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About these guidelines

Welcome to the Mindracer brand guidelines.
These guidelines have been written tfo ensure

all of our external communication are clear and
consistent fo both our customers and colleagues.
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Mission & Vision

Mindracer will help 1000 businesses grow their
revenues SIm or more by 2025, creating growth
opportunity for their teams, and stimulating
investment in their communifties.

We will do this by building a community of world
class experts in marketing, sales and business
development who are dedicated fo helping
others succeed.
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Tone of Voice

We convey our brand identity through every
form of communication and our tone of voice
plays a huge part in this.

Tone of Voice shows our personality as a brand
and is how we want fo be seen and heard by
coleagues and customers alike.

Our brand personality traits describe how
we want to be seen as a business, these are:

e Helpful
e |Informative

e Actionable

Communication should be clear, concise
and steer away from complex business
school language. More Inc magazine than
Harvard Business Review (HBR).
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Logo

Logo

For the brand fo communicate clearly and
powerfully, the Mindracer logo must be
applied correctly and consistently.

Logo
There are 2 primary versions of the logo.
On light and on dark.

Monochrome Logo

The white logo should only ever be used
on a brand primary color background
when it is not possible to use the color
versions of the logo. An example of this
would be on embroided clothing. X

ClearSpace

Clear Space
The logo needs clear space around it tfo
give it room to breathe. The clear space
area should be equal to the height of the M.

xl M

Size CO
The appropriate size of the logo will depend X
on the format. There is no maximum size but
the logos should be displayed no smaller than
20mm in print documents.

Minimun Size

20mm
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Logo

How to use

R
MINDRACER PRAS TG
CONSULTING gL

x Do not change the typeface
nor recreate or manipulate x
the wordmark and the icon.

Do not rotate the logo.
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MINDRACER
CONSULTING MINDRAGER

x Do not change the x Do not distort or warp

This is the correct use logo color the logo in any way.
of the logo

MINDRACER
CONSULTING

x Do not use the elements of x Do not change the proportions
the logo seperatly. of the logo elements.
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Color

Our colors play an important role in

the Mindracer visual identity. Accurate

reproduction of these colors is essential.
Each of the colors has a corresponding

reference for print (both Pantone® and CMYK) Mindracer Blue Mindracer Gray R255 G255 B255

well ifi tions for RGB an nline. R63 G169 B245 R64 G69 B67 CO0 MO YO KO
as well as speciticaftions 1o GB and o © C69 M34 YO KO C71 M53 Y55 K53 White

Pantone 279 Pantone 446 #EFFFFf
Primary Colors #3faQf5 #404543

The primary color palette is made up of
three colors Mindracer Blue, Mindracer Gray
and White.

Secondary Colors

Secondary Colors
The secondary color palette consists of a 80%  60%  40%  20%  80%  60%  40%  20%
percentage of the primary colors.
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Print/Document/Presentation

Typeche ITC Avant Garde Gothic - Book

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI Mm Nn Oo Pp

Print/Document/Presentation Qg Rr Ss Tt Uu Vv Ww Xx Yy Zz

We have a clear, consistent typographic _ _
system. Our primary typeface is ITC Avant ITC Avant Garde Gothic - Medium
Garde. Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk LI Mm Nn Oo

Book, Medium, Demi and Bold can Pp Qg Rr Ss Tt Uu Vv Ww Xx Yy 7z

be used. Lightweight must never be used ] ]
as it is too hard to read. ITC Avant Garde Gothic - Demi

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

Demi is used for headlines.

Book is used for body copy.

ITC Avant Garde Gothic - 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 2z

Medium and bold can be used as a highlight.
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Photography

Images should be clear, bold, high contrast
and have meaning or relate to the subject
that is being discussed.

Print/Document/Presentation

All images for print, documentation and
presentations should be in black and white.

People

People in a business setting should look
smart casual with no ties! Agencies and
SaaS companies don't wear them - pocket
squares and jackets, are acceptable.

Persona photos or photos of clients and colleagues

Photos of clients or persona images should
be in full color.

Email/Social media

Images for social media can be color,.
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lcons should all be of similar line
thickness and the lines should
be in a solid color.

