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Mission Statement

Mission Statement

Our vision is to expand our market position
beyond the borders of Germany in the next
5 years and to become the international
leader in our industry. We will only be able
to achieve this by developing innovative,
quickly implementable, high-performance
and therefore easily scalable digital incen-

tive solutions that are unique on the market.

S

For our users, this includes not only attrac-
tive bonus content but also an outstanding,
captivating user experience that integrates
smoothly into the trend towards a technically
supported lifestyle. Within our organization,
our growth must be supported by efficiently
designed processes and a high degree of
automation.

We believe that together with all cadoozies
we will be able to achieve this goal and thus
enjoy the appreciation and trust of our
shareholders, customers, partners, users
and employees.



History

Life was okay somehow...

History

2000

cadooz is founded in Hamburg.
Three students have the idea of
working with magazine publishers
to reward subscribers. BestChoice
saw the light of day shortly after-
wards, at that time by the name of
“SuperCadooz Gift Card.”

2011

After merging with cadooz rewards
in Munich, we become Germany’s first
full-service provider for gift cards,
physical rewards, events and incentive
solutions. We shoot for the stars with
Euronet Worldwide. Merging with an
international group provides new op-
portunities and challenges every day.

2018

Time for reconfiguration: Agile
work processes, digital tools,
and new business activities
demand a lot from our crew.

2021

We are rebuilding! The office is being
designed for New Work and modern
open structures are being created. In
addition to the home office, this is to
become a place of gathering.

20XX

Where will our journey lead next?
With trust in ourselves and in
our capabilities, we will conquer
new worlds!




Brand Core

This is about who we are and what cadooz is about.

open-minded international

Brand Core

Full-service
partner

consulting, content,
development,
fullfilment,
marketing, support

skilled

innovative

Content supplier

Portfolio with more than 700
gift cards and non-cash rewards

A

Rewarding
Excellence

White-label
agency and products

Customizable products
and platforms

Smart
distribution
interfaces

API, Incentive Mall,

shop systems

ambitious

digital




Target Markets

There are mainly business customers. But users and gift card recipients are our target
group as well. We plan to reach more end customers — with a new product range.

70% 15%
B2B/B2E Brandpartner

Business to Business, Partner of our gift cards
Business to Employer and shops

Target Markets

10%
B2B2C/B2B2E

Business to Business to Consumer,
Business to Employers to Employees

5%
B2C

Business to Consumer
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Signet

It consists of our symbol and wordmark.

Our symbol Our wordmark

Interesting to know: The name ,,cadooz*“ is derived from
the French word ,cadeaux”, which means gift.

Signet




Signet

This is the main signet used for the cadooz logo.

£ cadooz

The colors orange and blue derivate
from the epay logo — the mother company.

Signet




Signet with Claim

The signet can be used with a claim to create a variant.

£ cadooz

REWARDING EXCELLENCE

The claim is what cadooz is about: Support other
companies with perfect rewarding strategies.

Signet




Construction: Symbol

The symbol used in our logo is constructed by combining different elements of the brand.

|
+

The bubble symbolizes the open The two intertwined rhombi derivate
communication cadooz is striving for. from the epay logo — the mother company.

Construction




Construction: Signet
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Construction: Whitespace

Make sure there is always enough whitespace around the logo.
The minimum whitespace is defined by the size of the bubble.

£ cacdcooz

Construction




Variants: Color Options

Beside the 4c logo there are also monochrome variants in black and white.

4e E cadooz
1¢ black R cadooz

1c white R cadooz




Variants: Vertical Format

When the horizontal logo becomes too small, there is a vertical Logo which can be used in several
formats, e.g. square or circle. Make sure there is enough whitespace, too.

4c Q

cadcdooz

l 1c black @

cadcdooz

Q

A

caclooz caclooz

1c white

cadcdooz

Variants




Variants: Hierarchy of Sizes

To make sure the logo is readable, please use one of the variants for the following sizes.

