigns to level

more. the playing field and make programmatic ad buying possible for smaller local

businesses. The data is out there, and we want to help advertisers put it to work.
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Branding Playbook

VALUES.

COLLABORATION EXECUTION OWNERSHIP

With our clients and our teammates, we're all We don't just say that we're going to get the No one at Frequence passes the buck. From
about putting our heads together to find the job done; we roll up our sleeves and deliver the CEO down to the newest hire, we're
right solution. on our promises. invested in the future of the company.
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Branding Playbook

Stay on-brand by checking written content against these 3 guiding

MESSAGING:
e characteristics for how we speak to our audience .

GUIDE TO VOICE.

SLEEK ENERGIZED

Clean, intentional, professional without being We know our workflow software is the most
boring. Youthful and innovative. Intelligent complete system on the market, and we're eager
without being robotic, old-fashioned, or to share that excitement. Our words are
arrogant. Sophisticated in a straightforward dynamic and aspirational, but this doesn't mean
manner. they're littered with exclamation points either.

Confidential & Proprietary

DEFT

We're fast, but we never sacrifice quality or
know-how. Our workflow is clever and
streamlined, and so is our language. We're

both elegant and efficient.
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MESSAGING:
GUIDE TO TONE.

THIS
Easy, Streamlined Advertising
NOT THAT

Simplified Marketing

Confidential & Proprietary
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Knowledgeable, Never Dumbed-Down Or Vague

We speak our clients' language and help them understand innovative solutions.

Confident, Never Pleading, Preachy, Or Bragging

We are passionate about what we do, because we see the evidence that it works.

Sharp, Never Disengaged Or Irrelevant

We’re passionate nerds, and we're not afraid to show that we're smart.

Clear, Never Uncertain Or Confusing

We use simple, unfussy language that doesn't get in the way.

Open, Never Exclusive Or Restrictive
We're approachable, inclusive, and encourage open dialogue within our

community. This is a place where your voice matters.

frequence e



VOICE AND TONE
EXAMPLES.

THIS
Easy, Streamlined Advertising
NOT THAT

Simplified, Marketing

Confidential & Proprietary
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Us: Speed up your sales process and streamline your workflow.
Them: Accelerate your sales velocity and improve your operational

efficiency.

Us: With catchy headlines, compelling content, and striking design,
we’ll create an email campaign that just clicks.
Them: We configure successful email marketing campaigns based on

your specific needs and business strategies.

Us: Ready for next-level audience engagement? Elevate your business
with us
Them: Our differentiated products use comprehensive consumer data

to help you drive business.

frequence cen
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LOGO
USAGE.

frequence

Logo wordmark to be used in only white or

dark blue. FQ Badge is only to be used with f re q ' I e n Ce

Frequence Red.

Link to assets
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https://www.dropbox.com/sh/4d7tib4g35imdtl/AAAcQ2rNJ5G2FW85VhRqsq5Ba?dl=0

Branding Playbook

___________________________________________________________________________________

LOGO ‘
USAGE.

Allow plenty of spacing around logo.
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Branding Playbook

LOGO
USAGE. frequence  (/a nce

Do not stretch logo in any way Do not place logo at an angle Do not outline logo
% %
Do not place over a distracting bg Do not use incorrect colors Do not use a drop shadow/other effects
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ASSOCIATED
LOGOS.

Link to assets

Confidential & Proprietary
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@ QOD

INTERSECTION LOGO

Frequence intersection logo is used when describing
the three areas of our platform. This icon must always
be oriented with dark blue on the bottom, Frequence
Blue on top, Frequence Red on the right. Lines can also

be used as a watermark, like the one on this page.

DEPARTMENT LOGOS
These badges can be used for internal channels

only, such as Slack, GSuite, et.

PRIDE LOGOS

frequence G
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https://www.dropbox.com/sh/4d7tib4g35imdtl/AAAcQ2rNJ5G2FW85VhRqsq5Ba?dl=0

AWARDS.

Awards go in order as follows:

Logos CANNOT be modified.

Link to assets

Confidential & Proprietary

Great
Place
To

Work.

