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At Malco,

we’ve been producing our tools and treating our customers with a great deal
of care and consistency since 1950. We’d like to think that, with Malco, you
know what you’re going to get. For a brand to work, it must be executed
with consistency. We’ve developed the Malco Brand Guide to establish and
maintain the consistency of our voice and ourimage. Whether it’s a brochure,
magazine ad, social post, radio commercial or banner behind an airplane —
If it represents Malco, it must live up to the standards in this guide.
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Meet our Trade

I’m a trade professional. Time and efficiency are eveTythm

trusted

¢ ~..to rﬁe I's

and well-respected in my field—I| keep my word and do what | say I’ ; M going

to do. | need my tools to do the same. My tools are one of my most |mportaant |
iInvestments and | choose to invest in Malco because they’'re dependable

and made for people like me. | rely on Malco tools because they get me from
one job to the next more quickly... time and time again. o
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(es us tick.

As an innovative, collaborative, and learning company, Malco exists to
achieve results, respect others, and build great

tools, of course. Together we AR Malco.
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do. Making tools thls great takes experience and expertise. It takes people
who will listen to what you need and deliver the exact tools you need to

Work. Perform. Outlast.” every time.
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Personality & Voice LR[S

This 1s Malco.

AUTHENTIC - CONFIDENT - KNOWING

Nobody knows more about making high-quality tools than Malco. \We come
from HVAC and are proud to have built on that strong foundation. With 70+ years
of tool-making expertise under our belt, we’ve expanded to service, and satisfy a
broad base of trade groups by doing what we do best. We have the heart and
the knowledge of a Trade Pro. \We listen and know what they need to work in
the best and the worst conditions for hours at a time. We understand the feel of
a sheet metal screw catching and sinking the first time—and every time after.
The look of a perfectly cut hole, a precisely snipped line, a flawless metal bend...
the work is always optimal when using a Malco tool.

B



This 1s Malco

to our channel partners.
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Personality & Voice J:IcLU Rl

To our channel partners, we're a product and a brand their customers trust and
ask for by name. In return, our channel partners provide us with access to every

audience we seek. WWe must maintain an open
relationships built on mutual respect. It’s critica

iIne of communication within these
that our channel partners view us

as transparent, engaged and committed. Our channel partners are critical to
our success and we see them as part of the Malco team.
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This 1s Malco
to our contractors.

To our Trade Pros, we provide the tools they need to get t

ne jolb done. Our grips

are comfortable and sure handed, our fasteners grab anc

our cutting tools hold

an edge like nothing else you can buy. When we talk to contractors, we speak
confidently with a deep knowledge of the trade industry we’re addressing.

Our audience expects this.
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' ~we’re talking to.

. [SHew do we sound to our channel partners?
Mlesour Trade Pros? To each other?

Ing pages will serve as a guide

copy approach.
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This is Malco’s voice.

If you've been asked to write on behalf of Malco, it's important to be consistent
with the established brand voice. “Breaking character” can come across as
disingenuous... let’s just say fake. At Malco, we’re never phony. Writing in a voice
that strays from our brand weakens our message.




This 1s how Malco

talks to each other.

At Malco, we’re all owners. When we talk to each other, we speak clearly, keep
sentences short, use contractions and never straying from our core values.

Together, we ARE Malco and we aim every day to:
Achieve Results, Respect Others and Engineer Solutions.
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This i1s how Malco talks
to our channel partners.

Our channel partners are critical to our success and we see them as valued team
members. It's important to recognize they have chosen the right partner with
Malco. For us to succeed, we need our channel partners to succeed. We’'re
transparent, we’re factual and we’re honest. \We're already partners, so the
primary objective Is to frame the opportunities at hand.




This is how

Personality & Voice

Malco

talks to our Pros.

The satisfaction of Trade Pros is what drives us. We're committed to providing

exceptional experiences—on ano
best tools and information possib

off the job site. That means de
e, no matter where they're at in t

Hulr

ivering the

Nelr career.

From the moment they decide to study a trade to the time they choose to exit
the industry, Malco is here. They're not just customers, they're us, our families
and our communities. It’s important that we’re with them throughout their
professional journey and always speak the same “Trade Pro” language.