A

cadcooz Q &R

A cadooz

> 150 pXx > 50 px > 16 px <16 px
< 150 px < 60 px

Variants




Examples: Don’ts

X X
cadooz A cadooz

Don‘t use logo in a white box Don‘t use the logo without enough contrast. Don‘t use the logo without the symbol. Don‘t change the font of the wordmark.

X X X X

9 cadooz

Eicadoo=z

Don‘t use any shadows. Don‘t flip or rotate the logo. Don‘t stretch the logo. Don‘t use low resolution images you found
somewhere.

Examples




Examples: Do’s

_§ __§

V4
A cadooz l c:::z R cadooz R cadooz
i

_ _

Do use the logo on a bright background. Do use the high quality files provided by your Do use the dark logo on a bright background. Do use the bright logo on a dark background.
awesome creation department.

Examples
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Primary

cadooz Blue

CMYK 100, 95,5,0
RGB 45, 46, 131
Hex #2d2e83
Pantone 2738 C

80% Opacity

60% Opacity

40% Opacity

Primary

cadooz Orange

CMYK 0,80,95,0
2{€]= 233,78, 27
Hex #e94elb
Pantone 166 C

80% Opacity

60% Opacity




Secondary

cadooz Black

RGB
0,0,10

Hex
#00000a

CMYK
tbd

2{€]=}
26, 26, 35

Hex
#lala23

CMYK
tbd

Darker

RGB
51, 51, 59

Hex
#33333b

CMYK
tbd

2{€]=}
77, 77,84

Hex
#4d4d54

CMYK
tbd

Secondary

Dark Medium

RGB
102, 102, 108

Hex
66666C

CMYK
tbd

RGB
128,128, 133

Hex
#808085

CMYK
tbd

Light
RGB

178,178,181

Hex
#b2b2b5

CMYK
tbd

Lighter

RGB
204, 204, 206

Hex
#cccece

CMYK
tbd

Lightest

RGB
229, 229, 230

Hex
#ebebeb

CMYK
tbd

White

RGB
255, 255, 265

Hex
HIFfft



Gradient

The gradient is an essential element in our visual communication. It is created from the two primary colors.

cadooz Blue cadooz Orange
at 10% at 90%

Gradient



Gradient: Usage

The gradient should always follow the elongated side of the object while the orange
side always faces top or right. Square objects may have a diagonal gradient.

Gradient




Additional

CMYK CMYK CMYK
83, 40, 24, 8

78,16, 39, 2 100, 87,21, 7

Hex Hex Hex
#249c8f #1c7599 #263678

CMYK
87,71,0,0

Hex
#384fb2

CMYK CMYK

38,0,18,0 44.1,6,0
Hex Hex
#a3e8e3 #96d4ed

CMYK
100, 97, 40, 39

Hex
#lalada

CMYK
100, 95,5,0

Hex
#2b2e82

CMYK
42, 96, 39, 58

Hex
#591233

CMYK
30, 96, 31, 22

Hex
#992157

Additional

CMYK
28,100, 100, 34

Hex
#8a0d0d

CMYK
12,100,100, 0

Hex
#cfla14

CMYK
24, 86, 100, 18

Hex
#a6360f

CMYK
0, 80,95,0

Hex
#e94elb

CMYK
0,43,41,0

Hex
#f5a88f

CMYK
19, 59, 100, 6

Hex
#cl47514

CMYK
4,19,35,0

Hex
#f5d6b0

CMYK
2,14,84,0

Hex
#fcd636

CMYK
2,4,38,0

Hex
#fffOb2

CMYK
54, 23,100, 7

Hex
#859912

CMYK
34,0,92,0

Hex
#bfdela

CMYK
18,0, 58,0

Hex
#e0f285

CMYK CMYK
78,19,100, 4 87, 36, 98, 32

Hex Hex
#3b8f33 #1f5e2e

CMYK CMYK
36,0,43,0 55,0,59,0
Hex Hex
#b0e3ab #75d48c



Examples: Primary Colors

6,
& {,’}‘i.“"

ol

Unsere Losungen
fFir den steuerfreien
Sachbezug ab 2022

Fir den steuerfreien Sachbezug gelten ab 2022 neue
gesetzliche Regelungen, z. B. erhoht sich die Freigrenze
von 44 auf 50 Euro. Damit Sie diese Vorteile direkt nutzen
konnen, haben wir fir Sie ein individuelles Angebot zu-
sammengestellt. Nahere Informationen zum steuerfreien
Sachbezug finden Sie hier.

