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1.0 Introduction.
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1.1

Our brand guidelines.

These brand guidelines should be used as a base

of reference. They are a fluid and constantly updated
document moving in unison with the progression of
the brand. With this in mind, use this document as

a sense-checking base to work from, and not a
ceiling to confine creativity.

Our design ethos is based on a system of scalability.
Using the logo as a base for spacing and guides,
we can produce a scalable design styling that has
the same visual feel across all communications.

This will also provide a logical system to work with
when new materials come into production that are
not outlined within this document.

This document is effective from 1st May 2015.

If you have any queries please speak to Karen Trewick.

E: karen.trewick@gdcgroup.co.uk
1. 07977 982 209

The contents of this document are confidential
and must not be distributed.
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Legal/best practice requirements for marketing collateral on and off line.

Patents.

e Patent references, where applicable, should always be included on
all new collateral when products are launched.

e When we submit a patent application the wording ‘Patent[s] pending’
should be included on the relevant marketing collateral.

e Once the patent has been confirmed, the wording should be:
Products within the [name product] are protected by one or more of
the following patents and patent applications: [list countries and patent
reference numbers].

e On brochures this information should appear on the back page.

e On the website this information should appear on the patents page.

e When printed collateral is updated it is important to check to see if
patents have moved from pending status to approved status, so that
the collateral always has the correct references included.

e Digital collateral should be updated as soon as the status changes
from pending to approved.

e Likewise, if a patent finishes, printed and digital collateral needs to be
updated to remove the reference.

Trade marks.

e Trade marks do not have a finish date provided that renewals are paid.
e |tis a criminal offence to use the ® symbol if we don’t have registration
— so ensure a trade mark has been approved before using it.
e ‘TM’ has no legal status but it is advisable to use this on collateral
to show that an application has been made. It is important to
update collateral to show the registered symbol once the application
is approved. For printed material this can be at the time of any reprints/
updates, for digital items this should be updated as soon as approval
is received.

Industry associations.

e We should promote our membership of industry associations on
all relevant material, including printed collateral — such as brochures
and on our website. When updating such items, please check that
membership is still current and that the correct logos and association
references are being used.

Use of telephone numbers.
The main two numbers into the business are 0844 879 3587 for trade
customers and 0844 879 3588 for consumers.

e Effective from 1st July 2015, we need to show the cost of calls
made from residential landlines or consumer mobiles on marketing
material and communications which are deemed to be advertising or
promotional materials. This statement applies to the consumer number
of 0844 879 3588, or any other 0844 number we use for consumers.
ltems affected are:

e \Websites.

e Consumer email campaigns.

e Brochures that are used by consumers.
e Consumer advertising.

e Consumer promotions.

¢ Online support documents will be covered using our generic
cover sheet.

e The statement to include is: ‘Calls cost 7p per minute plus your
telephone company’s network access charge’ and this needs
to be shown on the same page as the phone number in clear text.

e We do not plan to include this reference on the following items which
we believe are not classed as advertising or promotional items to the
consumer:

e Stationery.

e Computer generated documents [i.e. invoices etc.]

e Social media sites [primarily on line dialogue].

e Packaging.

e |Installation/operating instructions [not marketing materials].

Other phone numbers are available within the business for campaigns
but are not to be used without discussion with Karen Trewick.

If in doubt, please check with Karen Trewick.

The contents of this document are confidential
and must not be distributed.
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2.0 Logos.
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2.1

Primary logo.

1. Dimplex primary logo - standard.

CDimplex

2. Dimplex primary logo — micro.

The contents of this document are confidential
and must not be distributed.

The primary logo is designed for maximum
standout on media and against other brands,
while being simple and flexible to use. It is
best practise to include the registered trade
mark symbol with the logo.

This primary logo should always be the first
choice of logo.

If it is not possible to use the primary logo
because of background colour or printing
limitations, then the secondary logo

(see next page) can be used.

1. Primary logo - standard.
We have a standard usage file for the
great majority of media. This logo includes
the registered symbol.

2. Primary logo - micro.
This logo does not include the registered
symbol and is recommended for when the
height of the logo is 14mm/85px and under.
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2.2  Secondary logos — inverted and mono.

Inverted.

This option is to be used when the
primary logo is not suitable, for example

if the background colour of the print is red.

1. Inverted secondary logo - standard.
We have a standard usage file for the
great majority of media.

2. Inverted secondary logo — micro.
We have a micro usage file with no
registered mark for use when the height
of the logo is 14mm/85px and under.

Mono.
This option is for usage when print jobs
require black and white specification.

We have a standard usage file for the
great majority of media.

4. Mono secondary logo - micro.
1. Inverted secondary logo - standard. 3. Mono secondary logo - standard. We have a micro usage file with no
registered mark for use when the height
of the logo is 14mm/85px and under.

CDimplex CDimplex

2. Inverted secondary logo - micro. 4. Mono secondary logo - micro.
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2.3

Primary logo — build.

Primary logo build and external spacing.

The contents of this document are confidential
and must not be distributed.

1. The Dimplex man’s head .

2. The Dimplex man.
This element will be used as a
guide for spacing later on within
the document.

3. The Dimplex wordmark.

4. Internal spacing.
The spacing used within the logo uses
the Dimplex man and is an example
of our core design ethos of simplicity
and scalability.

5. External spacing.
Keep an exclusion zone around the
primary logo to maximise its impact
and not crowd the core brand element.
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2.4  How not to use logo.

1. Do not break apart the logo and
change elements.

. Do not recolour the logo.
. Do not distort the logo.

. Do not add gradients to the logo.

a A O D

. Do not add a keyline/stroke to the logo.
If there is a visibility issue use the reverse
out logo.

x D i mplex® x D i mplex® 6. Do not add visual effects such as drop

shadows, bevels or inner/outer glows
to any element of the logo.

10
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2.5 Primary logo usage examples — brochure covers.

UANTUM QUANTUM

‘! d C\ neatind 2ystan) X water cylinder
@3 =

Heabeok
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2.5  Primary logo usage examples — digital advertising.

X Dimplex

100% .

ll

opti-myst

The world’s most realistic flame effect electric fire.

The beauty of a real fire.
The simplicity of electric.

Seeing is believing. il

opti-myst

Discover more ; ,
See it at your Iocz‘ /ah Introducing the world's most
—
Hokroude e

S, _IN

realistic electrie flame effect.
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2.5 Primary logo usage examples — amongst competitors.

