BRAND AND
DESIGN
GUIDELINES




These guidelines describe the visual elements
that represent the KAUFMAN ROSSIN identity.
This includes our name, logo, colors, typography,
layout and identifying graphics.

Sending a consistent and controlled message of
who we are is essential to presenting a strong,
unified image of our company.

Use these guidelines and help us build our brand.

THANK YOU
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N OTIONAL At KR I'm surrounded by smart people who are looking out
BENEFIT for me. (Internal: KR is dedicated to employee satisfaction)
Big enough to get the big picture and can act on new
UNIQUE POINT opportunities. Small enough to be innovative,

OF DIFFERENCE relatable, intuitive, and personable. Agile. Partner
access. Local and global presence/understanding.

KR covers a wide variety of services and industries;
FUNCTIONAL traditional, advisory and protection. Analytical.
BENEFIT Data-driven. Problem solvers. 400 employees.
Multiple locations. Independent.

Accreditations. Offices. Equipment. Website.
Computers. Software. Processes. Online filing
abilities. Rational and professional.

FEATURES

(Cost of entry)




The sweet spot

Kaufman Rossin
Is the largest
independent
accounting firm




FUNCTIONAL VALUE PROPOSITION:

Kaufman Rossin expertise across industries
combined with the use of the latest technology
and risk tools, allows them to provide optimal,
customized and personalized solutions.

EMOTIONAL VALUE PROPOSITION:

Joy and relief.



JOY is not a term normally attributed
to accounting and consulting.
But it should be.

Joy follows the relief of incontrovertible data.
It follows the certainty of expert guidance.

It's a by-product of independence,
from one-on-one solutions.

Joy is the removal of doubt,
a side effect of the proven best path,
the result of blazing new trails.

It's the tingle of a grand slam swing,
the vibration of the game-winning ace,
draining the net at the buzzer,

and nailing a hole in one.

Joy is defying the odds,
and watching naysayers disappear
iN your rear view mirror.

Kaufman Rossin
joy iIs your bottom line




BRAND ATTRIBUTES

These functional and emotional personality traits associate with our brand.

They are the basic elements for establishing our brand identity.

Classic Modern

Mature Youthful

Feminine Masculine

Adventurous Safe

Digital Analog

Economical Luxurious

Geometric Organic

Abstract Literal







LOGO LOCK-UP

Our logo is an essential visual element
and our primary identifier.

The logo is designhe with two different typefaces,
one for KAUFMAN and onr for ROSSIN, this give
the logo distinctiveness. The vertical line represents
‘and” and is incorporated into the graphic language.
See more on this on page 34.

There are three types of lock-ups.

Refrain from altering proportions or creating
new versions without first consulting the
KAUFMAN ROSSIN marketing team.

See color combinations on page 12-20.

A: Primary logo. Use this version as often as possible.

KAUFMAN | ROSSIN

B: This stacked version is typically used when the logo needs
to be smaller due to horizontal constraints.

KAUFMAN

ROSSIN

C:. The logo mark is considered a graphic element
and should not be used as an alternative logo to A and B.

KR




GROUP LOGOS

Ther are four main groups and multiple sub-groups and sub-names (Not shown here).
They follow the same color variations as the main logo. See examples here,

See page 9 for design directions.

KAUFMAN | ROSSIN

cpa + advisors

KAUFMAN  ROSSIN

cpa + advisors

KAUFMAN  ROSSIN

insurance

KAUFMAN ROSSIN

wealth

KAUFMAN | ROSSIN

alternative investment services

KAUFMAN|ROSSIN KAUFMAN | ROSSIN

cpa + advisors

KAUFMAN | ROSSIN

Cpa + advisors

KAUFMAN KAUFMAN KAUFMAN
NONNIN NONNIN NONNIN

cpa + advisors cpa + advisors cpa + advisors

KAUFMAN
ROSSIN



LOGO AND TAGLINE

The lowercase tagline provides a nice juxtaposition to the all-caps logo.
The tagline is right justified an will always line up with “N” in ROSSIN.

The tagline can be used independently, but when used together with the logo
please use one of these lock-ups and note the following:

e Tagline is always lowercase

e Tagline can be a different color but never more prominent than the logo color.
See examples on page 16-18.

KAUFMAN ROSSIN

Joy is your bottom line

KAUFMAN
joy is your bottom line R O S S | N

””””””””””””””””””””” joy is your bottom line

KAUEMAN | ROSSIN

2 inches

Iflogo is less than 2 inches wide, Stacked logo version: The tagline
tagline starts at the M. is the same width as KAUFMAN

Joy Is your bottom line

Tagline is Museo Sans 300

joy”1s your bottorm\line

Never use the tagline
with the logo mark

KAUFM

cpa + advis

OSSIN

is your bottom line

Don't use tagline with group logos



LOGO SAFE SPACE AND COMPUTATION

Whenever you use the logo, it should be surrounded
with clear space to ensure maximal impact.
No graphic elements should invade this zone.