hoice

) employeecnOs

1;4€ 50€

Tipps fiir den Einsatz unserer Produkte:

LY A 000
s 0 )

Monatliches Ideenmanagement, Geburtstag, Teambuilding,
Gehaltsextra Mitarbeiter wirbt Firmenjubildum, Verkaufsférderung
Mitarbeiter Weihnachten
A cadoo=z

The gradient
used horizontally
in the background

Primary colors
in illustrations

The gradient used
horizontal in icons

Examples

Der neue

Employee Benefit Club

Mit unserem Mitarbeiterportal gehen Sie bei Ihrem
steuerfreien Sachbezug auf Nummer sicher! Denn:

So einfach funktioniert’s:

Einfachste
Bedienung
Sie als
Arbeitgeber

Sie verwalten lhre Mitarbeiter
und deren Sachbezuge
schnell und einfach uber
unsere Incentive Mall, dem
Onlineshop fiir unsere Ge-
schéaftskunden. Hierbei legen
Sie Einzel- oder Dauerauf-
trage an und lhre Mitarbeiter
erhalten ihre Gutscheine
plinktlich zum gewlinschten
Datum.

Freie Auswahl fiir
Ihre Mitarbeiter —
in unserem neuen
Mitarbeiterportal

Im Mitarbeiterportal unseres
Employee Benefit Club
konnen Ihre Arbeitnehmer
jederzeit die zukUlinftigen
Gutscheine eines Dauerauf-
trags &ndern oder komfortabel
ihre bisherigen Gutscheine
nutzen.

Sie erhalten steuerkonforme Nachweise in Form von
automatisierten Detailreportings zu lhrer Rechnung.

Steuerkonforme
Nachweise

Fiir jedes
Finanzamt

Sie erhalten steuerkonforme
Nachweise in Form von auto-
matisierten Detailreportings
zu Ihrer Rechnung. Hier wird
die konkrete Zuweisung von
Gutscheinen fester Handels-
partner zu lhren einzelnen
Mitarbeitern ausgewiesen
und dem jeweiligen Sach-
bezug in entsprechender
Hohe zugewiesen.

Warum erfiillt der Employee Benefit Club die
Anforderungen des Sachbezugs?*

7% Wir beliefern Sie mit Gutscheinen und

The gradient
used in a headline

The gradient
used vertically
in info columns

7% Handlergutscheine nicht auf Marketplace einlésbar

unterstiitzen bei der Sachbezugsverwaltung

%% Gutscheine sind nicht im Ausland einlésbar

%% Lassen sich nicht gegen Geld oder

Geldsurrogate einlésen

*Bitte beachten Sie, dass die vorgenannten Informationen keine steuerrechtliche Beratung darstellen und den Gang zum Steuerberater nicht
ersetzen kdnnen. Wir empfehlen Ihnen dringend, sich diesbezUglich steuerrechtlichen Rat einzuholen und eine Anrufungsauskunft bei lhrem

zustandigen Finanzamt einzuholen.

@A cadoo=

cadooz blue for
sub-headlines



Examples: Additional Colors

qbestcholce

food & drinks

Hier shoppen

Hll

#babywalz

—und viele
weitere i .
Einldsepartner. . v Hier shoppen

g;{bestchoice
travel & adventure

« O

. GLOBETROTTER
UNSER HERZ SCHLAGT DRAUSSEN.

...und viele
Wweitere
Einldsepartner.

= ..undviele
He ~ weitere

| ‘- N
. & \ |
L2222 Einldsepartner. AN \\ S l" \

Hier shoppen

Examples

SR- bestchoice

streaming & entertainment

Bookbeat

DEINE HORBUCH-FLATRATE ...und viele
BT e+ weitere
Einldsepartner.