Certified

AUG 2021-AUG 2022

Branding Playbook

TOP

WORK BayArea
PLACES NewsGroup
2020
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https://www.dropbox.com/sh/4d7tib4g35imdtl/AAAcQ2rNJ5G2FW85VhRqsq5Ba?dl=0
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TYPE &
FONT.

Frequence typographic logo is mashup of
several typefaces, most similar to Acumin Pro.
These fonts have been chosen to complement
the logo and provide a friendly, clean, and
modern look for Frequence branded
communications. To increase accessibility,

we suggest Source Sans Pro for most

typographic needs.

Confidential & Proprietary
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Source Sans Pro - Free

Source Sans Pro - Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Source Sans Pro - Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Acumin Pro - Medium Acumin Pro via Adobe
abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789?!@%$&*

Acumin Pro - Bold
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789?!@%S$&*

Barlow Condensed - Reqular ~ Barlow Condensed - Free

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789?!@ % $&*

Barlow Condensed - Bold

abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789?!@%$&*
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https://fonts.adobe.com/fonts/acumin
https://fonts.google.com/specimen/Barlow+Condensed
https://fonts.google.com/specimen/Source+Sans+Pro

BRANDING PLAYBOOK

PRIMARY COLORS SECONDARY COLORS

Frequence Blue Frequence Red Baby Blue Dark Blue Paper

COLOR
PALETTE.

#0020df #002a3a #f1f8fd
a
#007529 #ff4438
GRADIENT SUPPLEMENTAL COLORS
Frequence Gradient Pool Blue Green Yellow

#054e70 - #0ca3eb #79c4e6 #8ac417 #fedel8
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COLOR
USAGE

Frequence is dynamic in both its brand
identity, company culture, and product
offerings. The specific usage of our brand
colors reflect the tone of Frequence and how

our products can influence our clientele.

Confidential & Proprietary
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Primary Colors

Our primary colors are our main colors to be used consistently across all of our Frequence
social, marketing, and branding collateral.

Secondary Colors

Our secondary colors are used to support our brand identity. Use of these colors should not be
more than 50% of the colors in the overall design.

Supplemental Colors

Our supplemental colors are used to increase interest and attention in our brand. Use of
these colors should not be more than 30% of the colors in the overall design.

Gradient

The Frequence Gradient is to be used in backgrounds only and at 45 degree angle. The
intention of the gradient is to add depth and interest to our brand.

frequence cex



BRANDING PLAYBOOK

Don’t use Red on any of the mid blues or blues on red

Red on blue is hard to read and very vibraty

COLOR
USAGE

Don’t use white on “paper”, or tones that are close in value

This is too hard to read.

Don't. R Don’t use red text

ext Red text can look negative

L\@A Icons should be blue or reversed -never red
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https://www.dropbox.com/sh/qth0ef9mmof52dl/AAB9Il7-JTycYGGGYJLu18vta?dl=0
https://gsuite.google.com/marketplace/app/insert_icons_for_slides/96201000411
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The Easygoing Professional

LinkedIn.

Organic and paid updates: 25 words

Social Blurbs: 4-5 sentences max

Articles: 1,900 to 2,000 words, with titles between 40 and 49 characters
Videos: Brand awareness and promo videos <30 seconds.

Videos selling services or products <30-90 seconds.

Sizes: static = 1600x900, video = 1600x900

Tone Of Voice: Intelligent, Trustworthy, Approachable

No max word count (keep under 4 sentences)
More space to lead up to a climax

More self-promotion

Get into more specific details

“Let me tell you how I can help you”

Confidential & Proprietary

BRANDING PLAYBOOK

X
n
o

Alisha Criss - st see
Ad Operations | Client Success | Digital Advertising S...

5d - @

Frequence

506 followers
1w - Edited - @

Great
Place
To

Work.

Certified §*”

AUG 2021-AUG 2022

frequence

With digital agencies growing

rapidly, scaling your operations
is important now more than
ever. Luckily, we have the
technology to do so. Listen to
Frequence’s CEO, Tom Cheli,
chat with @gborrell, CEO of
@BorrellAssociatesinc, on how
we help media organizations
diversify their services and how
we can help you too.