C i is th Tl l dna = 0 MMZ A T Iy 4 A v I 'S AACC TN ‘:
R R L OKAUFMAN [ ROSSINO

ensure the logo has optimal visibility.

At a minimum, the clear space surrounding the logo
should be equivalent to the width of the “O" in ROSSIN.

’KAUIC-')MAN
O

O

Minimum Logo Sizes KAUEMAN

KAUFMAN | ROSSIN "ROSSIN




GROUP LOGO DESIGN

Groups, names, and titles will be needed. Please follow
these simple rules when designing a new group logo.

The group name size varies based on
the length of the name.

The height of a lower-case determines
KA U F M A N where the name is places underneath

the logo.
"""""" h‘%‘l'p‘"'de'sk"""'""

Minimum Logo Sizes KAUFMAN
KAUFMAN | ROSSIN ROSSIN
university help desk

1.5 inches 1linch

Group name gray color:

university oo
RGB: 130/130/130

HEX: 828282

KAUFMA N
treTSIty

Group name never appears in any other coor than gray,
green or white.

KAUFMAN

ROSSIN

cpa + advisors

cpa + advisors

Group name should never Only use green color when there's
appear 100% black appropriate color and contrast

10



LOGO DON'Ts

The logo is never meant to be altered in any way.
Only use lock-ups provided ansd help us keep the brand consistent.

Do not change scale, skew
or rotate the logo.

Do not horizontally or
vertically distort the logo.

FM
53

Do not change the proportion
of the logo mark and the name.

Do not outline the logo.

KA AN

ROSSTN

Do not create a custom logo
for specific purposes.

KAU
ROSSIN

Do not change the typeface or
manipulate the word-mark and symbol.

KAUFM ROSSIN

11



K|R

COLORS
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COLOR SYSTEM

Color plays an important role in the corporate

-
#
_”
s’
< X identity program. A palette of primary colors has

“ P e " been developed to reflect KAUFMAN ROSSIN's
. brand personality and attributes.

\f
A,

Consistent use of these colors will contribute to
the cohesive and harmonious look of the brand
identity across all media.

It will also add to our forward momentum, helping
our brand becomes increasingly recognizable.
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Industry Color Palette




COLOR PALETTE

Our new color palette is brighter and bolder and reflects the energetic and joyous company we are.
The main colors are Apple Green, Midnight Blue, and Charcoal Grey and can be used individually or together.

You'll see examples of this throughout these guidelines.
These colors are in addition to black and white.

01 02

APPLE GREEN MIDNIGHT BLUE
PRINT PRINT

CMYK 37/0/100/0 CMYK 100/82/33/0
Pantone 2291 C Pantone 7693

WEB WEB

RGB 174 / 209 / 54 RGB 30/76/126
HEX aedl36 HEX 1d4c7e

BACKGROUND GRAY
PRINT WEB
CMYK 0/0/0/9 RGB 249 / 249 / 249

Pantone 10% of Cool Gray 11 HEX fOfof9

03

CHARCOAL GRAY

PRINT
CMYK 0/0/0/90
Pantone Cool Gray 11

WEB
RGB 60 /60 /60

HEX 3c3c3c

14



COLOR TONES AND GRADATIONS

Using various shades or graditions of the colors are a nice way to add variety to the design while

staying on brand. Make sure the shade of a color is never the prominet color.

APPLE GREEN 100 % 80 % 60 % 40 % 20 %

MIDNIGHT BLUE 100 % 20 7%

CHARCOAL GRAY 100 % 20 7%

10 %

10 %
Background

15



LOGO COLORS

The logo comes in black, white, and 2 primary colors: midnight blue and charcoal gray.
The vertical line can be black, white, or any of the primary colors.

See different color combinations on the following pages.

KAUFMAN | ROSSIN

KAUFMAN | ROSSIN

KAUFMAN KAUFMAN KAUFMAN
ROSSIN ROSSIN ROSSIN

KAUFMAN | ROSSIN

KAUFMAN | ROSSIN

KAUFMAN KAUFMAN KAUFMAN KAUFMAN

ROSSIN NORNIN ROSSIN ROSSIN

16



LOGO ON PRIMARY COLORED BACKGROUND

Please follow these simple guideles of do’s and don'ts.

How logo and background colors can be combined.

KAUFMAN ROSSIN

KAUFMAN ROSSIN

KAUFMAN | ROSSIN
KAUFMAN | ROSSIN

KAUFMAN | ROSSIN

White logo (or any text)
should never appear on
green background.

Green logo (or any text)
should never appear on

white or bright background.

Green logo does not exist
as a lock-up and therefor
should not appear on any
background.

DON'T

KAUFMAN | ROSSIN

KAUFMAN | ROSSIN



LOGO COLORS AND TAGLINE

The logo colors follow the guidelines from page 12. The tagline can only appear in primary brand colors.

KAUFMAN
KAUFMAN ROSSIN ROSSIN
KAUFMAN
KAUFMAN | ROSSIN OSSN

joy is your bottom line joy is your bottom line

KAUFMAN
KAUFMAN [ ROSSIN ROSSIN

joy is your bottom line joy is your bottom line

18



LOGO MARK

Example of color combinations available.