R ..und viele
§  weitere

zutl  Finlasepartner.
‘l.:,ﬂ_'.:r".f & :

,..,J:estchonce
style & beauty

#M

.Zalando A ...und viele
{ IGLAS | weitere
U000 Einlosepartner.

J "1 .ﬁ?{“ :}'E

: 'l__l-.ll '||.L

3{ ik

— S bestchoice
drive & ride

- ...und viele
weltere
Emlosepadner‘

€23 bestchoice

tech & media

>

” ‘ g " IF Google Play
GESCHENKKARTE (a8 > ..und viele

weitere

Einldseparine:. 08

The colors used
in the background.
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Primary

The primary font we use is Oxanium. It is mainly used for head- and sublines.

Oxanium Bold

ABCDEFGHIJKLN
OPQRSTUVWXYZ
abcdefghijkln
opqrstuvwxyz
12345678920
Id#S%ra*()<>?/

Oxanium Regular

ABCDEFGHIJKLN
OPQRSTUVWXYZ
abcdefghijkln
opgrstuvwxyz
12345678980
@#S%rEG*()<>7?/

Primary




Secondary

Archivo is our secundary font its mainly used for body text.

Archivo Thin

ABCDEFGHIJKLN
OPQRSTUVWXY/Z
abcdefghi]kln
Opgrstuvwxyz
1234 b6 7890
 @H#HS N NG ()< >/

Archivo Thin Italic

ABCDEFGHIJKLN
OPQORSTUVWXYZ
abcdefghijkln
oOopqgrstuvwXxyzZz
1234567890
l@#HS % NE*()<>7/

Archivo Regular

ABCDEFGHIJKLN
OPQRSTUVWXY/Z
abcdefghijkln
opqgqrstuvwxXxyz
1234567890
1 @#$S % "S*()<>7?/

Archivo Italic

ABCDEFGHIJKLN
OPQRSTUVWXYZ
abcdefghijkln
opqgrstuvwxyz
123456678920
l@O#$ % "E*()<>7?/

Secondary

Archivo Bold

ABCDEFGHIJKLN
OPQRSTUVWXYZ
abcdefghijkln
opgrstuvwxyz
12345678920
l@#S %D "G*()<>?]/

Archivo Bold Italic

ABCDEFGHIJKLN
OPQRSTUVWXYZ
abcdefghijkln
opqgqgrstuvwxyz
123456789290
ITO#HS % "E*()<>7?/



Additional

To add a personal touch we use handwriting in some cases.
Symbols are individual, for example for bullet points.

0Pl s Ty wrlkyz2
v b ¢ 4 e g g b i) b [ w
oy @ o+ s T ow - w b oy 2
;2 5 494 45 6 7 &£ 9 0
/@ « £ 7L ") < ’

Additional




Hierarchy of Typo

This is how we use the different typos in combination.

A S h 0 rt a n d Overline and headline get treated as title with

Bold Headline

This reqgular or bold subline is
used for additional information

Bold Bodycopy-Headline Subline and copy get treated as ,,normal text*”.

Regular Bodycopy! Far far away, behind the coast of the Semantics, a large language ocean.
word mountains, far from the countries Vokalia A small river named Duden flows by their place
and Consonaantia, there live the blind texts. and supplies it with the necessary regelialia.

Separated they live in Bookmarkgrove right atthe  www.cadooz.com

Hierarchy




Hierarchy of Typo

This is how we use the different typos in combination.

A Short and .

-

Bold Headline |

_><____________

Y a

__><__.._

. . . . : h2size=*/2a
This regular or bold subline is B2 hoineeidht=a
used fFor additional information ha

Bold Bodycopy-Headline v

Regular Bodycopy! Far far away, behind the coast of the Semantics, a large language ocean. copy size = /s a
word mountains, far from the countries Vokalia A small river named Duden flows by their place . copyline-height =*/>a

and Consonaantia, there live the blind texts. and supplies it with the necessary regelialia.
Separated they live in Bookmarkgrove right at the  www.cadooz.com

Hierarchy




Hierarchy of Typo

This is how we use the different typos in combination.