PLATINUM SPONSORS

;:Elect.r-ium OSRAM 9

GOLD SPONSORS

U,
)
UNITRU_I_!E

DITAL CAN S AAASAC TN
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2.6

Isolated logo.

CDimplex

1. Isolated logo - red.

CDimplex

2. Isolated logo - white.

3 Dimplex

1. Isolated logo micro - red.

3 Dimplex

2. Isolated logo micro - white.

The contents of this document are confidential
and must not be distributed.

1. Isolated logo - red.
2. Isolated logo - white.

The isolated logo (without the lozenge)
should be reserved for instances when space
is extremely tight i.e. spines of brochures.

Please use the micro version, with no
registered mark, for when the height
of the logo is 7mm/50px and under.

14
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2.7 lIsolated logo — usage example.

Heatbook

o
~
3
o

sx ot 1 nni
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2.8

Social logo.

Dimplex

1. Secondary logo - social square.

2. Secondary logo - social circle.

The contents of this document are confidential
and must not be distributed.

1. Secondary logo - social square.
This option should be used on the
majority of sites: Twitter, Facebook etc.

2. Secondary logo - social circle.
Often sites may require a circular option.
This will require a smaller logo within the
space than the square social logo provides.
Please use the circle logo where applicable.

General.

When choosing avatar imagery, always check
the guidelines for spacing and upload sizes
to provide the best visual presentation of the
brand as possible.

Much the same applies to header artwork

or backgrounds. Often (as in the case of
Facebook) mobile representation alters from
the desktop, although the same artwork will
be used. Avoid using text on channel artwork
where possible to avoid undesirable cropping
of artwork.

16



Dimplex 2015 Brand Guidelines The contents of this document are confidential
and must not be distributed.

2.9 Social logo — usage example (Twitter).

€ Home @ Connect # Discover 3 Me

QUANTUM

energy system

Low running costs.
Total control.

FOLLOWING FOLLOWERS FAVORITES

+% Follow

Dimp]ex 2081 618 2,869 84

] Tweets Tweets & replies Photos & videos
Dimplex UK
Electric heating & renewables market E ELB Fireplaces BFireplac Feb 7
leader; hundreds of trusted products for A nice #bespoke #marblefireplace we did yesterday with a @DimplexUK

energy efficient heating. Only able to optimist electric stove
reply during office hours

@ Southampten

& dimplex.co.uk
(® Joined January 2012

(=] 152 Photos and videos
¥ st i 7 ; Trends - Change

David Beckham
#HSBC
#loosewomen
Coleen
#Grammys2015
#BAFTAS
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2.9 Social logo — usage example (Facebook).

| £ Dimplex UK

Low running costs.
Total control.

QUANTUM

energy system
. Dimplex UK -

Timeline About Photos Likes App

Dimplex

PEOPLE i
& Dimplex UK
10k likes
Chestnuts roasting ...... Ok, so you may not be able to roast nuts but this

Tomas Jasovsky, Martin Halik and 32 others like this does look very festive indeed

&&h ‘+29

ends to like page

official Dimplex UK Facebook page
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3.0 Colour.
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3.1 Colour values.

Dimplex Core Red

PANTONE 485 C
0-96-100-0
225-25-25*
#E11919*

Dimplex Black

0-0-0-100

Dimplex Grey

0-0-0-75

Dimplex White

0-0-0-0

The contents of this document are confidential
and must not be distributed.

These are the key Dimplex colourways.
Colours may need to be created for stand-
alone campaigns, but should always fit with
these colours as a complementary palette.

For specific usages see each media section
for colour guidance notes.

20
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4.0 lypograpny.
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4.1

Our type family.

Helvetica Neue LI,

Helvetica Neue LT — LT 35 Thin.

Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk L
Mm Nn Oo Pp Qg Rr Ss Tt Uu W
Ww XX Yy 2z /1% ()&

Helvetica Neue LT — LT 45 Light.

Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk LI
Mm Nn Oo Pp Qg Rr Ss Tt Uu W
Ww Xx Yy Zz ,./?1£%*()&

Helvetica Neue LT - LT 55 Roman.

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI
Mm Nn Oo Pp Qg Rr Ss Tt Uu Vv
Ww Xx Yy Zz ,./?1£%*()&

Helvetica Neue LT - LT 75 Bold.

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv
Ww Xx Yy Zz ,./?'£%*() &

Paribus et ligenis nimo od ut hicimenis ex et delit, volore
nulluptaeped modi ommo inimil molore none rehenes
dit, num undaes dignitiis id modicabo. Nam nis resti
rerum nosanda erferib eatur, coriagpra as soluptatem
rem ut essum essita nonsedi intium ium et ea sunt rem
adiatia perum qui ut

Paribus et ligenis nimo od ut hicimenis ex et delit,
volore nulluptaeped modi ommo inimil molore none
rehenes dit, num undaes dignitiis id modicabo. Nam
nis resti rerum nosanda erferib eatur, coriagpra as
soluptatem rem ut essum essita nonsedi intium ium
et ea sunt rem adiatia perum qui ut

Paribus et ligenis nimo od ut hicimenis ex et delit,
volore nulluptaeped modi ommo inimil molore none
rehenes dit, num undaes dignitiis id modicabo. Nam
nis resti rerum nosanda erferib eatur, coriaepra as
soluptatem rem ut essum essita nonsedi intium ium
et ea sunt rem adiatia perum qui ut

Paribus et ligenis nimo od ut hicimenis ex et
delit, volore nulluptaeped modi ommo inimil
molore none rehenes dit, num undaes dignitiis
id modicabo. Nam nis resti rerum nosanda
erferib eatur, coriaepra as soluptatem rem ut
essum essita nonsedi intium ium et ea sunt rem
adiatia perum qui ut

The contents of this document are confidential
and must not be distributed.

Helvetica Neue LT.

Our type family of choice is Helvetica Neue LT.
This specific cut from Linotype is the most
accurate for representing work within these
guidelines, however, other cuts may be suitable
if Helvetica Neue LT is unavailable.

If Helvetica Neue is unavailable, please revert to
the standard Helvetica family. If this is unavailable,
revert to Arial.

22
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4.2

Advertising typesetting.

—leadline example.-
_orem 1psum dolor
Sit amet.

Body copy example. Lorem ipsum dolor sit amet.o
Pudaectu resecto quaeped mi, ommo magnam,
saestem fugita apel incto officiatis qui alitiatur rehent
endemporias venessunt faccum nusam nit, se pres
dolupta tiusresti blaborem fuga.