Kaufman Rossin

@KaufmanRossin

Kaufrnan Rossin provide

businesses and their leaders, from inception o
succession. Go bey ond the numbers at
kaufmanrossin.con

s protesgionat services o

© South Florida & kaufma

Arossin.cor n

) Joined April 2009

1,724 Following 2,487 Followers

-,g) Followed by Bruce Turkel and Wiami HEAT

Tweels Tweets & replies mMedia Likes

Kaufman Rossin @KaufmanR... .38m

s Bentley Motors has just announced that
it is building its first residential tower
in #Miami and the tower will be built with
sustainabﬂiw in mind. Learn more about
this new deve'.opment-.

okt.toﬂBAeh,ri #realestate




LOGO AND SPLIT COLORS

The split layout concept described on page 31 allows for the logo to be integrated into the design.

The use of logo colors on page 12 still applies.

KAUFMAN

NORRNIN

KAUFMAN

i -:_|. oy’
T e
B .
- g -..\._1 ;

i \ ‘ " “‘ | t O S S | N

20
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TYPOGRAPHY



Typography

Using fonts where the headline and body copy have same design
structure, gives a unified impression and increases readability.

K K

Unlike fonts where letters aren't from the same family.




FONTS

Museo is our official font. The consistent use of this font helps establish typography as a recognizable brand
identity element, while reinforcing a unified family appearance among all communication materials.

Stylistically, Museo is a hybrid, modern version of classic fonts with sans and sans-serif faces that have humanistic
proportions and a modern geometric look.

MUSEO SLAB 700 (BOLD)

Museo Sans 300 (Reqgular)
Museo Slab 300 Italic

22



MUSEO - THE CORPORATE FONT

For headlines use Museo Slab. You can use all caps for single words and very short sentences.
For body copy and longer text paragraphs, use Museo Sans 300 in uppercase and lowercase.

Museo Sans and Slab 300 Italic can be used with body copy to emphasize paragraphs, call-outs, etc.

Museo Sans + Museo Slab

Museo Slab A B CDZEV FGHTIJI KU LMNDNOUP QRS STU UV W X Y Z

700 a b ¢c d e f g h i j kK1 m n o p q 1 r s t uv wW X y z
0 1 2 3 4 5 6 7 8 9 @ # S % & ?

Museo Sans A B C D E G H I J KL MNOW&PQWRSTUV W X Y Z

300 a b c¢c d e f g h i j k Il m n o p g r s t u v w x Yy z
O 1 2 3 4 5 6 7 8 9 @ # S % & ?

Museo Slab A B ¢C D EVF GHI J KL MN OUP QR ST UV W X Y Z

300 Italic a b ¢ d e f g h it j k I m n o p q r s t u v W X y Z
O 1 2 3 4 5 6 7 8 9 @ # S % & ?

23



TEXT - EXAMPLES

Headline
Museo Slab 700 (Bold)
Upper lower case

Headline

Museo Slab 700 (Bold)

All upper case is only to be
use with short sentences

Body copy
Museo Sans 300 (Regular)

Museo Sans 300 lItalic

Museo Slab 300 Italic

JOY is not a term normally
attributed to accounting and
consulting. But it should be.

PUT YOUR NUMBERS
TO WORK.

Lorem ipsum dolor sit amet est sed
phasellus non nec eget, fringilla necet
sita tibus varius mus lorem diam

socis sit nulanteo vitae mauris vivero.
Gravida proin nulla libero vel nunc,
mutis esttortor etc. Arcu volutpatol nel
fringilla hendrerit euismod diamos.

Learn more at KaufmanRossin.com

Learn more at KaufmanRossin.com

24



SECONDARY FONT

Museo Slab 900 Should only be
(Extra Bold) used for one word

or numbers

In addition to our primary fonts, you
can use these but only for short text,

effects, numbers, or button text. Museo Sans 700 JOY is not a term normally |

(Bold) ) . Use for sub-headlines,
You might want a sub-headline to attributed to accounting and ;toeci(rfg;al;_osui;tros, or
be semi-bold or need an extra bold consulting. But it should be.

sans-serif word as a part of your
design. Go for it, but keep it clean

and simple. ?S:tsrzoBi?g)s ~ s U Rv EY

Museo Slab 700

You speak produce.——— Museo Slab 700

What you do with seedlings, we do with numbers.

— Museo Sans 700

Lorem ipsum dolor sit amet est sed phasel
lus non nec eget, fringilla necessita tibus

varius lorem, diam sociis sit, nulanteo vitae. MUSGO SanS 300
Esto necessita tibus nedha. Vari diam

socis sitol conti. Mauris viverra a ultricies.

25







LIFESTYLE.
NOT BUSINESS STYLE.

Our photography celebrates the result
of what we do for our clients more than
the process itself.

The style is authentic and honest.
We use “real’ people in relatable situations
with lots of natural light.