Brand Guide
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e

Adequate space should be left around all sides
of the Malco logo—roughly the size of the a

Ml

The primary Malco logo should be used only
in Malco red, white or black.

18 alcr




Malco’s primary tagline should be used in most instances, such as main campaigns, ‘
trade show activations and on the website. Alternate taglines can be applied in
specialized instances such as targeted campaigns, social media tags or giveaways.

Melee e

Work. Perform. Outlast.™ Damn Good Tools™

Taglines :IcUT KT

[ primary tagline | | alternate tagline example |
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Logo with ® inside the ellipsis Logo with ® outside the ellipsis
(primary usage) (for use in small sizes where the
® becomes illegible) ‘
Do not rotate or skew the Malco logo
® ™
( déé Z/ ( ' Work. Perform. Outlast.
Work. Perform. Outlast.™ (

Horizontal primary

Logo with primary tagline tagline usage

Mz

Damn Good Tools™

Do not combine colors

Damn Good Tools™

®

Horizontal alternate Do not outline the Malco logo

Logo with alternate tagline :
tagline usage



fulz

Malco Sub Brand Logos J:IcULRellf [

FEDLINE

OANMLES by malco

TSI

Zip-in
Bit-Tip
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Primary Color Palette B:IcUCReT T

MALCO DARK GRAY

70/63/63/59 CMYK
50/50/50 RGB
313231 HEX

MALCO RED MALCO DARK RED

187  PMS 200 PMS MALCO BLACK
8/100/79/28 CMYK 30/100/90/38 CMYK 00/00/00/100 CMYK
169/17/44  RGB 125/19/30 RGB 35/31/32 RGB

A8112B HEX 8B0128 HEX 231F20 HEX
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Supporting Color Palette B:IcHE R

In most cases, Malco’s primary color palette will be the preferred choice, but
when we need to differentiate or supplement our base colors, our secondary
and tertiary color palettes may be used sparingly.

| secondary color palette | | tertiary color palette |

MALCO ORANGE

20/64/88/6 CMYK

193/110/58  RGB
MALCO NAVY C0561D HEX

100/89/45/45 CMYK
17/35/68 RGB
112243 HEX

MALCO TEAL MALCO GREEN

90/63/45/28 CMYK 79/41/70/48 CMYK
34/76/90 RGB 37/77/62 RGB
214C5F HEX 244D3D HEX




Helvetica Neue LT Light

Helvetica Neue LT Roman
Helvetica Neue Italic

Helvetica Neue 4/ Light Condensed
Helvetica Neue 57 Condensed
Helvetica Neue 57 Condensed Oblique

Helvetica Neue LT Bold
Helvetica Neue LT Black

il

Typefaces & Usage R:IcLUREINT

This is a headline.

This is the sub headline |- generaly 75% of the

headline size.

Cus ellanihicid que volore, eos sum reperore cone nusam eium fa
cea exeria auda vent quatur, sit quatectis es modi cum quatisto te

o : . " : _— While not scientific,
nihiciur as evelis et qui repere periti blam, ius, arunt, nem facimin

e _ _ N _ _ _ body text should
ciisimolo tem iumquissus et volenim invendistore volorio resequodi be roughly 25% of
dolupta tusdam, odit, simagni scimpor magnis qui dolupta quam the headline and in

volest op nihiciur as evelis et qui repere periti blam tat. Helvetica Neue LT
Light or Roman

*In situations where Helvetica Neue is unavailable, Arial may be used
(i.e. Microsoft Word, PowerPoint)
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Example Packaging JR:cULReTT

FEATURES/Caractéristiques/Caracteristicas:

Logo, no tagline W
/

Durable Hardened Steel Construction for long service life. Prlmary features
- Compact Rounded Nose works in tight areas. in English, additional
Bold pTOdUCt name Fencl ng Three Serrated Jaw Areas for gripping, pulling and tying fence wire.
in Engllsh additional - Three Built-In Wire Cutters for easy access. |an9 UageS below
’ PI I ers 9 gauge (3.8 mm) capacity.
languages below Textured Handle Surfaces for sure control.
Pince Coupe—ﬁl En acier trempé durable pour une longue durée de vie utile. ® Le nez compact arrondi-
8 Pounces es} prgtique pour !es en,d.roits difficiles d.’accés: e Trois z0nes dentlelé.esl sur les
machoires pour agripper, étirer et nouer le fil de grillage. ® Trois coupe-fils intégrés de
Tenazas para Cercas calibre 11 (3,8 mm) pour un acces facile. ® Revétement des branches texturé pour
de 8 Pu/gadas une bonne prise en main.