The contents of this document are confidential
and must not be distributed.

1. Headline.
Max type size is the height of the Dimplex logo.
Set in Helvetica Neue LT — LT 35 Thin. 105% of
font size for leading.

2. Body copy.
Helvetica Neue LT - LT 55 Roman.
Font size is one Dimplex head. 120% leading.
Spacing between paragraphs.

General.

¢ Never go below Helvetica Neue
LT 35 Thin.

¢ Headlines set in 22pt or above to be in
Helvetica Neue LT 35 Thin. If on a dark
background to be set in Helvetica Neue
LT 45 Light.

¢ Headlines set at 16-22pt to be set in
Helvetica Neue LT 45 Light.

¢ Headlines set below 16pt to be set in
Helvetica Neue LT 55 Roman.

¢ Pull outs to be in Helvetica Neue LT
75 Bold.

¢ Full-stops on headlines, titles, section
headers and bullet points.

¢ Only product names to be capitalised i.e.
‘Quantum heater’ not ‘Quantum Heater".

23
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4.3

Brochure typesetting — cover.

CDimplex

Introducing the Q-Radf

The intelligent electric heater. ©

dimplex.co.uk/q-rad ©

The contents of this document are confidential
and must not be distributed.

1. Brochure title.
The type size must never go above the
height of one Dimplex man. Title must be
a single line.

2. Brochure subhead.
The optional copy that acts as a descriptor
underneath the brochure title. The type size
must be the height of one Dimplex head
(12pt for standard A4 brochure).

3. URL.
The URL follows the same guides as
the brochure subhead, but is in bold.

24
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4.4

5A ——

5B

—T1—9Introducing Q-Rad

Brochure typesetting — interior spreads.

1 JAcloserlook at energy-saving features.

Q-Rad boasts a range of unique, intelligent features which
work automatically to help keep you warm for less.

ODual element technology.
&/ o

Q-Rad has a convective element, which has a variable
power output and a radiant element. It uses one or

both of these heat sources automatically to maintain an
accurate target room temperature. Q-Rad calculates the
time needed to heat a room and the convective element
begins by operating at full power.

As the room approaches the target temperature, Q-Rad
begins to cycle the convective element between full and
reduced power until the target temperature is reached.

At this point, Q-Rad switches off the convector, thereby
avoiding overshooting and saving you energy. To maintain
the target temperature, Q-Rad cycles the convective and
radiant elements on and off, as required.

5 - Chapter

L1 11 Open window detection.

Should a window or door be left open
accidentally, Q-Rad will detect a sudden change
in temperature and scale back the output to
50%. Once the window or door has been closed,
Q-Rad will return to normal operation. This
technology ensures the output from the heater

is reduced when heat is escaping from a room,
thereby avoiding wastage and saving you money.

“Additional accessory required for this function; available summer 2015

% ‘Eco Start’ delayed start anticipatory control.

Q-Rad has a unique, self-learning delayed
start function, which learns the thermal
characteristics of a room and determines
how long the appliance needs to operate in
order to reach target temperature based on
factors such as room size, heat losses and
the prevailing weather.

Measuring the heat-up and cool-down
times of the room, and how they vary with
external temperature, the heater will work
out what time it needs to start heating

in order to reach the user-defined target
temperature at a specified time.

‘Eco Start’ in operation

Inevitably this minimises wasted energy and can deliver cost
savings for users. E.g. If you plan to get up at 7am and your
desired temperature is 21°C: with a traditional system, you would
need to estimate when to set the heating to come on to ensure it
preheats the room in time.

Depending on your settings and the prevailing temperature, this
could mean that the room is still cold when you get out of bed

or that it has been warm for some time before it needed to be.
However, (as the graph below demonstrates), with this clever
feature, Q-Rad anticipates when it needs to start heating to reach
21°C by 7am, pre-heating for shorter periods when the weather is
mild and longer periods to ensure you’re warm in winter.

ROOM TEMPERATURE °C

30—

If the room temperature
is at 15°C then the heater
will begin heating here.

Target on time 07.00am
Target temperature 21°C

-

To maintain the target room temperature

off to prevent over- the appliance cycles the heating

shooting the target elements on/off as required. The radiant

temperature. element does not turn off until the room

1 reaches target temperature, unless there
is rapid heat loss in the room, (see open

| window technology) thereby ensuring

| As the room approaches a continuous radiant heat output.

| the set point the appliance

begins to cycle the

The convector switches

|
|
.butiftheroom |
|
|

0 is at only 10°C the | convective element.
heater will begin
heating here. Target
-5 — : Room
R "
0 T f t T T 1
05:00am 06.00am 06.30am  07.00am 08.00am 09.00am

TIME

Chapter - 6

The contents of this document are confidential
and must not be distributed.

1. Page title.
Type size 65% of Dimplex man.

2. Internal headline.
Type size 75% of Dimplex man.

110% leading. First line aligned to baseline.

3. Intro.
Type size 45% of Dimplex man.

120% leading. First line aligned to baseline.

4. Body header.

Type size is the same as body. Aligned

to baseline grid with no gap, unless
accompanied by an icon.

5A/5B. Body.

Type size scaleable between 25% (5A)
to 30% (5B) of logo size. Size must be

consistent throughout execution.
Leading is locked to baseline.

6/7. Meta.

Page information and extra data to be

20% of Dimplex man.

25
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4.5  Tables.

Model No.

QRADO050

QRADO75

QRAD100

QRAD150

QRAD200

0.5

0.75

1.0

1.5

2.0

(kW)

199

199

286

287

340

Required Quantum Heater loading in kW. Comfort temperature 21°C.

m2

12

16

20

24

28

Required kW heat loading

32

1.84

2.08

2.64

2.96

3.28

3.52

2.16

2.48

3.12

3.44

3.92

4.32

2.88

3.20

3.92

4.32

4.80

5.28

vective Radiant
ment element
W) W)

1.60

1.84

2.32

2.64

2.96

3.28

(mm)
546
546
546
546

546

1.92
2.32
2.72
3.12
3.44

3.76

(mm)
513
513
675
756

918

2.48
2.88
3.44
3.76
4.24

4.72

1.12

1.36

1.68

2.08

2.16

2.40

(mm)
105
105
105
105

105

1.28

1.60

1.92

2.32

2.48

2.72

(kg)
7.1
7.1
8.7

9.4

1.68
1.92
2.32
2.64
2.96

3.20

o— 2

o——

Floor Solid walls Cavity walls Insulated cavity walls
area no. of outside walls no. of outside walls no. of outside walls
1 2 3 1 2 3 1 2 3

The contents of this document are confidential
and must not be distributed.

