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Technology Partners

(EGHNOLOGY PARTNERS

0603

The Technology Partners primary logo is the most immediate
representation of our company, our people, and our brand to
the world. It is a valuable corporate asset that must be used
consistently in only the proper, approved forms.

The official Technology Partners identity consists of two main
components; the ‘Technology Partners® word-mark and the
accompanying Chevron (icon). Only these provided versions of logos
and word-marks may be reproduced - using files provided by
Technology Partners or taken directly from this guide. The logo should
not be redrawn, re-proportioned, or modified in any way.
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(EGHNOLOGY PARTNERS

TECHNOLOGY PARTNERS IS HONORED TO BE LISTED
AS ONE OF ST. LOUIS’ MOST INNOVATIVE COMPANIES.
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We bhelieve that it's only with our clients that
we are able to make such an impact with technology.
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DESIGN,
PRINT,
BINDING &
PACKAGING.
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OGREEN DOOR

TAGLINE:

FOR COOPERATIVE COMMUNITIES

The tagline distills the brand messaging into one simple phrase
that communicates the essence of ScreenDoor. If nothing else,
the reader/viewer/customer should walk away from a brand
experience knowing this to be true.

GUIDELINES FOR USE

> The tagline should appear at least once on every piece
of ScreenDoor collateral, unless space is limited.

> Always render the tagline in sentence case (not title case)
with a period at the end.




OGREEN DOOR

VERIFICATION & SCREENING

This clarifying statement provides the core brand definition
and clearly expresses what ScreenDoor is, and what it does.
Until ScreenDoor gains more brand recognition in market,
this statement should accompany the logo in most cases.
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NAZARETH LIVING GENTER

b Nazareth

Nazareth

LIVING CENTER

Caring is what we do.

At Nazareth Living Center, we provide the best care
for you because we truly care about you.

Our people are our difference, and for more than 140
years we have faithfully provided unprecedented care for
each individual whose life we've been privileged to share.
Our expertly trained staff members dedicate themselves
to you and your needs, in a community that offers the
exceptional care, up-to-date facilities and modern living
spaces you desire and deserve.




Overview

Nazareth Brand Identity

New NLC Identity

Evoking a premier healthcare pedigree
while conveying a spirit of warmth and
welcome —along with a nod towards the
Catholic heritage of NLC —this new brand
is centered around CARING.

The logo is inspirational, modern and
timeless, and has versatility and appeal
as displayed in the marketing materials
shown later in this document.

Ultimately, the artwork and name will
resonate with those familiar with the

NLC experience, yet convey a new look
that reflects our expanded facilities and
services. This vibrant, fresh image reveals
Nazareth’s heritage, love, care and focus
on serving the “dear neighbor.”

NAZARETH LIVING GENTER

Nazareth
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New NLC Brand Voice

In developing a new brand for NLC, a voice and marketing language have been created to hone
in on three messaging themes that best represent NLC: Caring, Comfort, and Unexpected.

Evoking a premier healthcare pedigree while conveying a spirit of warmth and welcome—along
with a nod towards the Catholic heritage of NLC — our messaging focuses on establishing NLC
as a caring community. This sentiment should be echoed in all communications as the first
message conveyed when developing new content.

Caring is what we do.

At Nazareth Living Center, we provide the best care for you
because we truly care about you. Our people are our difference,
and for 144 years we have faithfully provided unprecedented care
for each individual whose life we've been privileged to share.

Our expertly trained staff members dedicate themselves to

NAZARETH LIVING GENTER




Experience a retirement community like no other.

Caring is what we do best.

When you become a part of Nazareth Living beautifully landscaped grounds or reading in
Center’s vibrant community, we receive you a cozy corner, you'll notice the special places
not only with a warm, welcoming spirit, but designed to help you embrace all life has to
also with spaces that nurture, restore and offer. It is our goal to create an atmosphere
delight you. Whether you’re catching up over where the care and comfort you receive is

a cup of coffee, strolling through the delivered with respect to your unique needs.

A retirement community with real heart.

The staff at Nazareth Living Center is here to care for you at a level that meets
your needs, from helping you enjoy the retirement you worked for to ensuring
your health, safety and happiness as a valued member of our community.