No studio photography or people
photographed on white background.

The coloring is warm and inviting
to reflect heartfelt emotion.

Black and white photography can be used in
collages and combined with color photos,
but never alone or as a main image.

Request access to the image library at
xxxxxx@KaufmanRossin.com




28



PHOTOGRAPPHY - COLOR CORRECTION

All photography should be color adjusted for a warm, welcoming look. Together with choosing the right stock imagery,
this is an easy way to make our images look and feel authentic to our brand, which help enhance brand recognition.

e Enhance contrast
e \Warm colors

Some images will benefit from
blurring the background to emphasize
the subject. This gives a natural,
documentary look.

When there’s an opportunity to
customize the image, do so with logo,
colors, or customized graphics.

See more on next page.

29



BRANDED PHOTOGRAPHY

When possible, retouch subtle Kaufman Rossin branding details into the photography. This will add authenticity.

30



BRANDED PHOTOGRAPHY - JOY LINE

If the image and design allow it, a vertical or horizontal JOY line can be added
to the photography. It incorporates the brand into the image — and adds a little joy.

31



TEXT ON PHOTOGRAPHY

Text on photos can look really good, or very bad. To make sure the text is readable, please follow these simple guidelines,
and for digitial, make sure it complies with ADA rules.

-~

%

1

Lorum epsum conti
estral vel porus contin
gallo deru inginta.

with prod
we do with nu

J e -

Use colored box
behind text. Box can be
primary colors

(green, blue, gray) or
white. Not black.

The height of the bar is

twice the height of the W.

The length of the bar is

determined by the length
of the word or sentence.

Text and bars should
always be left justified.

What R

HOW TO

REWARD YOUFR &=
WORKFORCE- -~

Text can be used

on an image without
a colored box but only
if the background
provides sufficient
contrast — either

dark or very light.

It's recommended
to use short all-caps
text for optimal
readability.

Avoid using dark
transparent
overlays or text
shadows.

32
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Introducing the "Joy line”

This new brand design concept portrays the
two sides of the client vendor relationship.
The left side references clients’ businesses,
lives, and challenges. The right side represents
how Kaufman Rossin improves those things
with data, wisdom, and expert guidance.

And in between, connecting both sides —
the subtle joy thread, an icon for success,

for unity, for relieved, and joyous clients.

This “split” layout concept and the Joy line

can be used as a design element but is
not mandatory.

34



KAUFMAN | ROSSIN

SMALL BUSINESS PLANNING

You speak produce.
% We speak numbers.

What you do with seedlings,
we do with numbers.

Lorem ipsum dolor sit amet est sed phasel
lus non nec eget, fringilla necessita tibus
varius lorem, diam sociis sit, nulanteo vitae.
Esto necessita tibus nedha. Vari diam

socis sitol conti. Mauris viverra a ultricies.

53



USING THE LAYOUT

The JOY line is based on the vertical line in the logo. Although the logo is a lock-up and should not be
altered, the line separating Kaufman and Rossin can be extended to integrate the logo into the layout.

KAUFMAN | ROSSIN

Examples of the logo used with

the extended JOY line.

KAUFMAN

ROSSIN

- i
The width of the joy line is the same
as the vertical line in “R".

Notice how the logo is visible on

this darkened background.

e

KAUFMAN

NORNIIN

35



JOY LINE AND LOGO

When using the logo near the Joy line, make surethey don't conflict. Preferably the Joy line should be an
extension of the center line in the logo - as a line that continues to or from the layout or with space,

KAUFMAN | ROSSIN

The Joy line is The Joy line
an extension can off-set
of the vertica l the logo...

line in the logo

KAU F M A N R O S S I N ; ..but avoid having logo and Joy line
\ too close to eachother.

The Joy line can also be
underneath the logo without
being an extension.

36



USING THE JOY LINE

The split layout and the "JOY line” is not mandatory but a design concept that helps us build uniqueness and
recognition. It's also a design that allows you to have a little fun and be creative. Here's a few basic guidelines:

Ceras colonis
petural perus est.

Lorem ipsum dolor sit amet

est sed phasel lus non nec eget,
fringilla necessita tibus varius
lorem, diam sociis sit, nulanteo
vitae. Esto necessita tibus nedha.
Vari diam socis sitol conti perul.
Mauris viverra a ultricies.

HEADLINE ...and the other side can be
CAN BE ON used for body copy, charts or

ONE SIDE... call-outs.

Keep it simple, clean and don't

Make sure to add a JOY line in
one of the primary colors.

place body copy on both sides.

One side is typically an image or
primary brand color, the other
has to be a solid contrasting color.

The photo or darker area can be
on either side.

Where you divide the ares is
up to you, it doesn't have to
be centered.

WHEN NOT TO
USE THE “JOY LINE"

When two primary colors
are used next to each other,
a JOY line is not needed.

Only primary colors
can be used for layouts
like these.

UNLESS THERE

IS A LOGO.

..then the usual rules apply. In this
case, the white horizontal divider
lines extends to full width.