1. Header column/row.
A header column/row should be white copy
on Dimplex red.

2. Descriptor column/row.
Where space allows, put measurement
units on their own column/row after headers.
This increases space for content within the
cells. A descriptor column/row should be
Dimplex red copy in bold on white.

3. Main body content.
For body content cells, stick to using
colour alternations.

General.

e Keeping colours to a rigid set of full
Dimplex red, 15% tint of Dimplex red
and white eliminates any tint variations
or inconsistencies.

¢ Alignment for headings and internal
data should always be centralised
where possible.

26
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0.0 Brochure design.
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5.1

Portrait brochure design — cover.

INntroducing the Q-Rad.

The intelligent electric heater.

dimplex.co.uk/qg-rad

The contents of this document are confidential
and must not be distributed.

General principles.

Brochure covers should be clean,
minimal and succinct.

We should always try to tell a confident brand
story of ‘Product XXX by Dimplex’. With this
in mind, lead with a product logo top-right
and have Dimplex supporting this lower
down underneath the hero image.

All covers should be an obvious extension
of the brand’s visual styling — so please
follow the guides listed in the next few
pages to achieve this.

1. Dimplex product logo.
2. Dimplex image ‘D’.

3. Dimplex primary logo.

28
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5.1 Portrait brochure design — cover build guide.

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

X Dimplex

C

o Ntroducingthe Q-Rad.

§The intelligent electric heater.

dimplex.c0.uk/q-rad. | Oreeeeeeeeeeeeeee—
D
D

The contents of this document are confidential
and must not be distributed.

1. Product/range title.
The title/logo should be set two Dimplex
men in from right-hand edge of the page.
This is a minimum spacing. When smaller
(as shown with Q-Rad example) move the
housing lozenge across until it overlaps the
Dimplex image D. Always keep one Dimplex
man spacing between the left hand edge
of the housing lozenge and the start of the
interior logo.

2. Dimplex image D.
The height of the D is dependant on
space needed for headlines and content
underneath. However, this content should
be kept minimal, so the Dimplex image D
shouldn’t vary between 60-70% of the
page height.

3. Dimplex primary logo.
The Dimplex primary logo overlaps
the Dimplex image D to align central
horizontal axis. It is set so the inner of
the Dimplex primary logo (the Dimplex man)
sits two Dimplex men away from the left
hand edge of the page.

4. Brochure title and descriptor.
One Dimplex man’s head spacing.

5. URL.
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5.1

Portrait brochure design — spread grid.

The contents of this document are confidential
and must not be distributed.

1. Document grid.

Building outwards from the Dimplex

primary logo, we use the Dimplex man

to set the spacing. Dividing the page into
Dimplex men from the logo, we get divisions
of 10.5 x 8.75. This then sets up our guides
for content.

2. Margins.

Top: 17.5mm (two Dimplex men high)
Left & Right: 21mm (two Dimplex men wide)
Bottom: 25.75mm (three Dimplex men high)

3. Baseline grid.

With a baseline grid of 12.4pt, we are able

to align 58 lines of body copy from the top
margin to the bottom. Body copy should be
aligned to the baseline grid. Headlines and
intro paragraphs should align the first line of
copy to the baseline grid. For more information
see section 5.2.
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5.1

Portrait brochure design — connected content spread example — with grid.

| ~ T=r=la
W R (o L) gy G il I =L
.y | | i £ 4
[OSelr [OORKdlUerne U IedliuliCo, control
has a upi n is minimises wasted enafgy and can deliver cost |
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The contents of this document are confidential
and must not be distributed.

As you can see page colour bands,

page lozenges, headlines, intro paragraphs,
section headlines, body copy, imagery,
gutters and margins all work from the
Dimplex man set out from the primary

logo sizing.

Although this grid provides a solid foundation
for content, there may be exceptions where
content will not fit within the guides. In this
scenario, these guides should be matched
as closely as possible.

Please move between this page and the
next to see the example spread with and
without guides.
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5.1

Portrait brochure design — connected content spread example — without grid.

Introducing Q-Rad

A closer look at energy-saving features.

Q-Rad boasts a range of unique, intelligent features which
work automatically to help keep you warm for less.

w Dual element technology.

Q-Rad has a convective element, which has a
variable power output and a radiant element. It uses
one or both of these heat sources automatically to
maintain an accurate target room temperature. Q-Rad
calculates the time needed to heat a room and the
convective element begins by operating at full power.

As the room approaches the target temperature,
Q-Rad begins to cycle the convective element
between full and reduced power until the target
temperature is reached.

At this point, Q-Rad switches off the convector, thereby
avoiding overshooting and saving you energy. To
maintain the target temperature, Q-Rad cycles the
convective and radiant elements on and off, as required.

- Chapter

iy Open window detection.

Should a window or door be left open accidentally,
Q-Rad will detect a sudden change in temperature
and scale back the output to 50%. Once the window
or door has been closed, Q-Rad will return to normal
operation. This technology ensures the output from the
heater is reduced when heat is escaping from a room,
thereby avoiding wastage and saving you money.

*Additional accessory required for this function; available summer 2015.

w ‘Eco Start’ delayed start anticipatory control.

Q-Rad has a unique, self-learning delayed
start function, which learns the thermal
characteristics of a room and determines
how long the appliance needs to operate in
order to reach target temperature based on

Inevitably this minimises wasted energy and can deliver cost
savings for users. E.g. If you plan to get up at 7am and your
desired temperature is 21°C: with a traditional system, you would
need to estimate when to set the heating to come on to ensure it
preheats the room in time.

factors such as room size, heat losses and

the prevailing weather.

Measuring the heat-up and cool-down
times of the room, and how they vary with
external temperature, the heater will work
out what time it needs to start heating

in order to reach the user-defined target

Depending on your settings and the prevailing temperature, this
could mean that the room is still cold when you get out of bed

or that it has been warm for some time before it needed to be.
However, (as the graph below demonstrates), with this clever
feature, Q-Rad anticipates when it needs to start heating to reach
21°C by 7am, pre-heating for shorter periods when the weather is
mild and longer periods to ensure you’re warm in winter.

temperature at a specified time.