A Cpecial Orerline!
A Shorl: and
Bold Headline

cadooz EBC:
Employee Benefit Club
_ Die Losung fiir den steuerfreien Sachbezug

— Automatisiertes System fiir Mitarbeiterincentivierung
— Mitarbeiterportal fiir individualisierte Gutscheine

Auswal itarbeiterbindun
Bold Bodycopy-Headline hi M o g
Regular Bodycopy! Far far away, behind the coast of the Semantics, a large language ocean. R R /
- . . . . ) ) ) ) /,/ 4
word mountains, far from the countries Vokalia A small river named Duden flows by their place % e/ %/ &%l QA ,
and Consonaantia, there live the blind texts. and supplies it with the necessary regelialia.

Separated they live in Bookmarkgrove right at the  www.cadooz.com

Hierarchy




Examples

These are examples for a white and a gradient background.

A Short and

A Lpecial Crerline! Bold Headline

A Short and

Bold Headline

A Special Overline!
A Short and
Bold Headline

Lorem ipsum sid amet

Evelique qui derum, estibus dolor aut ea in-
tion ratur? Quissit quibus dolor aut facerspis
explacc uptatiorest la ditatiis aspedissi berfe-
ro bea iur aci amus inctor atquaspic torporro
dignati res di di dolor sequias ut eum aliquis
autat quam escimi, cus, nulparchit dendis
mo tem ratibusaped mi, sandior ra consequi

ipsus untibus molorem ipsapidest aut inctatur,
ut faccabor repressequi ut excerum sincto
dendis maximi, autem atemporrum eum au-
temod utem si culparchil exceaqui vendae
laccum ius magnam vent, se re doluptat.
Agnihil luptatus rerunto tatiorest, el inimin
rehentur? Dame eiumenis nis nonsequ iaesti-
unde Latia quodi destiberum ipsunti atemp.

This regular or bold subline is
used for additional information

Lorem ipsum sid amet

Ceritian dignimi, sedias molupta ssinulla vellan-
dis et ea eosse vel ilite ne et fugitio. Ut militas
doluptate re voluptatur sunt mo et parum que
everferor sam sae si beritia dit omnihita quodign
iendundis ilitia ea sum doloritio omnisci lluptas
voluptatur aut ut faccum rectet alibea vendisc
iumaquia vero inulpar uptaqui voluptasped maior
seque dolorup tatisimus sitatia dolende nihil-
labo. Ut qui si ditate ipsapiet lab ipsuntur reius
neces ipidit, omnism poreic te optaquibus min
cuptae cum rem ut voluptatur, aspiet abor alias

Ay

Gmu%‘
! ah 4.
0L
E RS i
e

Ceritian dignimi, sedias molupta ssinulla vellan-
dis et ea eosse vel ilite ne et fugitio. Ut militas
doluptate re voluptatur sunt mo et parum que
everferor sam sae si beritia dit omnihita quo-
dign iendundis ilitia ea sum doloritio omnisci
lluptas voluptatur aut ut faccum rectet alibea

amazon g a

qui cume venda dolupti ncidel ipient ant utent
faccum am, alia nam natem aliberchici cum et
hit aut et endia accus quam et inti nobissum
illest, corrorporpor ant, nem nonsero voluptu
stiorerit et volorectem exceptation nobit que
nonsequas que nos excerciis et in poremolor
sunt, aut volesequo blandisi aut dellacearum
fugiae si omnimporis et am reptatu repellaut
officimi, quas eos quibusa voloria apist est aut
faccus conet opta poreium etur, solora ium do-
lupta temoluptatem.

[
1CHENK s

?%TE ESHENKIARTE
Lol

vendisc iumquia vero inulpar uptaqui volup-
tasped maior seque dolorup tatisimus sitatia
dolende nihillabo. Ut qui si ditate ipsapiet lab
ipsuntur reius neces ipidit, omnism poreic te
optaquibus min cuptae cum rem ut voluptatur,
aspiet abor alias experia vent, quiillaborrum.

Examples

A Short and
Bold Headline

This regular or bold subline is
used for additional information
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Photography

We use bright pictures with friendly and natural people.