KAUFMAN
NORNN

37






AN LN AL DESKTOP

Hil

H2

H3

HA4

HS5

Header 1

Museo Slab 700
Size: 60 points
Leading: 72 points

Header 1

Museo Slab 700
Size: 45 points
Leading: 52 points

ALL-CAPS should
not be used for
long sentences

Header 2

Museo Slab 700
Size: 40 points
Leading: 52 points

ALL-CAPS should
not be used for
long sentence

Sub-header 3
Museo Slab 700
Size: 30 points
Leading: 40 points

Sub-header 4
Museo Sans 700
Size: 21 points
Leading: 30 points

JOY is not a term normally
attributed to accounting and
consulting. But it should be.

JOY is not a term normally
attributed to accounting and
consulting. But it should be.

PUT YOUR NUMBERS TO WORK.

JOY is not a term normally attributed
to accounting and consulting.
But it should be.

PUT YOUR NUMBERS TO WORK.

JOY is not a term normally attributed to
accounting and consulting. But it should be.

JOY is not a term normally attributed to
accounting and consulting. But it should be.

Color usage
Note. Black text in not used on website

Abc Abc

39



A NN LN AL MOBILE

HM1

HM2

HM3

Header 1

Primary

Museo Slab 700
Size: 32 points
Leading: 38 points

ALL-CAPS should
not be used for
long sentences

Header 2
Secondary
Museo Slab 700
Size: 22 points
Leading: 28 points

Sub-header
Museo Sans 700
18 points

25 leading

JOY is not a term normally
attributed to accounting and
consulting. But it should be.

PUT YOUR NUMBERS
TO WORK.

JOY is not a term normally
attributed to accounting and
consulting. But it should be.

JOY is not a term normally attributed
to accounting and consulting.
But it should be.

Color usage
Note. Black text in not used on website

Abc Abc

40



'A3: X0 -aiv-> 4l DESKTOP

Bl

B2

B3

Primary

Body copy
Museo Sans 300
Size: 18 points
Leading: 28 points

Body copy

Museo Slab 300 ltalic
Size: 18 points
Leading: 28 points

Bold body copy
Museo Sans 700
Size: 16 points
Leading: 24 points

Use in ALL CAPS for:
- Form input fields

- Dates

- Buttons

- Caption text

Lorem ipsum dolor sit amet est sed
phasellus non nec eget, fringilla necet
sita tibus varius mus lorem diam.

Lorem ipsum dolor sit amet est sed
phasellus non nec eget, fringilla necet
sita tibus varius mus lorem diam.

LEARN MORE
AUGUST 31, 2021

NAME
ADDRESS
CITY

Color usage
Note. Black text in not used on website

Abc Abc

41



23:Nuy-aiv-> 4l MOBILE

BM1

BM2

BM3

Body copy
Museo Sans 300
Size: 16 points
Leading: 24 points

Body copy

Museo Slab 300 ltalic
Size: 13 points
Leading: 18 points

Bold body copy
Museo Sans 700
Size: 16 points
Leading: 24 points

Used in ALL CAPS for:

- Form input fiels
- Buttons
- Caption text

Lorem ipsum dolor sit amet est sed
phasellus non nec eget, fringilla necet
sita tibus varius mus lorem diam.

Lorem ipsum dolor sit amet est sed
phasellus non nec eget, fringilla necet
sita tibus varius mus lorem diam.

LEARN MORE
AUGUST 31, 2021

NAME
ADDRESS
CITY

See button design on page 43

Color usage
Note. Black text in not used on website

Abc Abc

42



QUOTATIONS

When a quoted text is standing alone and used as a call out or a headline, we treat the quotation mark as a design el-
ement and only use one at the beginning of the quote. Use a different color quotation mark than the text if you can it
looks better. The text can be Museo Sans or Slab and it can be any brand color.

Quotation mark has
the same height as a
capitalized letter.

DESKTOP

Quotation mark is
placd to the right of

the text.

Actions without
a strategy

is the fastest path
to failure

‘ ‘ Actions without
a strateqy

(S the fastest path
to failure

MOBILE

Because mobiles
are vertical, the
quotation mark is

place above the quote.

Actions without
a strateqgy

(S the fastest path
to failure

11

Actions without
a strategy

is the fastest path
to failure

43



CATEGORY INDICATOR

We use these to indicate what the section is about and to help the overall navigation.

When possible, they will start at the left side of the page or by the image/box. These are not buttons.

TECHNOLOG'Y |5

Lorum ipsum dolores
sit amet consectetur
est adipiscing tempor.

e XLorum ipsum dolores
like this. !
t sit amet consectetur
est adipiscing tempor.

The height of the bar
is twice the height of
the T.

The length of the bar
is determined by the
length of the word or
sentence.

INSURANCE

INSURANCE

INSURANCE

INSURANCE

INSURANCE

Depending on the
background and
design, the bar and
text can be used in
different colors.