‘Eco Start’ in operation

ROOM TEMPERATURE °C

Target on time 07.00am
Target temperature 21°C

-

To maintain the target room temperature
the appliance cycles the heating
elements on/off as required. The radiant

The convector switches
off to prevent over-
shooting the target

If the room temperature
is at 15°C then the heater
will begin heating here.

temperature. element does not turn off until the room
1 reaches target temperature, unless there
is rapid heat loss in the room, (see open
| window technology) thereby ensuring

| As the room approaches a continuous radiant heat output.
1 the set point the appliance

...but if the room begins to cycle the

= is at only 10°C the | convective element.
heater will begin |
heating here. | Target Temperature
-5 — I Room Temperature
. .
0 T 1 } T T 1
05:00am 06.00am 06.30am  07.00am 08.00am 09.00am

TIME

Chapter - 2

The contents of this document are confidential
and must not be distributed.
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The contents of this document are confidential
and must not be distributed.

As you can see page colour bands,

page lozenges, headlines, intro paragraphs,
section headlines, body copy, imagery,
gutters and margins all work from the
Dimplex man set out from the primary

logo sizing.

Although this grid provides a solid foundation
for content, there may be exceptions where
content will not fit within the guides. In this
scenario, these guides should be matched
as closely as possible.

Please move between this page and the
next to see the example spread with and
without guides.
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5.1 Portrait brochure design — unconnected content spread grid — without grid.

Technical specification Q-Rad and Quantum

Thermostat. Thermal cut-out. Installation.

Electronic type, accurate to +/- Two auto reset cut-outs, one for Supplied with metal wall bracket.
0.2°C. each element. Thermal fuse
protection on front element. Electrical connections.
Convector element. 1.0m, 4 core cable (live, neutral,
Compact, finned, mineral-filled Construction. earth, pilot) supplied fitted to
sheathed type, providing virtually Durable epoxy-polyester powder each heater.
silent operation. coated steel casing, with upward-
facing grille. Temperature resistant IP rating. A perfect
Radiant element. nylon thermoplastic moulded parts. Splashproof IPX4. .
Encapsulated microwave element partnerSh | p .
fixed to the inside of the front panel, Colour/finish.
covering the whole fascia. White.
EESEEE
Model No. (kW) (W) w) (mm) (mm) (mm) (kg)

QRADO050 0.5 301 199 546 513 105 7.1

QRADO075 0.75 551 199 546 513 105 71

QRAD100 1.0 714 286 546 675 105 8.7
GRAD150 15 1213 287 546 756 105 04 The Q-Rad electric radiator has v/ Up to 27% cheaper to run
20 1660 340 546 918 105 1.0 been deSigned to Operate as a than a standard storage
. *
stand-alone heater or as a mixed heater system’
Dimensions and minimum clearances. Dimension C Shelf heatlng SyStem USlng Q-Rads In the / USGS |OW COSt
and minimum — bedrooms and Quantum off-peak £ K '
clearances. heaters in living areas ofrpeaienergy.
150 mm (Min) B 300 mm msc g "
 Incorporates our
Quantum is the world’s most advanced electric space uti . llert
= heater. It uses low cost, off-peak energy to provide the revo Utlonary IQ controller
A most economical electric heating system on the market making Quantum hlghly
546 mm today, plus it also provides heat only when it’s needed - Controllable _ yet simple
whatever the time of day or night. t
O use.
77777 Quantum is the culmination of three years’ research
S and develo.pment work an.d builds on the knowledge J Heat on demand -
and expertise we have gained from over 60 years S
manufacturing efficient, reliable and attractively designed whatever the user’s IIfeStyle-
products. Not only has Quantum been designed and
developed by.ou.r own in—hQuse team of e.xperts, it i§ J 10 year WarrantyT
also award-winning, scooping the prestigious Electrical
Industry Energy & Carbon Saving Award in 2013.
Please visit www.dimplex.co.uk/quantum
*Calculated using SAP2012 - the only Government approved energy performance or call us on 0844 879 3587 for a copy of
assessment method. *Patent applied for. "Terms and conditions apply.
See www.dimplex.co.uk/quantumregistration for details. our Quantum brochure.

3 - Chapter Chapter - 4
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and must not be distributed.

5.1 Portrait brochure design — back cover — with grid.

1. Grid.
The document grid is built the same

way as the internal spreads.
o 1
2. Margins.
pecifications. e I#:;: '=tt'1'3n, d iy g o———— 2 For the back page margins are altered
mprovement; the Company thergfors with.y:.:urchc.rce Dimplex ch-lismacamiwater to allow more content to sit on the page.
3 whout notice. The information cqntajned guidﬁ For ﬂgy. prq okt 2 i ubi,icati:n:.—we ha)?:;n The left and rlght .marginS Shrink bUt tOp
n this § iz corfac at tha bl o v rochures fof bath domastic and bottom margins stay the same as
pf printing. You are advisad to consu in accordanc lications. Pleass visit . .
i a vebits www.dimplex,co.uk internal: Top: 17.5mm (two Dimplex men
for marg infprmatiop. high). Left & Right: 10.5mm (one Dimplex
man wide). Bottom: 25.75mm (three
Dimplex men high).
4 3. Descriptor copy.

Aligned to baseline grid.
== 4. Brochure range section.
v Ensure all covers shown are the most

e up-to-date.

5. Call to actions.
Do not flow CTAs into a paragraph block.
Keep on one line each for maximum impact.

Solld fual broch e

6. Awards and accolades logos.

7. Social media.
Ensure the five key social media icons
6 and Dimplex reference are included.

8. Ireland alternative contact strip.

9. Approval and membership logos.

A dvision of the GDC Group, MITbrook Houss, Grarge Dive, Hedgs End, Southamptor 2080 2DF 1 0. Patent, registered trademarks

8 ForNortham Iraland, contact Glan Dimolse K. Lmited, Unit Mo 24, Sesaoce ndustrial Estate, Portadown, Cralgavon, Co. Amagh 15Ta3 5TH . .
Fur Rapublic of Ireland, contast DImpca on +353 (0 8424 277, emall salkeddimocos 51 vistwaw.dmoco. a nd coO pyl"l g ht deta i I S.

(See page 5 for more details.)

11. FSC logo space for printers.

to be placed here

by tha printor — 11 12. Item reference number. To be

provided by GDC.

10

12 Please move between this page and the
next to see the example spread with and
without guides.
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5.1 Portrait brochure design — back cover — without grid.

Specifications. Installation Guidance. The Dimplex Range.