1. Situational 2. Personal 3. Close-Up

Photography



Photography: Photo Editing

Photos may optionally be edited further to enhance brand consistency.

f

Original 1. Lighting 2. Gradient 3. Highlights
Lighten up the image to create a softer look. Add the cadooz gradient and set the layer to Additional highlights may be added by using
Amount of brightness may be adjusted de- the mode Colour. Transparency of the layer blurred spots of cadooz orange or cadooz
pending on image. may be adjusted depending on image. blue. Set the layers to the mode Screen.
Photography



[llustrations

Optionally illustrations can be used to create abstract visuals. These illustrations
should make use of clean and flat colors deriving from the cadooz color palette.

lllustrations




Graphic Elements: Icons

Whenever possible our custom icons should be used. A few rules apply when
creating new icons, to strenghten consistency with the brand.

Rounded edges for the shapes

@

Interruptions in the

lines imitating the Q
cadooz wordmark

D

Pointed edges for the lines

.
I/
I\

d
Go

.
A
O

A few examples

Graphic Elements

G 5 XK



ph
Ele
eme




Graphic Elements: Bubble

We use the bubble as a frame for pictures or in combination with the pattern
as a stylistic element.

Graphic Elements



Graphic Elements: Chips

The chips are organic forms, which evolve from the letters of the cadooz lettering.

Graphic Elements




Graphic Elements: Chips with Images or Pattern

These are examples how to use the chips in combination with images and the pattern.
Feel free to combine it creatively.

Graphic Elements




Graphic Elements: Combinations

Bubble and chips can be combined to create styleframes, unique layouts used to give images a strong branded look. Styleframes should
always persist of the bubble combined with one of the chips, while one serves as the image frame and the other as the shadow.

y

2

////.

Graphic Elements




Graphic Elements: Combinations

For extended usage in combination with text, styleframes can also persist of an image frame in combination with an outlined or filled textbox.

g
&

§ %
. @ @

Graphic Elements




Graphic Elements: Combinations

For extended usage in combination with text, styleframes can also persist of just two shapes.

y 7

%’

“

A

/////,, )

Graphic Elements




Video: Examples

Video visuals for marketing campaigns

g’ P~ - JUehi vergessen:
Warum nicht heute die Arbeit ) ~- (WS ' Am 8. Mai

. 2 :
dem Mann uberlassen: ist Muttertag!

Wir wunschen alles Liebe
zum Vatertag!

3 Monate BILD + 60 € Sommer,

Tank-Gutschein!

Ideen Fiir mehr
Blrogesundheit

[
#weltgesundheitstag

3 Monate BILD lesen SDI'II'IE, M./
& frei tanken 11 QLLY) !

GroBe Aktion mit dem Jetzt unsere erfrischenden (€
DriversChoice Tankgutschein Sommerangebote sichern G

. ‘ \
‘ 7 @ cadooz

Video




Video: Examples

Video visuals for raising brand awareness

coﬁ m'un'ical:e Wll:h ﬁ"new tools

cadoozies stellen sich vor

Video
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Design Examples

Website

cadooz EBC:
Employee Benefit Club

Uhe Lodung fur den steuerfrelen Sachbesug
Automatasertes System fur Mit ;

ﬁ}
2 : . arbeterincentivierung 5
Larbeiterpartal fir ind nidusksierte Gutscheine o 'L"ﬁ n G

[ TN ':’-*i LR ]
-

Ihre Vorteile

Auswahl Mitarbeiterbindung Verteilung

000

g,

[ Privstiton: v | —

Gutscheine hier
kaufen!

: -
We live Incentive Marketing | :m-': aﬂ

Wir unterstutzen unsere Business-Kunden Entdecken Sie hier
bei Mitarbeiterbindung, Meukundenakquise Deutschlands gréfite
und Kundenbindung

Gutscheinauswahl?