Logo ‘ Colour
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MUNBRAGRE o pending more . .

ersto T—

New York’s
Only Modern

s are exploding

mative and palpable increase in vel

VP-Sales &
CRO-as-a- Winaracer rovdes:

Service Firm evenue focused gudance Vacation preparation process

Opportunity contacts must go on while vacations take place, as such this process
has been created fo allow dedls fo close while reps are out of the office.

E- Book

+ Experionced leadership.

MIND|

The simplest
B2B sales framework

It's meeting time - follow these
steps and you will see results:

[V Preparel We call this share and care.
Mok sure 1o spend fima reacing about tham
and their company befors staring @ mesfing

Find out about
« Company misson and goas Ghareholdar
reports are full of Ifo I they are publis)

+ Compsfior

« Anything specific 1o your senvices
e helptul such a: tecnnolagy i
o acant new hires

7] Start the masting by sharing your
prop, ask thom 1o holp fill in what

sharing. Ask clarifying relevant
questions related fo business goals.

[ Win the business?

[ Ask: what are the

handover procoss.

[7] Set a calendar

Compeior rs i i he picture reminder fo fakk fo
koo oy oo maniaty them once they'e
oty Towecs arans using your servics

Thof's your opportunity fo mate.
sure iney 1o happy nd osk for
[/ Ask: can we have a eferral

Vour business?

o1 hunreds of ways o

It you follow the above steps
and make them your own, relevant fo

your own company - you will see results.

1 hope you've enjoyed this simple sales
process - what are some of your
favorite steps in a sale?

Mindracer Brand Guidelines

First, let’s break down
some sales jargol

“can o
5 problem they have. Once docided. you nesd fo
b0 ablo 10 clearly describe Ihis fo your feam or
marketing pariners

e person or company your afforts should focus on
is callod o “Me

eting Guallfied Lead" or MaL

When you generate of recelve a sad Ihat s he MQL

descilplion. and fhey cor . are ready fo

pes mes a “Sales Qual

iney can ba considerad an
RM orsolos forecas sho,

because fhero is @ aualiled opporiunlly fo so

Your sales forecast i a st of SaLs fhaf you beliove.

Vou can close based on the information gather

from conversations you hove had.

Now Ihot we have esiabished inose - ef's move
onto the checkist

[ start the next meeting
by confirming the details
discussed in fhe last call

longuoge. bringing
' focus immectatoly and

we agreed that I

ther you would bo full saisfied of i s

Wil waste your fme and thei.

Apply now for your free consultation at:

www.mindracerconsulting.com

fraction of the cost
Cliont

acauistion and growih

s0lve your growth needs
o long ferm commiiments

Enablement

Ifyour business is investing in growth, and you have ot lecst
‘one sales person - Mindracer provides o FREE sales process
review and one hour consufation
Apply now for your free consultation af:
www.mindracerconsulting.com

Pre-Vacation Process:
ate @ *cheat sheet” forall hot st and warm
opportunites fo be emalled and handed fo

your manager

Follow up appointments that must happen
during your vacation:
+ Set new event in Salesforce for folow up

and assign it 1o the delegated affendee.

« Emalthe pioal

+ Cheat sheet snould Include g
pportunity name, buzz/important kanguage
the client uses, their objectives, and next step
that needs fo be faken.

+ Al follow up meefings must be scheduied and
noted n RED on the cheat sheet as well as set-up
s events allocated fo your manager in Salesforce.

+ Allsuggested fimes fo talk and ofher “TRY to
contact” follow ups must be clearly set up
In Solesforce.

+ Aftoch ol most recent T&C's to your opportunies
In Salestorce opportunity In Word format so that.
legal can progress.

+ Emailclient contacts and give hem contact
deallsfor your manager whie you are away.

+ et your out of office with your manager's contact
nformation as the person they can confact while
You are out of office.

necessary parties. All meefing fies must feature
the name of confact and he company narme.

* Make sure all notes i the Salesforce opportunities
are 100% up fo dote.

« In the Description flsd I the opportunity the notes
should summarize the opportunify and next steps
at a giance.

Example:
NexiStep Date_ 6/25/2019.
aich redings flom Bl

Descipion _ Prospect has exising pifiorm and
s mising [key funcfonaify] that
solves [problem]

Ve need fo cot Bl and see where.

he's upfo wih redines,

+ Make sure T&C is affached In word format
o the opportunity I Salesforce.

To book your FREE consultation with Mindracer
contact info@mindracerconsulting.com

Summary
value offer

Getting to the details
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