Dimplex policy is one of continuous This brochure is designed to assist you Dimplex offers the widest range of
improvement; the Company therefore with your choice of Dimplex products renewable energy, electric space and water
reserves the right to alter specifications and it is not intended as an installation heating products in the world — over 700.
without notice. The information contained guide. For safety, products should only In addition to this publication, we have

in this brochure is correct at the time be installed by a competent person, a wide range of brochures for both domestic
of printing. You are advised to consult in accordance with current regulations and commercial applications. Please visit
your Dealer before purchasing. and the manufacturer’s instructions. our website www.dimplex.co.uk

for more information.

XDimplex

Q-Rad electric Quantum brochure Domestic heating Heatbook Q-Rad electric Quantum brochure
radiator brochure brochure radiator brochure

XDimplex XDimplex

Electric fires brochure Solid fuel brochure

Renewables at home brochure

For more information on Quantum:

Please visit: www.dimplex.co.uk/quantum
Email: customer.services@dimplex.co.uk
Call: 0844 879 3588

o @dimplexuk ® company/dimplex-uk o dimplexuk You dimplexinfo @ dimplexuk

Adivision of the GDC Group, Millbrook House, Grange Drive, Hedge End, Southampton SO30 2DF
For Northern Ireland, contact Glen Dimplex N.I. Limited, Unit No 24, Seagoe Industrial Estate, Portadown, Craigavon, Co. Armagh BT63 5TH
For Republic of Ireland, contact Dimpco on +353 (0)1 8424 277, email sales@dimpco.ie or visit www.dimpco.ie

REGISTERED MEMBER

SECA {Peama

FSC Logo
*Patent applied for. Products within the Quantum range are protected by one or more of the following patents and patent applications: to be placed here
Great Britain GB2481048, GB 2487147, GB 2487148, GB 1101971.8, GB 1205302.1, GB 1212547.2, GB1212546.4, GB 1304025.8, b the .nte
Australia AU 2011263698, Canada CA 2,801,973, Chile CL 03468-2012, European EP 11731288.4, New Zealand NZ 604163, Y [P
South Africa ZA 2012/09378, United States US 13/703,068, China CN 201180037404.2, Japan JP 506280052

All the products shown in this brochure are predicted by intellectual property rights owned by GDC or members

of the Glen Dimplex Group on an international basis. The Glen Dimplex Group of Companies will actively protect these rights.
Quantum is a registered trademark of the GDC Group.

©Dimplex. All rights reserved. Material contained in this publication may not be produced in whole or in part without prior permission in writing from Dimplex. D1725/0914

The contents of this document are confidential
and must not be distributed.
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5.2

Heatbook brochure design — cover.

—CDimplex

The Heatbook.

The one solution for all your heating needs.
February 2015

dimplex.co.uk

Heatbook

The contents of this document are confidential
and must not be distributed.

This example shows the 2015 Heatbook.

It closely follows the standard design of
Dimplex brochures. Design choices will

be made particular to each year, so this
version has been shown as an example only.

37



5.2

Dimplex 2015 Brand Guidelines

ELECTRONIC PANEL HEATERS

The Monterey range

Heatbook brochure design — internal spread.

Features

« High levels of control are built in
with a sophisticated thermostat,
accurate to an impressive +/- 0.3°C.
Range of optional plug-in electronic
timer modules:

— 24-hour digital timer.

— Single-zone pilot wire programmer.
— Runback timer.

Compatible with Dimplex four-zone,
wall-mounted pilot wire and mains
borne signalling multi-heater
programmers.

Traditional design.

Virtually noiseless operation.
Frost protection setting.

Preset background temperature
at 5°C below thermostat setting.*
Splash-proof (IPX4) rated, for use
in bathroom or wet areas.

Detachable hinged wall-mounting
frame, for fast installation and
easy cleaning.

« Suitable for domestic and light
commercial use.

*When connected to a programming unit
supporting setback feature.

Model MFP150W

22 - Heating - Dimplex Heatbook

Model MFP150W

With a stylish finned metal design, the Monterey combines practical good
looks with a highly accurate energy management system for maximum
efficiency and comfort.

Controls

-[.fm ——0

T

2 ) i
GRiARERERRRRRTRRnnnns
o — .

1 Thermostat control.

Electronic type, accurate to +/- 0.3°C.
User selection of room temperature
from 5°C (frost protection) to 30°C
using slider control. Slider can be
locked in position if required.

3 Optional plug-in control modules.
* 24-hour digital timer (RX24Tl).
* Runback timer (RXRBTI).

« Single-zone, pilot wire programmer
(RXPW1).

Central control options'.

* Four-zone pilot wire and mains
borne signalling controllers
(RXPWA4N and RXMBS4).

* RX9913 receivers and RXMBSF
filter required for mains borne
control operation.

2 Power controls and indicators.
Soft-touch on/off button,
together with indicators showing
when power to heater is on and
when element is operating.

tSee pages 34-35 for more information on the control options.

Technical information

Main and fixing dimensions (mm)

I A L
[150] \
— min
i X ¥
ok I3
300
I Xi ¥
% B
150 min

MFPO50W

MFPO75W

MFP100W

MFP150W

MFP200W

Lo s
(kW)

0.5

0.75

(mm)
536
536
536
536

536

) e
(mm) (mm) (mm)

503 104 390
503 104 390
671 104 560
741 104 630
911 104 800

D]

(mm) (kg)
168.5 12
168.5 12
3385 15
408.5 7
578.5 22

Model MFP15

Colour/finish.
White.

Electronic control.

Highly accurate electronic
thermostats, providing superior
comfort and operating efficiency.

As the room temperature reaches

the desired set point, power to the
elements is reduced, and the room
temperature is closely monitored

to an accuracy of less than +/- 0.3°C,
minimising overshoot and temperature
drift, resulting in better energy
efficiency and user comfort.

Typical overshoot and poor regulation
improved

o Error band

. +-0.3°C max
Desired —t
tomp

— Electronic thermostat

Initial — Electro-mechanical thermostat

room

temp

Being electronic, control is virtually
noiseless and incredibly reliable.

Installation.
Supplied with metal wall bracket.

IP rating.
Splash-proof IPX4.

Electrical connections.

1.0m, four-core cable

(live, neutral, earth, pilot)
supplied fitted to each heater.

Thermal cut-out.
Auto-reset type.

Element.

Compact, finned, mineral filled
sheathed type, providing virtually
silent operation.