- " Guischane bostelan
Mehr erfabiren < | ’
' |

—m Ails Privatperson —

Die ideale Losung fur jede Herausforderung

Mitarbeitervorteile Kundenbindung Verkaufsforderung

Matrieren Sie e Mitarbeiter Birsan Sae lhne Kunden an hre Marke Fiye e Sié dlan Abverkaud Iheer Produkte

5 V’ 2 ‘ + f
Mehr erfahren = Mehr erfahren = behr erfabren 2

Unsere Produkte

nysat Argabat reichi von 'Iiw:r'-:;-l:
his hin £u Progranam3

Universalgutsc

heine
s

B lr. Wetene!

Design Examples

nd Sinkaufsguzschemen L

gen - FLsamMmenges=et s

car pine Viekall 2n Sachpramien

acty [hres wanscoel

Handlergutscheine

i A ke Argaan bis £ e

Online-Plattformen

ol BT

Auszug unserer Pramien

{bar 700 Gutschalne und Sachprantan stehen 2ur Kusmah
arpllen Sa sich ihr Pramiengartholic ngividuell usammes

Alle Primien ansehen=



Design Examples

Presentations

BestChoice Einléseshop

Einfach und bequem einlosen

* Mehr als 700 Pramien
* Einfache Usability

* Individuelle Anpassungen in lhrem
Design

We live

Incentive d
Marketing cadooz

Hamburg, 29/04/2022

* Neun verschiedene Sprach-Pakete
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Primary Font

The primary font we use is Moon Flower instead of Oxanium. It is mainly used for headlines.

MOON FLOWER BOLD MOON FLOWER REGULAR
A CDEFRGH TSR LN A CDE RGN
0P ARSTUV WYY 0P RS T 11
A CDEFRGH TSR LN A CDE RGN
0P ARSTUV WYY 0P RS T 11
7385 6 7 890 [ T RS R N
le# Sh~a " ()<c>T/ A

HEADLINES ALWAYS HAVE THE

GRADIENT IN THE BACKGROUND!




Colors

We pick a few colors from our main palette plus an additional light blue.

The Gradient

cadooz Blue cadooz Orange

CMYK 100, 95,5,0 CMYK 0, 80,95,0

RGB 45, 46,131 RGB 233,78, 27
Hex #2d2e83 Hex #e94elb

Additional Light Blue cadooz Black

CMYK 20,0,0,0 CMYK

RGB RGB 0,0,10
Hex # Hex  #00000a

Colors




[llustrations

We use oulined sketches as main graphic elements on black or white background.
Ourtheme is: The cadooz universe!

Gradient or light blue sketch on white background Orange or light blue sketch on dark background

[llustrations
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Culture-Code-Posters in the office

CULTURE OF MISTARES

MISTAKES HAPPEN

We accept that mistakes are part of life.
Mistakes do not affect our appreciation for our
colleagues.

MISTAKES ARE AN OPPORTUNITY

We see mistakes as an opportunity to learn for
the future personally and as an organization.

FLERIBILITY

If the original plan does not work, we change it.

OBJECTIVITY AND EMOTION

We approach mistakes on a professional level,
but we know that emotions support the lear-
ning process. Therefore, we allow emotions,
but always without being personally hurtful.

CONSTRUCTIVENESS

We focus on the solution, not the problem.

TIME AND SUSTAINABILITY

The focus is on a quick solution of the problem.
We focus on a permanent and sustainable eli-
mination of the sources of error.

HONESTY

We do not sweep mistakes under the carpet,
but communicate them directly and actively to
the relevant parties and the manager.

¥z

ONNERSHIP

| stand by my mistakes and take responsibility
for correcting them.

LOYALTY

Before communicating a mistake caused by ot-
hers to the management | give them the chan-
ce to do so on their own. | am loyal to cadooz
and my colleagues

FAIR PLAY

We do not engage in finger-pointing and do
not embarrass or ridicule anyone.

HAND INHAND

We work together with our colleagues to cor-
rect errors, regardless of where they occurred.

DOCUMENTATION

We document our mistakes in order to share
our experiences with our colleagues.

A cadoo=z

CULTURE OF COMMA

VALUE-BASED COMMUNICATION

Being successful as a team while always kee-
ping track of the bigger picture. Our communi-
cation is based on polite, trusting, appreciative
and respectful dialogs at eye level, regardless
of position or title.