44



BUTTONS AND LINKS

Text determines
length of button

Font:
54 pxl Museo Sans 900
Size: 16 p

LEARN MORE

8 pxl1

Hover colors

LEARN MORE

LEARN MORE

LEARN MORE

LEARN MORE

LEARN MORE — LEARN MORE

When you don't need a button but still need a link,
use all caps text (typography style B3 and BM3) with a 25 pxl
green or white line underneath.

Lorem ipsum dolor sit amet est sed pnon

nec eget, fringilla necet sita tibus varius diam.

. - |
Length of Conti estrol peras filuti con bestos

greenline | eaApRN MORE
s always

25 pxl

Lorem ipsum dolor sit amet est sed pnon

nec eget, fringilla necet sita tibus varius diam.

Conti estrol peras filuti con bestos.

LEARN MORE

Underlined/hot link text can be use as well.
Link is always bold (Museo 700)

Kaufman Rossin’s analytic team provides
research for Heros Global Communications

45



BUTTON PLACEMENT

on DESKTOP the button will always be left justified
and placed underneath the text as shown here.

L
i
3

Robinhood’s CEQ |s Mot Licensed by Wall Street’s
Powerful Self-Regulator

Sl wit peerspiciatis wnde cmnis iste matus errar sit woluptaterm
accusantium doloremgue lasdantivm, totam rem aperiam, saguee
ipsa quae ab illo imventore veritatis et guasi architecto beatae vitae
dicta sunt explicabo

For MOBILE the button will always
be centered to create balance.

People-first culture

Gravida proin nulla libero vel nunc,
lorem ipsum mutis

Sed ut perspiciatis unde armnis iste natus
error sit voluptatem accusantium
doleremaue laudantium, tatam rem
aperiam, eaque ipsa quae ab illo inventore
veritatis et gquasi architecto beatae vitae
dicta sunt explicaba,

LEARN MORE
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IMAGE SIZE - DESKTOP

Note the examples are shown here at a smaller size.

Large image box 560 x 300 pxl Square link image: 100 x 100 pxl

MARCH 22, 2021 | HEDGE FUNDS & PRIVATE EQUITY

Robinhood’s CEO Is Not Licensed by
Wall Street’s Pcwverful Self-Regulator

MARCH 18, 2021 | HEALTHCARE

Finra Clarifies Sales Contest Restrictions
for Proposal to Align Suitability, Reg Bl

235 x 235 pxl
Robinhood's CEQ Is Not Licensed by Wall Street's
Powerful Self-Regulator
Sed wt perspiciatis wnde cmnis isbe fates ermar sit ecluptatem
accusantium daloremgue lasdantivme tatam rem aperam, caguee
ipsa guae ab illo irventone ventatis o guas architecto beatas vitae
189 x 189 pxl

dicta sunt explicabo
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IMAGE AND VIDEO SIZES p»iaS)gyel

Hero images are typically full width or split screen.
The design will determine size.

What engineers do
with energy, we do with

numbers.

You speak produce.
We speak numbers.

‘What you do with seedlings, we o with numbers.

LLARN MORL

Video 960 x 500 pxl

With Kaufman Rossin, joy is your bottom line.

People-first culture

Gravida proin nulla libero vel nunc, lorem ipsum mutis

Sed ut perspiciatis unde omnis iste natus error sit voluplatermn

accusentium doloremigue laudantium, totam rem ape

ipsa quae ab flo irventore veritatis el quasi architecto beatae vitas

dicta sunt explicaba

SEC's Modernized Fraud's Impact on

Marketing Rule Construction Real Estate Trends to

READ MOAE Companies Watch in South Florida
1]
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MOBILE RULES

A few general rules to keep in mind when designing for mobile.

30 pxl. margin

Sed ut perspiciatis unde
omnis iste natus error sit
lorem nat utus?

Memao enim ipsam voluptatem gquia
voluptas sit aspernatur aut odit aut
||.i'.;ll_ sed gquia consequuniur magri
dolores eos qui ratione. Sed ut
perspacialis unde armnis i5te natus
error sit voluptatem accusantium

doloremque laudantium, totam rem

Sit voluptatemn accusantium
doloremgue?

Eaque ipsa quae ab illo
inventore veritatis et quasi?

Sit voluptatem accusantium
doloremque?

®

Center headline
when there's
only one line

of text.

30 pxl. margin

‘We do with
numbers what
'you do with
‘produce.

LEARN MORE

iArcu volutpat elito fringilla

‘hendrerit euismod, integer sed
iultrices sit. Mattis suspendisse
' turpis bibendum metus fusce,
'quaerat massa ultricies, aptent

BLOG

Full width (heroes)
Margin width 30 pxl \»

SEC's Modernized Marketing Rule

Fraud’s Impact on Construction
Companies

Longer headlines

are left justified. r

Buttons are always
centered on mobile.
See size on pg. 43
Lorum epsum ameto
Images are always com siteral opisut.
full width, unless it's a

part of a blog or list. -------

SEC's Modermnized Marketing Rule

P T Y v
.\{ ) >/

Our Professionals

Geolirey Adams, CPA
‘IF-. Fing e

G M

o M
(-]
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ICONS

lcons are designed to match the Kaufman
Rossin brand. They are available in green, blue,

or white.