Construction.

Durable epoxy-polyester powder
coated steel casing, with upward
facing grille. Temperature resistant
PBT thermoplastic moulded parts.

Dimplex Heatbook - Heating - 23

The contents of this document are confidential
and must not be distributed.

This example shows the 2015 Heatbook
internal spread. It follows the standard
design principles of Dimplex design pieces,
but is customised each year, so this version
has been shown as an example only.
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6.1

Introduction.

QUANTUM

heating system

\\
3CDimplex 10: |

WARRANTY'
QUANTUM

Low running costs.
Total control.

PRPs and local authorities nationwide are replacing their
outdated storage heaters with the Quantum electric heating

Free trial install.

Your next electric heating project
could be eligible for a FREE
Quantum system trial property.t

Contact us for details.

system. It’s easy to use and virtually maintenance free.
Plus, it can lower residents’ heating bills.

Up to 27% cheaper Up to 47% cheaper to run Simple to Revolutionary iQ controller
to run than a standard than an electric convector use and provides instant heat on
storage heater system.” or radiator system.” control. demand - day or night.

01489 773087 | dimplex.co.uk/freequantum

*Based on SAP2012 the only Government approved energy performance method. Terms and conditions apply. See website for more details.

X Dimplex

Are you living with
outdated storage heaters?

Replace them with the revolutionary Quantum
heater for lower running costs and total control.

QUANTUM

heating system

WARRANTY?
QUANTUM

WARRANTY'
QUANTUM

CCD\UANTUM’
heating system

J Up to 27% cheaper J Uses low-cost,
to run than a off-peak energy.
standard storage

yet simple to use.
J Up to 47% cheaper

to run than an J Heat when you
electric convector want it — not
or radiator system.” when you don't

Tel: 0844 879 3587 | dimplex.co.uk/quantum

Quantum.
Low running costs.
Total control.

heater system.* Highly controllable,

The heater that adapts to its environment.

The contents of this document are confidential
and must not be distributed.

Advertising will range in content amount
and media size, so common sense and
good design practise will be necessary
to create solid executions.

General principles.

Ideally, low levels of content will allow clarity
in messaging. Links to relevant web pages can
hold more information for interested parties.

We should always try to tell a confident
brand story of ‘Product XXX by Dimplex’.
With this in mind, lead with a product logo
and have Dimplex supporting this lower
down in the hierarchy. This can be similar

to the brochures (see section 5.0) or sit at
the bottom of the page with additional logos
(events, sponsors etc). The primary Dimplex
logo acts as our signature.

All advertising should be an obvious extension
of the brand’s visual styling, so please follow
the guides listed in the next few pages to
achieve this.

Digital advertising will be more bespoke
due to individual sizes of banners/MPU, etc.
However the design principles shown here
should be taken as the basis of the creative.

40



Dimplex 2015 Brand Guidelines

6.2 Full-page press ads — heavy content build guide.
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QUANTUM

heating system

e et

WARRANTY'*
QUANTUM

1
1

)
| ow running costs.  [|1INEGT
| o- rice uial iiiStail.
ﬂ_o-ta| C O n-t rO | . Your next electric heating project
. could be eligible for a FREE
Quantum system trial property.t
Contact us for details.

1

IPRPs and local authorities nationwiggara replacing thei
outdated storage heaters with the Quantum electric heating
:system It’s easy to use and virtually maintenance free.

:P[us, it can lower residents’ heating bills.
1

: Up to 27% cheaper Up to 47% cheaper to run Simple to Revolutionary iQ controller:
110 run than a standard than an electric convector use and provides instant heat on |
or radiator system.* control. demand - day or night. 1

:storage heater system.* .
1 1
1 1

01489 773087 | dimplex.co.uk/freequantum

“Based on SAP2012 the only Government approved energy performance method. Terms and conditions apply. See website for more details.

The contents of this document are confidential
and must not be distributed.

Content-heavy ads will require a subtle and
organised balance. For safe practise it is
best to assume a neutral position of the ad
(neither right or left) and add extra margin
within the design.

1. Content safety margin.
Please refer to publication spec for this,
adding extra safety where deemed necessary.

2. Product/range logo.
This should be the same height as the primary
Dimplex logo. The red border should be 1pt.

3. Dimplex image D.
The D within advertising will heavily depend
upon extra content. For a content heavy
portrait ad, do not go below 50% of the
page height for the height of image D.

4. Primary Dimplex logo.
See section 2.0 for sizing guide.

5. Headline.
See section 4.0 for more info.

6. Body copy.
See section 4.0 for more info.

7. Flash.
These will vary, but arrange neatly
and don’t overpower the headline.

8. Contact/CTA.
The amount of information used will vary,
but using a plinth will allow all information
to sit together clearly.

9. Terms and conditions.
Use 6pt as a guide for terms copy.
Check specification from media supplier
where possible.

4
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6.2 Full-page press ads — heavy content.

r""

X Dimplex

Low running costs.
Total control.

PRPs and local authorities nationwide are replacing their
outdated storage heaters with the Quantum electric heating
system. It’s easy to use and virtually maintenance free.
Plus, it can lower residents’ heating bills.

Up to 27% cheaper
to run than a standard
storage heater system.”

than an electric convector

Up to 47% cheaper to run ‘
or radiator system.”

QUANTUM

heating system

10:

WARRANTY*
QUANTUM

Free trial install.

Your next electric heating project
could be eligible for a FREE

Quantum system trial property.t
Contact us for details.

Simple to Revolutionary iQ controller
use and provides instant heat on
control. demand - day or night.

01489 773087 | dimplex.co.uk/freequantum

“Based on SAP2012 the only Government approved energy performance method. ‘Terms and conditions apply. See website for more details.

The contents of this document are confidential
and must not be distributed.
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6.2  Full-page press ads — light content build guide.
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QUANTUMp

heating system 1
1

X Dimplex

_OW running costs.
Jotal control.

PRPs and local authorities nationwide are replacing their
outdated storage heaters with the Quantum electric heating
system. It’s easy to use and virtually maintenance free.
Plus, it can lower residents’ heating bills.

01489 773087 | dimplex.co.uk/freequantum

The contents of this document are confidential
and must not be distributed.

Content-light ads can fall back on strong
photography for a visually interesting ad.

For safe practise it is best to assume a neutral
position of the ad (neither right or left) and add
extra margin within the design.