Fabricacion duradera en acero templado para garantizar una larga vida util. ® La punta
redondeada compacta funciona en areas ajustadas. ® Tres areas de mordaza dentada
8 IN I 20.3 CM para sujetar, tirar y amarrar el alambre para cercas. ® Tres cortadores de alambre
incorporados para lograr un facil acceso: capacidad de calibre 9 (3,8 mm). e Superfi-
cies de mangos texturados para lograr un control mas seguro.

When applicable,
See it in action W QR link to in-use video

QR link to register
product for warranty

Find warranty 1 information
info and register . .
your product here

If applicable,
product photo

Engineered for Superior Performance
Limited Lifetime Warranty
( / Concu pour fournir des performances

exceptionnelles Garantie limitée a vie

Disefado nara un desemneiio supberior =
100% Empl Owned
mployee Sume Garantia de vida util limitada ESOP tagline

. MALCO PRODUCTS
A 14080 HWY 55 NW / PO Box 400
: M!;%'I _ Annandale, Minnesota 55302
Limited Lifetime Warranty Ui 0 Firmin malcotools.com

24



When choosing or producing the images that represent Malco, refer to the (/1/4&# ,

same ideas that guide our voice. Be genuine. Be authentic. Photography
that feels sterile or manufactured misrepresents our true understanding of Photography Style B:ELEReTLE
the people we serve and the environments they work in.

NOTE: Lifestyle images shown here are for reference to style and have not been purchased for use.
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Digital and print advertising are a compilation of voice and visuals that have
a direct impact on how Malco is perceived. It’s important that we send the
message that we understand the job at hand and how we’ll do our part.

| can’t afford

cheap tools:

]
In the hands of a pro;, there’s not much Malco can’t do.

A true professional never blames his tools. Why? Because he’s probably using Malco.
Est pellentesque elit ullamcorper dignissim cras tincidunt lobortis feugiat vivamus at
augue eget arcu dictum varius duis at consectetur lorem donec massa sapien faucibus
et molestie ac feugiat sed lectus vestibulum mattis ullamcorper velit sed ullamcorper

Perform. Outlast™

| act IlkeJ own
this place.
Beca |

Malco is employee-owned, and it shows.

Every tool Malco makes passes through the hands of an owner...a missed burr a
smeared logo or even the slightest nick is grounds for rejection. Vivamus at augue eget
arcu dictum varius duis at consectetur lorem donec massa sapien faucibus et molestie
ac feugiat sed lectus vestibulum mattis ullamcorper velit sed ullamcorper morbi tincid- Work. Perform. Outlast.

| on-brand visual tone executions |

'/

Advertising

bldh blah...__ ,

Vivamus atiaugue€get arcu dictum varius duis at consectetur lorem donec massa

sapienfauciblis et inolestie ac feugiat sed lectus vestibulum mattis.ullamcorper velit

sediullameorpermorbi tincidunt.ofnare massa eget egestas puliSViverra accumsan =

in nisl nisi sce\is:ue eu ultrices.vitae auctoreu augue ut lec!__r.cu bibendum at Work. Perform. Outlast.™
S o

| off-brand execution |

Brand Guide



bz
| digital ad examples ] DR

Advertising B:EULRE L

LEARN LEARMN
MORE MORE

HVAC TOOLS HVAC TOOLS

Introducing
Malco’s Metal Benders.
The latest in a long line
of Damn Good Tools.

Metal Benders by Malco® will quickly become
your jobsite go-to. Durable, precise and versatile,
Malco’s modular metal benders are built tough for
bending brilliance on metal roofing and details, as
well as flashing. These modular bending tools can
be customized on the jobsite, allowing you to
“freestyle” your set-up in a one or two station
configurations to get the job done efficiently.

Design Enhancement - 1.

SLIMMER

C-RHEX®1/4 in. and 5/16 in.