If you have a need for a specific icon, contact
the marketing department. See last page.

00000
R RS A

P

an

D)

> & =

SOCIAL MEDIA & EMAIL

fAvic olink=

Facebook

Twitter

RESOURCES

Q00000

Tip sheet;
checklist

Step-by-step;
how-to guide

Instagram

White paper

YouTube

Client
case study

Linked In

Email/Contact

Brochure

Video

INDUSTRY

000006 C

Retail Real Estate Banking Construction Technology Healthcare Manufacturing &

Distribution
Non-Profits Broker-dealers Hedge funds & Law firms Startups Public companies Private clients
& Investments Private Equity
advisors

SERVICES

00000006

Accounting Assurance/audit Business Forensic, advisory, Risk advisory Cybersecurity
consulting and valuation
Wealth management Insurance Fund Mergers &
& finanancial administration acquisitions

planning

MISCELLANEOUS

Review-Approval  Review-Denial Review Checklist/ Account Procedures Data, report, Money
To-do list balances measurements

000

Staff, member Team, group, Team Teleconference ~ Workspace, WiFi Cloud, Operating System, program,
family management technology system controls, testing,
operation
v LN
v
v
Review, Conversations, Mindset Regulatory Onboarding Roadmap Year, calendar, Time, hourly,
understand questions reporting annual clock
policies
Cloud security Maintenance Financial Cybersecurity
statement (software)

DATA/CHART STYLES

0O
c P @

PROGRESS BAR

CHART LABEL
® -
97%
75%+
. J 35%
CHART CHART LABEL
LABEL 60%
80%
Lorem ipsum
dolor sit amet,
consectetuer 70
adipiscing elit 75%
sed diam.
60
40%
50
40
30
2o 35%
Lorem ipsum
dolor sit amet
10
0 ,—\
2017 2018 2019 2020 2017 2021
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Layout - Website

HOME SYNC 888.680.5726 ESPANOL

KAUFMAN ROSSIN

Industries Services Insights Events Careers About Us Contact Us Search Q

KAUFMAN | ROSSIN

What engineers do
with energy,
we do with numbers.

We help m:
increase

1facturers

rofitability by
going beyond the numbers,

£ %

LORUM EPSUM |-

ESTCONTI GELO

kg

With stiff competiti
petition from
the gl around

' c?be, Manufacturers myst

maglm/ze efficiency in their suppl
chain, production ang dJstributiony
We help Manufacturing ang ‘
distribution comp

RESTOLIS

anies assess their

lelalale)[oYe,

Background video.
Wind turbines are slowly turning




KAUFMAN | ROSSIN

SMALL BUSINESS PLANNING

You speak produce.
% We speak numbers.

What you do with seedlings,
we do with numbers.

Lorem ipsum dolor sit amet est sed phasel
lus non nec eget, fringilla necessita tibus
varius lorem, diam sociis sit, nulanteo vitae.
Esto necessita tibus nedha. Vari diam

socis sitol conti. Mauris viverra a ultricies.
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KAUFMAN ROSSIN

View in browser

Lorem ipsum dolor sit amet, consectet diam.

Dear client

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Aliquet lectus proin nibh nisl. Nullam non
nisi est sit amet facilisis magna. Ut aliquam purus sit amet luctus. Mauris ultrices eros in
cursus turpis massa. Euismod nisi porta lorem mollis. At urna condimentum mattis
pellentesque. Proin sagittis nisl rhoncus mattis rhoncus urna neque viverra justo. Lectus
magna fringilla urna porttitor rhoncus. Quisque id diam vel quam elementum pulvinar
etiam non quam. Non arcu risus quis varius quam. Eget egestas purus viverra accumsan.
Metus aliguam eleifend mi in nulla posuere sollicitudin aliquam ultrices. Viverra vitae
congue eu consequat ac felis donec.

Sagittis vitae et leo duis ut. Elit duis tristique sollicitudin nibh sit amet. Est sit amet facilisis
magna etiam tempor orci eu lobortis. Commodo ullamcorper a lacus vestibulum. Felis
eget nunc lobortis mattis aliquam faucibus purus in massa. Odio tempor orci dapibus
ultrices in. Tempor nec feugiat nisl pretium fusce. Maecenas pharetra convallis posuere
morbi. Nisi lacus sed viverra tellus in hac habitasse platea. Sapien et ligula ullamcorper
malesuada proin libero nunc consequat interdum. Ultrices gravida dictum fusce ut
placerat orci nulla. Massa vitae tortor condimentum lacinia quis vel eros. Amet nisl purus
in mollis nunc. Tortor condimentum lacinia quis vel eros donec ac.

LEARN MORE

INCREASE YOUR FINANCIAL IQ. FOLLOW US.