THE VAULT V

STORYTELLERS

BOLD

COLLABORATIVE
STRATEGIC

ENERGETIC
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THE VAULT

\
FUTURE TR&TED

THE VAULT

Discover The Vault, Anheuser-Busch’s
new innovation & collaboration lab.

Inside this one-of-a-kind work space, we’ll align on goals and look forward, uncovering secrets

about our customers, and working together to unlock the best solutions for your business.
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JUALITY

Your Trusted Midwest Food Supplier We are proud
to be the largest,

laeally -owned,
indapandant
foodservice
distributor in
the St. Louis
Matro Area.

With over 100 years of axperience, the HUMNA family connects

farmers to chefs and food astablizshmants to consumeans. Our

customer relationships are at the heart of every great meal.




A Complete Selection of Essential
Food Products







(HE BUDDY FUND

Changing Lives
Through Sports.

The Buddy Fund is dedicated to changing the lives the
at-risk youth of the St. Louis area, giving them the resources
to help keep them off the streets and in school. Through
generous donations The Buddy Fund is able to purchase
and donate the necessary sporting goods and equipment to
those kid and youth organizations most in need. Organized

sports help kids develop valuable life and leadership skills

and give them an outlet to get involved and stay off the

streets, and The Buddy Fund is proud to be a positive force

within the community for the last 55 years.
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(HE BUDDY FUND

Making a difference.
On and off the field.

Established in 1962, The Buddy Fund is dedicated

to giving back to the community of St. Louis and
helping change the lives of at-risk youth throughout
the region. Sports can play a major factor in keeping
kids in school and providing them with life skills built
through organized recreation and competition. The
Buddy Fund has helped support over 450,000 children
in the St. Louis metro stay off the streets and in
school by providing sporting goods and equipment
through the generous donation of others.
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WELLS i Working Towards a Better Tomorrow.
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Moving forward.
Together.

Focused on the future.

OUR

shared vision.

WELLS FARGD ADVISORS
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HUSSmANnNn

Solution-driven and
shopper-approved.

HUSSMANN

CONCEPT 2 1 ; R
Connecting

Performance

and Results gt

people we love.

Solution-driven and
shopper-approved.

Service you can rely on.
From a company you trust.

This campaign helps position Hussmann as leaders * Bold
in food retailing refrigeration as it humanizes the
brand and communicat.es that we care about.both direct treatment for our products (yes for globe,

our customers and their shoppers. Whether it's leaf, Hussmann H ... no to the case specific)

showcasing our service- ded staff, or products Adl B - This concept's messaging will always connect the
th?t bene.ﬁt stores and famllies., Hussmann is . * A clean & modern oo Iﬁi’::iil‘;'{:;"w'.‘II’:Z’"S?{.'r'?m?ﬁi"«iiﬂilﬁﬁiiu";’hw""
driven to innovate and lead the industry by merging warm positivity and a more personal touch.

o Clever use of the masking shapes but not as a

people and performance. PRODUCT + BENEFIT « PERFORMANCE + RESULTS
 Soft text - Font type with harder corners,

This concept includes a combination of lifestyle and IEEGE 0 12 (0T e e e 2 e

product photography to highlight how Hussmann « The letter “H" standalone (with the line)

products benefit both stores and families to ensure « Static

EtSiLStccesSEnc S tomerSat S Setion. « Color choices and combinations could be tricky
* Purple

CIETTTmg « Need to explore more “brand aligned” colors”

precision Ereuring Your St
engineering neuring Tour oree are « Large, solid color blocks magnify subjectivity
increased shopability. TIMIZED

T i « Pairing lifestyle images with other product
F E - E types could be tricky




HUSSMANN

A

Delivering a

greener shopping
experience for stores
and shoppers.

HUSSMANWw

HUSSMANN CO2
SOLUTIONS

Service you can rely on.

FROM A COMPANY YOU TRUST.

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit, sed diam nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat volutpat.

Learn more at Hussmann.com

Service you can rely on.
From a company you trust.

Lorem ipsum dolor sit amet, consectetuer adipiscing
elit, sed diam nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat volutpat.