1. Content safety margin.
Please refer to publication spec for this,
adding extra safety where deemed necessary.

2. Product/range logo.
This should be the same height as the
primary Dimplex logo. The red border should
be 1pt.

3. Full-bleed image.
For a impactful premium advert use
full-bleed photography to fill the page.

4. Primary Dimplex logo.
See section 2.0 for sizing guide.

5. Headline.
See section 4.0 for more info.

6. Body copy.
See section 4.0 for more info.

7. Contact/CTA.
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6.2  Full-page press ads — light content.

QUANTUM

heating system

X Dimplex

Low running costs.
Jotal control.

PRPs and local authorities nationwide are replacing their
outdated storage heaters with the Quantum electric heating
system. It’s easy to use and virtually maintenance free.
Plus, it can lower residents’ heating bills.

01489 773087 | dimplex.co.uk/freequantum
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6.3

Half-page press ads.

WARRANTY"
QUANTUM

heating system

102 (QUANTUM‘

Quantum.
Low running costs.
Total control.

J Up to 27% cheaper J Uses low-cost,
to run than a off-peak energy.
standard storage
heater system.” g/ Highly controllable,

yet simple to use.
J Up to 47% cheaper

to run than an J Heat when you
electric convector want it — not
or radiator system.” when you don't.

The heater that adapts to its environment.

Tel: 0844 879 3587 | dimplex.co.uk/quantum

)12 rnm

The contents of this document are confidential
and must not be distributed.

This example shows a half page press ad.

It follows the standard principles of Dimplex
design pieces, but is heavily dictated by what
content is needed to be included, so this
version has been shown as an example only.
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7.0 Extra collateral,
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7.1 Pull-up banners.

Introducing the

QUANTUM

heating system

Low running costs. Total control.
The heater that adapts to its environment.

Saves money.

Up to 27% cheaper to run than a standard storage heater system>*
Up to 47% cheaper to run than an electric convector or radiator system:

*Calculated using SAP2012 - the only government approved assessment method.

Total control.

Features patented iQ control system to pre-programme
your heating requirements — just like a central heating system.

Heat on demand.

Exceptional insulation means Quantum stores low cost energy,
turning it into efficient heat when it’s needed — anytime of the day or night.

Heating requirement matches user lifestyle whether in or out all day.

20795

CHEAPER
TO RUN’

10:

WARRANTY"
QUANTUM

X Dimplex

dimplex.co.uk

X Dimplex

(f Like many electrical retailers we've seen
a tough couple of years for brown goods...
as demand fell the demo room was no longer
proving its worth. We moved our electric fires
display into this area and it has become a far
more profitable space as a result. b3

Mark Higgins, Beacon Electrical

dimplex.co.uk

The contents of this document are confidential
and must not be distributed.

These examples show pull-up banners.

They follow the standard principles of Dimplex
design pieces, but are heavily dictated by
what content is needed to be included, so
these versions are showing different layouts
for different content, whilst still maintaining an
overall brand theme.

a7
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7.2  Corporate stationery.

Corporate stationery should be minimal
and clean — use accents of Dimplex Red
to provide sophisticated brand executions.
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7.3

PowerPoint template.

Presentation title.

Sub title.

Dimplex

Contents page.
Sub heading (optional).

Pg1 — Introduction.

Dimplex Millbrook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk

Pg2 — Charts Example.

Pg3 — Bullet Points.

Pg4 — Bullet Points with Chart.

Pg5 — Testimonial.

Pg6 — Testimonial with Image.

Pg7 — Imagery Page 1.

Pg8 — Imagery Page 2.

Dimplex Millorook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk

Charts page one.
Sub heading (optional).

A Dimplex

Introduction page.
Sub heading (optional).

Introduction slide should be setup using 2 columns.
Text size set to 12pt and font Helvetica LT, Regular.

Maximum of 200 words.
Highlight key points in bold.

Also the various brand logos if needed must sit in the top
right hand corner of the each slide, replacing the Dimplex
primary logo.

Pellentesque habitant morbi tristique senectus et netus et
malesuada highlight key points in bold fames ac turpis
egestas. Pellentesque et placerat justo, sit amet
accumsan purus.

Proin eget erat sed metus dignissim egestas. Integer sit
amet volutpat lorem, volutpat auctor mauris. Morbi congue
porttitor nibh, et aliquam nisl sodales et. Mauris at iaculis
metus, pharetra a tortor. Ut pellentesque luctus rutrum.

In dignissim malesuada venenatis.

Pellentesque habitant morbi tristique senectus et netus et
malesuada highlight key points in red fames ac turpis
egestas. Pellentesque et placerat justo, sit amet accumsan
purus. Curabitur vulputate venenatis nibh ac lacinia.
Vivamus et elit ipsum. Nulla eleifend felis sit amet nis|
interdum convallis. Proin ac augue libero.

Dimplex Millorook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk 3

B

Russia

l Scotland
l England

Dimplex Millbrook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk

Bullets with chart.
Sub heading (optional).

Bullets sub heading 1.

2C Bullet points with a chart should always
be left aligned.

2C Bullet points must be red and include
the Dimplex man symbol.

2C Integer sit amet volutpat lorem, volutpat.

Bullets sub heading 2.

3C Chart should follow colourway of tints
of black with red showing key areas.

C Text size set to 14pt and font Helvetica
LT, Regular.

2C A tortor. Ut pellentesque luctus rutrum.
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Dimplex Millorook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk

Testimonial with imagery.
Sub heading (optional).

Dimplex

Testimonial slide should be setup using one column.
Text size set to 12pt and font Helvetica LT, Regular.
Signoff should be in red and Helvetica LT, Oblique.

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Suspendisse laoreet, neque ut vestibulum tristique, justo
metus viverra lacus, quis sagittis quam tellus a lorem.
Highlight key points in bold mpus et orci. Aenean id

feugiat arcu, eget auctor velit. Quisque malesuada molestie

tellus, vitae adipiscing nisl elementum nec. Duis nec arcu

mi. Pellentesque habitant morbi tristique senectus et netus

et malesuada fames ac turpis egestas.

Mr and Mrs Bloggs

Testimonial Image

Dimplex Millbrook House, Grange Drive, Hedge End, Southampton SO30 2DF

0844 879 3588 dimplex.co.uk 8

The contents of this document are confidential
and must not be distributed.

The Power Point template is available
on the company drive:

K:\company forms\templates\presentation
template Dimplex

If you are unable to access the company
drive a copy can be requested via
marketing@gdcgroup.co.uk
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