CONSISTENT COMMUNICATION FOR A
UNIFORM LEVEL OF KNOWLEDGE

Our heads each are responsible for sharing
news with their respective teams, thus ensu-
ring everyone is kept equally informed and up-
dated.

OUR COMMUNICATION CENTERS AROUND
TEAM(S)

All information relevant to the company is
communicated uniformly by leaders and emp-
loyees using MS Teams. This means that it is
recorded centrally and sustainably and can be
retrieved at any time.

600D COMMUNICATION IS ALL ABOUT
PRRTICIPATION

Only if we all participate in communication we
can ensure that we have a transparent, timely,
comprehensible exchange of information. We
actively encourage questions!

COMMUNICATION 15 ABOVT HUTYAL
INDERSTARDING %

This means every single one of us is respon-
sible for promoting a culture of constructive
communication within our company. Let's find
the right words together!

LISTENING AND RERDING 1S PART OF
COMMUNICATION

If there is communication, we take the time to
read the information carefully or listen to it as a
sign of mutual respect. At conferences or mee-
tings, we don‘t do anything on the side, but
give our complete attention to the meeting.

NICATION

& cadoo=z

CULTURE OF FEEDACK, -

DESCRIPTIVE, NOT JUDGMENTAL

Giving feedback, we describe our perceptions
and reactions. How this feedback is received
and used is something we leave to the person
we're talking to.

COMPREHENSIBILITY

We give feedback that is easy to understand.
We formulate it as precisely as possible wit-
hout resorting to platitudes or generalizations.

CLARITY

We give feedback that is factual and objective,
so that third parties also do understand us.

REALITY

We refer to observations, not assumptions or
interpretations

NEUTRALITY

Our feedback is free of any moral judgments
and accusations.

OPENNESS

We actively request feedback from our peers
on a regular basis in order to grow from it. We
listen to this feedback, thank for it, reflect on
the observed behavior and its effect. We do
not directly justify or defend our behavior im-
mediately.

CONSENT

If feedback is not actively solicited, we, as feed-
back givers, first ask ,May | give you a feed-
back?* before placing it without being asked.

e

LOCATION

We ideally give feedback face to face. If we )7

are in different locations, then a video call is

our first choice. We only give feedback in writ-
ten form as a last resort.

TIMING

We give feedback at the right time. We there-
fore give it as soon as possible after having
observed the behavior in question, albeit en-
suring that any ensuing emotions have cal-
med down. We aim to give feedback within 48
hours.

7

X
%

& cadooz=z

CULTURE OF LERDERSHIP

| TRUST MY EMPLOYEES.

In return, | give everyone the greatest possib-
le scope for decision-making and creativity. In
short: | am not a micromanager.

| AM RELIABLE AND AUTHENTIC.

| communicate my expectations openly and di-
rectly. I inform others clearly and in good time.

| ACT IN THE INTERESTS OF ALL
DEPARTMENTS, ALSO TAXING THE
COMPANY OBJECTIVES INTO ACCOUNT.

| create opportunities for cross-functional con-

tact, exchange and collabroation.

| GIVE MY TEAM SUPPORT AND
A SENSE OF SECURITY.

| facilitate mutual and constructive feedback.
| explain my decisions. | recognize and honor
good performance

| AM INTERESTED IN MY EMPLOYEES.

The person is the focus. | don‘t see my emp-

loyees as workers who have a job to do, but as
individuals with different interests, preferences

and strengths, whom | want to understand in
their entirety. We don't just have to talk about
business.

| ACTIVELY CREATE OPPORTUNITIES
FOR MY EMPLOYEES TO DEVELOP.

In addition to the CADtalks, | create opportu-
nities for my employees to learn from the daily
challenges of professional life.

| AM ERIENDLY, FRIR AND RESPECT
ALL CADOOZIES.

All employees receive the same appreciation,
regardless of internal or external characteris-
tics. Politeness and a friendly tone are a mat-
ter of course for us

Examples
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