Learn more at Hussmann.com
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At Spire, we believe
that our energy is good
for our communities,
our environment

and our future.

We're committed to being a carbon neutral company
by midcentury. And we'll get there by working
together as one.

ONE > 50 symbolizes our commitment to our customers, the
communities we serve and the planet we love. This is our first-ever
integrated marketing campaign to share our company’s environmental
commitment and connect the dots between the value of natural gas
and the services we provide to our customers.

As you'll see, the ONE > 50 campaign frequently features children
in campaign elements. These images and videos are integral to

the tone of ONE > 50, as children truly personify our commitments.
They are the voice of the future and help to connect the campaign
to the impact Spire’s environmental efforts can have on future
generations.

We want our customers to understand the value that natural gas
provides and to know what steps Spire is taking to protect our planet
while continuing to provide affordable and reliable natural gas to
communities that depend on it.

E



ONE>50

ONE community.

spire & ONE>50

ONE>50

ONE community. ONE planet. ONE vision.

Laying the groundwork
for a sustainable future.

ONE planet.
ONE vision.

> ONE > 50 is a symbol of our commitment
to you. And coming together as one
to protect our planet.

Energy that advances R
communities. elyonnaturalgas

the affordable, reliable

development and growth.

> Discovermoreat

. .
SpireEnergy.com/ONEtos0 Energy that brings us together c
G e spire L)

Discover more at

SpireEnergy.com/ONEto50 spire () ONE > 50 is a symbol of our commitment to you.

And coming together as one to protect our planet.

Discover more ways to save energy
and money at SpireEnergy.com/Save




One community.
One planet.
One vision.

Reliable
energy.

For a sustainable

energy future. " PR :
gy x e B y 3 :lstt;:\’;b:z efnirgy future. splre <)

Committed to
the communities
we serve.

Every day our customers count on natural gas to dry their clothes,
heat their homes and cook their food. Today, communities rely on
Spire for safe, dependable energy - and can rely on natural gas

to be a vital part of America's sustainable energy future.

Learn more at SpireEnergy.com/EnergyFuture s p I I e :)
®

A vital part of America’s spire ()

sustainable energy future.

Committed to the AN Re lable, efficlent energy Reliable energy.
o o - t °
communities we serve. : 0 help you save o spire € For a sustainable
spire L) pire L) energy future.

spire & spire (5

E

SpireEnergy.com/Save
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RETHINK WHAT YOU THINK o o
ABOUT P7SE  WHAT HAPPENS AT
@+ . LINDENWOOD..
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LINDENWOOD UNIVERSITY



WHAT HAPPENS AT
LINDENWOOD...

...stays with you for the rest of your life.

With 90+ clubs and organizations, small class sizes for more personalized learning, and a diverse student
population represented by all 50 states and over 75 countries — you're going to want to tell everyone about it.

RETHINK WHAT YOU THINK

LINDENWOOD.EDU

REAL EXPERIENCE. REAL SUCCESS. LINL)EI J \‘/(/ ()()l)

UNIVERSITY

LINDENWOOD UNIVERSITY

SHE KNOWS

SOMETHING THEY
DIDN'T KNOW.

Fortune Magazine ranked Lindenwood's
MBA program in the top 100 in the country.

Higher than any other university in St. Louis. Or Missouri, for that matter. That's serious business.

RETHINK WHAT YOU THINK

LINDENWOOD.EDU

REAL EXPERIENCE. REAL SUCCESS. LINL)EI J \‘/(/ ()()L)

UNIVERSITY

OUR PLAYERS
GET PAID
MORE THAN MOST.

Lindenwood graduates earn a 29% higher income.”

Our graduates have a higher income than the national median 10 years after graduating.
Now that's a win worth celebrating.

RETHINK WHAT YOU THINK

LINDENWOOD.EDU

REAL EXPERIENCE. REAL SUCCESS. LINDENWOQOD

UNIVERSITY
* Source: US Dept. of Education’s Scarecard / Dept. of Treasury 2018
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budweiserusa
Sponsored

WIN THE
ULTIMATE _
Weecdevedser wert)

BACKYARD

(IN A BOX) '

YOU COULD W ’“‘*—xaq -

'L

Learn More >

2 @ T 4
18 likes

budweiserusa St. Louis! Budweiser is giving away
the Ultimate Backyard including a custom grill, patio
furniture, fire pit and much more! Enter to win at

woww.Budweiser.com/backyard.