© 41 comment

& Like &) Comment (> Share 7 send

Formality

frequence ez



BRANDING PLAYBOOK

The Laidback Genius

75%

- Frequence Inc.
63 Tweets

@ Frequence Inc. @Frequencelnc - Oct 22

S (fa

Following

LIVE WEBINAR:

o
How to Successfully
P Scale Your Media Agency v
Live July 21|8am PST | 11am EST
Real-Time Data Insights

e  Organic and promoted tweets: 71 - 100 characters e it

Borrell Associates CEO Gordon Borrell

e  Twitter hashtags: 6 characters; keep them relevant
e Sizes: static = 1600x900, video = 1080x1080 Digital agencies are growing
rapidly, meaning scaling your
operations now is important.
Luckily, we have the
technology to do so. Listen to
CEO, Tom Cheli, chat with
@goborrell about how we help
media organizations diversify
their services.

Tone Of Voice: Smart, Conversational, Relaxed
e 280 characters
e Needto hook the audience
e  Straight to the point/Concise
e Impactful from the start

e  “Thisishow I can help you”

Formality
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The Cheerful Teamplayer

Instagram.

° Organic posts: 138-150 characters

Paid posts: 5 to 18 words.

Hashtags: 10-15 for best results; 30 allowed.
° Sizes: static = 1080x1080, video = 1080x1080

Tone Of Voice: Concise, Personal, Approachable,
Knowledgeable
° 5 sentences max

e Impactful from the start

Real people, real stories

“This is how we can solve our problems”

Confidential & Proprietary
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3
~
Instagram A P ® 0 @
frequence
BORRELL REPORT
Story: Make Your Media Organization

Make sure the top section has

no info or it will be blocked out MORE PROFITABLE
when posted.

Better to keep logo on the
bottom.

Customers who
saw BOTH CTV and 3
DISPLAY ADS were -

Recently, there's been a boom in the growth of digital
agencies. This means that scaling your operations is
important now more than ever. Luckily, we have the
technology to do so. Listen to Frequence’s CEO, Tom
Cheli, chat with @goborrell, CEO of Borrell Associates
Inc., on how we help media organizations diversify their
services and how we can help you too.

QY W

Liked by lilliancosenza_0104 and others

35%

goodvibes_goodthoughts Miracles happen when you open up to them.
By creating a mindset in which the miracles you wish to occur are
embraced., By... more

MORE LIKELY TO
MAKE A PURCHASE.

chimsiishmael '@ o
annagerakis The children will understand the love of the father versus
their mother only much much later. Remember that. -

frequence
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BRANDING PLAYBOOK

The Confident Yet Subtle Trailblazer

X
o
<
TURN DATA INTO
STRATEGY IN SECONDS.
Robust omnichannel
media proposals powered
by SmartProposal.
Facebook
[ ]
frequence
° Organic posts: 1 to 80 characters L. .
_ The number of digital agencies
e  Social blurbs: 2 to 4 sentences max is rapidly increasing. This
° Paid posts: 5 to 18 words means that sca[ing your
e Headline, the first text people read, is 5 words. operations is important now
e  Main Text, the snippet above your image or video, is 14 words. more than ever. Luckily, we
R . . o have the technology to do so.
e  Description, the text that lives directly below your headline, is 18 Listen to Frequence’s CEO, Tom
words. Cheli, chat with Gordon Borrell,
e  Sizes: static = 1600x900, video = 1600x900 CEO of @BorrellAssociates,

about how we help media
organizations diversify their
services and how we can help
you too.

Tone Of Voice: Personal, Playful, Knowledgeable
° 2 to 4 sentences max
e Impactful from the start

e  “Thisis why we want to help you”

Formality
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YouTube.

° Videos: <3 minutes
° Titles: <70 characters
e  Descriptions: <157 characters

° Sizes: static = 1200x627, video = 1280x720

Tone Of Voice: Smart, Conversational, Relaxed
° 2 to 4 sentences max
e Impactful from the start

e  “Thisis why we want to help you”

Confidential & Proprietary

Frequence
9 subscribers

VIDEOS

We are Ereguence

Uploads P PLAY ALL

Formality

PLAYLISTS

CHANNELS

BRANDING PLAYBOOK

frequence.