CLEANABLE, REVERSIBLE, MAGNETIC HEX DRIVERS

U.S. Patent No. 10,328,554
\i MSHXLC ‘ 4
MSHLC ’ / 6in. rﬁév
2-5/8in. Y
®/ New Slimmer Design Enhancement reduces the 1/4 in. size by 16%, to @3 Rﬂ:ﬂ |§%
Cleanable-Reversibié’ ©

MSHMLC

= iy

¥

MSHC
2in.

- Form 0-100° bends on straight or curved panels
of any length.

- Choose from narrow stance for tighter, more detailed bends, or wide stance
for making long, straight bends.

- Easily reconfigured on the job, adjusts for different thicknesses and materials.

- Angled roller eliminates scratches on 90° bends.

- Made with premium CNC aluminum and stainless-steel components.

Muloo vmmssseos.

gain easier access in tight spaces for ultimate flexibility and productivity!

Work. Perform. Outlast. Malco Products, SBC * Annandale, MN. U.S.A.  www.malcotools.com ¢ ©2021

Malco Products, SBC - Annandale, MN U.S.A. - malcotools.com - ©2023 Malco Products

[ print ad examples |

28
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Social Media B:IELE KNG

Malco’s social
media presence.

Malco uses social media to engage with customers,
share product information, showcase our company
values, support of the trades and provide customer
service to contractors. el ) oo orosics sEc.

T L ol O usiiage ol Lis

Like the overall Malco brand, the tone of voice is btend o

Intra Podts = Pl

educational and informative while still being casual e
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On social, Malco showcases its expertise in providing
tools of the trade—and how each Malco product is
made with customers and contractors in mind.




Always include visuals with posts that highlight Malco
products. Try to ensure the Malco logo is visible. Post
photos more than graphics.

Whenever possible, ensure the visual is of a tool in
action. The more audiences can visualize how they’ll use it
in their own work/can see it in action, the better.

Keep copy educational and informative but still light.
We want to convey Malco as experts in the trades industry but also be relatable.

Remember that the main audience is contractors, so craft messaging for
them. \What would they want to know about Malco tools? What would they want to
know about the company? What issues or successes are they seeing in their day-to-
day work that Malco can solve or celebrate?

Remind audiences of Malco’s 100% employee ownership and rich history of
innovation as an American company.

Utilize video. Contractors trust their peers, so showing their peers successfully using
Malco products will resonate well.

Engage with the audience. Reply to comments, answer questions, share photos
when tagged. Build that personal relationship with contractors.

Utilize LinkedIn to share business news and updates. \While the audience there
is contractors and channel partners, it is also composed of Malco employees and
others in the industry.

Talk about Malco’s support of the trades, support of the community, support
of the Malco team members, and support of students/the future of the trades.
These topics resonate well with audiences and help show Malco’s values in action.

il

Social Media Dos & Don’ts

Don’t get political. Politics vary widely among contractors,
and any political talk will be incredibly divisive.

Don’t use the phrase “American-made.” Since Malco
tools are not all American-made, this is not factual and can
cause controversy.

Don’t be too casual. \We have a strong reputation as a high-
end brand and company, and it’s important to uphold that.

Don’t speak ill about other brands or companies. Often, contractors will use
multiple brands of tools and products.

Don’t argue in the comments. People will use social media to express issues with
Malco products—use that as an opportunity to showcase reliable customer service
instead of getting defensive about the brand.

Brand Guide
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Social Media Examples R:IcULRCT
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o by Dl el et
o ‘Dffesd huirsdion
Sasp why iy

oY Like () commant & Share

o Like () commant & Share

Talk about Malco’s support
of the trades, support of
the community and support
of students/the future of

the trades.

Whenever possible, show our tools in action




And here we've got a small 5, 7

Malco Products SBC. 5. e

out hiow Tony Blok'af Sotded Al -

ngies 1-------- ik Hoohm

44 ariginal $9 e = malgopraductsshe

Maleo Products SBC

g Benders by Malco = the.
dible solution for high-qUEis more

JGood Thing Going = @Vincent Mason

Remember that our main audience is contractors,
so craft messaging for them.
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Social Media Examples R:IcULRCT

@ mabtoproductssbe

O QY
28 ke

malcapradis

—

_ SNIP

{r Reply to malcoproductssbc...

~"l-

D Engage with our audience. Reply to comments,
answer questions, share photos when tagged.

-
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