Mo purchase necessary. Open to MO, 14, KS, MN, NE,
ND and SD residents 21+. Ends 9/418. See official
rules at www.budweiser.com/backyard for entry,
prizes and details. Void where prohibited.
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BUDWEISER BAGKYARD
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MAULL'S BB



AMERICA"S
ORIGINAL
BBO SAUCE

Our iconic line of Maull’s
Genuine BBQ sauces honors PH["]”IH Sl “ ”N"H I][H GAH[ ASSI C
the sauce first created by CLASSIC :‘:fs:::::wz:aﬁ:s
Louis Maull back in 1926 - Serving size 359
in St. Louis, Missouri. 18 oz. 72702-12161-1
24 oz. 72702-12241
For over 90 years, Maull’s fuslion 2270206321

1 gallon 72702-04091
has used only the finest

ingredients in crafting SWEET & MILD
our Genuine BBQ Sauce.

We offer six unique

Salurated Fat Og
Trans Fat 0g

18 oz. 72702-12164-2
24 oz. 7270212244
and distinct flavors, 2 gallon 72702-06424

¢ cist v 1 gallon 72702-04094
ensuring that every meal

off the grill is a classic. SWEET & SMOKY

18 oz. 72702-12165-9
L | 24 oz. 72702-12245
2 gallon 72702-06425
1 gallon 72702-04095

NN

INGREDIENTS: Tomato Puree (Vater, Tomalo
Paste),Gom Syrup, igh ructose Corn Syrup,
KANSAS CITY Vineger, Pepper Pulp, Salt, Mocified Gorn Starch,
Molasses, Spices, Onion Powder Brlic Powder,
Soyheans, Lemons, ranges, e, Neturel
18 oz. 72702-12167-3 Flavors, Reisins, Anchovies.
24 oz. 7270212247 e ————
2 gallon 72702-06427 Vaul'sB80
1 gallon 72702-04097 9909 Clayton A, Sute 227
S1.Louis, MO B3124
ONION BITS

JALAPENO

| 2o | o | 2 [ maultsBBQ.com

MaullsBBQ.com

MAULLS B0



MAULL'S B0









MAULLS B0

AMERICA’S ORIGINAL BBQ SAUCE BRAND

NEW SIGNATURE
COLLECTION

MADE WITH DATE SYRUP | NO HIGH-FRUCTOSE

MauvullsSignature.com

INTRODUCES

CORN SYRUP

STICKY SWEET

PRODUCT UPE: 0-72702-12208-0
AVAILABLE IN CASES OF SIX
Nutrition Facts
Sotving St *™ "5

‘Amount pr serving

Calories

INGREDIENTS: TomeloPure Hater, Tomefo
Peste, el Sy, i Sy, Viegar, epper
Pul, Sl Tapioca tarch, HeurlHikory
Smoke Havor Molasses, Natural Fivars, Onon

Povde, e, G Povc, s
I]AI [ sv H I,I I] Lemons, Oranes, i, Raisin, Anchores.

CONTAINS:SOY, ANCHOVIES

k. I

SIMMERING HEAT

PRODUCT UPE: 0-72702-12201-4
AVAILABLE N GASES OF SIX
Nutrition Facts

about 14 servings per container
Serving Size. 359

Toll Sgars 89

Incudes 70 Added Sugars
Protein 1o
Vim0 omg.

1 P INGREDIENTS: omato Puree (Wate, Tomato
To learn more, visit Past), Date yrup, ice Syrun, Vinegar,

< Ponne Py, i o Sch Spces.
MaullsSignature.com Nl ik SmokeFlaor, Moesses,

Onion Powder NaturalFlavors, Grlc
@ 2 ,Lemons, Dranges i,
, Achovies
CONTAINS: SOY, ANCHOVIES
[} |7|2|7/lz “llln

Ml BB 9303 Clyion i, St 227 . Lovis MO 83126 =
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BLAKE EASTWOOD
314.258.8001