CUSTOMIZE CHANNEL MANAGE VIDEOS

The number of digital agencies is rapidly increasing. This means
that scaling your operations is important now more than ever.
Luckily, we have the technology to do so. Listen to Frequence’s
CEO, Tom Cheli, chat with Gordon Borrell, CEO of
@BorrellAssociates, about how we help media organizations
diversify their services and how we can help you too.

70%

frequence e



BRANDING PLAYBOOK

Link to More Blog

OnJun, 152021 e 3 minute read

B lo g . Written By Sarah Chamberlain

e  Audience: Clients, Industry Insiders

Digital advertising can make or break a small business. The internet is a crowded place, and your ad must capture your audience’s
attention with writing and design that stops them in their tracks and makes them want to engage with your brand. According to a

(] Tone: |I’]f0 rm at've; Smart, yet approachable Nielson study, creative quality is the most important factor for driving sales - 47% of a brand’s sales lift from advertising comes from

the creative. TV ads generally have consistently high-quality creative—as opposed to digital ads, which have a wider range of quality,

[ ] Length: 750—1000 Words including both much higher and much lower.

Great looking ads make audiences pay attention, but quality design and writing are hard to come by for small businesses. There may
be a number of reasons for inconsistency in digital ad quality, but it can typically be attributed to lack of time, budget, and brand
assets. Frequence feels strongly that small businesses should - and can - compete in the digital space despite these roadblocks, and

.
FOI’mat. we've figured out how to make it happen.

e  Headline: Must include target keyword
Faster, smarter, cheaper creative
° Intro paragraph

The creative process generally has a lot of bottlenecks. Design platforms aren’t compatible with one another, elements can get held up

PY N um be red lISt summa ry Of Wh at W| “ be cove red / ta keaWays waiting on animation or copy review, and designers have to start from scratch each project. We knew there was a better way, so we
t

developed software technology that streamlines our creative process, and the results speak for themselves.

e  Body (organized with subheadlines every 2-3 paragraphs.

Subheads can match takeaways)

e  Closing paragraph
e (TA

*  Include23intellNS Formality G & 5%

Confidential & Proprietary frequence PAGE 30


https://docs.google.com/document/d/13eqv2xQNcFyKwbQy-6ojmXoaNuvgTLV6-oZYmUfRFRQ/edit
https://blog.frequence.com/
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LINK TO HIGH RES IMAGES

Photography: When using photography of the office and employees remember to choose images with good lighting and with employees that still work in the office. Avoid images with

individuals who no longer work at Frequence. Make sure to use images that show diversity and reflect Frequence in a positive light (ie: happy and productive employees).

LINK TO HIGH RES IMAGES

[ ] ® ®
S S
&
#
& [ ®
S
o - ® Adapt > @
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https://lightroom.adobe.com/shares/22f4a738ff264eaf91aef290a9e9dd8c?invite_id=e480193e96d54341b5aeb2ae992f7d07
https://adobe.ly/3BM8YH0

BRANDING PLAYBOOK

LINK TO HIGH RES IMAGES

Build: This reflects Frequence office life. Stock should reflect the values of our company, as well as the aesthetic of our people and office. People should be smart, happy, collaborating

and laid back. Images should not be too vibrant. Colors should be slightly subdued, but not dark, greyscale or flat.

NOTE: Whenever possible, stay away from stock photos. These should be a last resort

[P A LcHton |

v\‘

| inpeoyaions
75

b= \\}ml

M

Confidential & Proprietary freq UeNCe PAGE3


https://www.dropbox.com/sh/0kl33ojhq6655nx/AADyBLuPCWA-aGML-PmxNQ5Wa?dl=0

BRANDING PLAYBOOK

LINK TO HIGH RES IMAGES

Partner: This reflects Frequence and our interactions with partners. Images should appear supportive, friendly, customer-focused, smart, and approachable.
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https://www.dropbox.com/sh/parnmbgb2gq1eu6/AACbh9ygrldxNx8QleLm34hwa?dl=0