GO00GO
KAUFMAN

ROSSIN

Kaufman Rossin is one of the top 100 CPA and advisory firms in the UsS., bringing clients the knowledge to protect themselves from risk.
improve business and meet i The Florida-based firm as been serving businesses in the U.S. and
internationally for more than 55 years, providing accounting, audit, tax and outsourced services, as well as business, risk and forensic advisory
services. Kaufman Rossin has won significant awards, including repeat honors s the Best Accounting Firm to Work For. With more than 400
team members, the firm prides itself on offering the resources of a powerhouse, personally delivered. Go beyond the numbers at
kaufmanrossin.com

3310 Mary St., Suite 501, Miami, FL 33133 kaufmanrossin.com

Copyright PA. All rights reserved
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CASE STUDY

LOREM IPSUM SED
DO DOLOR SIT AMET
CONSECT ADIPIS.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua. Vel
pretium lectus quam id leo in. In pellentesque massa placerat duis
ultricies lacus sed turpis. Massa id neque aliquam vestibulum morbi
blandit cursus risus at. Id diam maecenas ultricies mi eget mauris.
Nulla pellentesque dignissim enim sit amet venenatis urna cursus eget
Imperdiet massa tincidunt nunc pulvinar sapien et ligula ullamcorper.

Tellus orci ac auctor augue mauris augue neque gravida in. Tellus in
metus vulputate eu scelerisque felis imperdiet proin fermentum. Libero
nunc consequat interdum varius sit. Enim neque volutpat ac tincidunt
vitae semper. Consectetur adipiscing elit duis tristique sollicitudin

ibh sit. Sagittis eu volutpat odio facilisis mauris sit amet massa vitae.

d faucibus nisl tincidunt eget nullam non nisi. Interdum velit laoreet
donec ultrices. Morbi tristique senectus et netus. Proin sagittis nisl
oncus mattis rhoncus urna neque viverra justo. Bibendum at varius vel
bretra. Suspendisse faucibus interdum posuere lorem ipsum dolor sit.

Bctus arcu bibendum at. Quisque non tellus orci ac. Amet aliquam
B maecenas ultricies mi eget

BHTS

psum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Vel pretium lectus
quam id leo in. In pellentesque massa placerat duis ultricies lacus sed
turpis. Massa id neque aliquam vestibulum morbi blandit cursus risus at
Id diam maecenas ultricies mi eget mauris. Id diam maecenas ultricies mi
eget mauris. Nulla pellentesque dignissim enim sit amet venenatis.

KAUFMAN

Learn more at kaufmanrossin.com

THE CHALLENGE

List item lorem ipsum dolor sit
amet, consesctetur adipiscing
elit, sed do eiusmod tempor
incididunt ut labore et dolore
magna aliqua. Ut enim ad
minim venlam, quis nostrud
exercitation ullamco laboris.

Lorem ipsum dolor sit amet
consectetur

Lorem ipsum dolor sit amet

« Lorem ipsum dolor sit amet
consectetur adipiscing

« Lorem ipsum dolor sit amet
consectetur adipising elit

+ Lorem ipsum dolor sit

ROSSIN
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KAUFMAN ROSSIN

Michael Schou, MD
Northshore Medical Group
Miami, FL 33142

JANET ALTMAN
Marketing Principal

JAltman@KaufmanRossin.com
c: 786 205 5683
0: 305 857 6853

3310 Mary Street
Suite 501

Miami, Florida 33133
KaufmanRossin.com

KAUFMAN | ROSSIN

Miami April 12th, 2021

Michael Kleinman
Insigna Health
Miami, FL

Lorem ipsum dolor sit amet est sed phasellus non nec eget, fringillano. Lorem ipsum
dolor sit amet est sed phasel lus non nec eget, fringilla necessitatibus varius mus lor-
em,

diam sociis sit ecessita tibus varius mus lorem, diam socis sit, nulanteo vitae, mauris

viverra ultricies dapenim. Lorem ipsum dolor sit amet est sed phasellus non nec.

cessitatibus varius mus lorem, diam sociis sit, nulla ante vitae, mauris viverra a ultricies
dapibus enim. Gravida proin nulla libero vel nunc, mus tortor auctor. Arcu volutpat
elito fringilla hendrerit euismod, integer ultrices sit. Mattis suspendisse turpis bibendum
metus fusce, quaerat sosa ultricies, aptent libero pellentesque in ultrices. Ligula
scelerisque tempor maecenas cusim sapien.

Varius mus lorem, diam socis sit, nulanteo vitae, mauris viverra ultricies dapenim.
Lorem ipsum dolor sit amet est sed phasel lus non nec eget, fringilla necessitatibus
varius mus lorem, diam sociis sit, nulla vitae, mauris viverra a ultricies dapibus enim.

Gravida proin nulla libero vel nu, mus tortor aucto. Arcu volutpat elito fringilla.

Re S,

Chad Brown

3310 Mary Street | Suite 501 | Miami, Florida 33133 | kaufmanrossin.com
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“ Design is the
silent ambassador
of your brand

Contact

Kaufman Rossin
Marketing Department
email@KaufmanRossin.com





