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Brand & Identity

Guidelines




Purpose of this Guide

Breg's brand promise is to support our customers and their patients at every
step of the healthcare journey, and all of our materials and messaging should
reflect that promise. That's why we've created this guide - to help those who
create our materials to accurately and consistently apply our brand identity so
that customers know who we are and what we stand for.

If you have questions about the standards or areas not covered please
contact Marketing Communications at 800-897-2734.
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Positioning and Personality

We believe in enhancing orthopedic care by providing Support at Every Step, from hurt to healthy. Supporting
practitioners through comprehensive partnerships; supporting patients with high-quality products and service; and
delivering seamless support to facilities for overwhelming complexities of modern healthcare.

Breg Personality

Breg's tone is reliable, supportive, committed, and helpful. Our voice is professional, knowledgeable, friendly, warm and accessible, reflecting our
customer-centric nature. We strive for clarity, brevity and impact, steering clear of industry jargon and acronyms when possible.

The Meaning Behind the Breg Logo

Our logo conveys the qualities of Breg's personality. The boomerang shape brings motion to the logo and represents Breg's continuous circle of product and
service solutions, and responsive customer support. This echoing shape symbolizes the growth of Breg's solutions and customer base simultaneously. The
"Breg” logo type reflects the company’s strong, bold and timeless character.

The Colors

Breg has introduced the red-orange and black color palette for branding in 2010, representing confidence. Strength and boldness. In 2020, we expanded the
palette to include brighter, more approachable colors to also convey warmth, accessibility, wellness, humanity and connection. Moving forward, the original
color palette will be used for the logo identity, while the expanded palette will provide more options for our collateral.

The Tagline

Our tagline, "Support at Every Step,” has a dual meaning. First, our products support patients at every step of their orthopedic care journey, from preventive
bracing to post-op cold therapy. And second, we support our customers to build profitable DME programs through our robust consulting and services. The
phrase captures the complexity of our business, as both a manufacturer of products and a medical billing company, while conveying that our customers are at
the center of everything we do. It is also sets us apart from our competition; while they focus on performance and elite athleticism, we focus on out-caring the
other companies in our industry.



Logo Treatment
I I

In order to maintain consistency throughout all materials where the Breg logo appears, it is important that the proportions
of the Breg logo remain constant. The following pages contain guidelines for executing the determined proportions as well
as some examples of incorrect executions.

mark
The Breg Logo r

The logo refers to the typeface and mark used together to create the Breg identity. The typeface used -,
to create the Breg name has been altered in order to make the logo unique. For this reason it cannot be \W B RE E@

typeset. The final art found online at www.breg.com/logos is to be used when placing the logo. ‘

typeface

Minimum Logo Size

The minimum size in which the logo may appear is based on the height of the “B" in Breg. The height - BREG 1
may be no smaller than .125 inches (3 mm). The ® should remain legible. \ -

Centering the Logo

‘ i
Center the logo using the vertical white space in the center of the mark. The center point is based on \@ B RE E@
| |

the entire width of the logo.

vertical center

Minimum Clear Space

Clear space is the area surrounding the logo that must be kept free of other logos, graphics or text.

The minimum clear space around the logo is determined by the height of the “B" in Breg. —] _l i:
\ — ‘ P|®



http://www.breg.com/logos

Logo Treatment

Unacceptable Proportions

The images found on this page are some of the unacceptable configurations of the Breg logo. To avoid an incorrect
presentation of the logo please adhere to the specifications found on page 5.

Unacceptable Logos

No extra graphic elements or type may be added to the logo, including department names.

— -

ﬁ;ns& wB

Do not substitute logo mark with orb. Do notinvert colors on the logo

}BRE{

The color, tone, proportions and position of the mark compared to the name may not be changed.

e

The configuration of the logo's elements may not be rearranged.

B (< L}RE\.—-/‘

EUROPE

|

Unacceptable Proportions

i

Unacceptable Configurations




Logo Treatment

Color Usage

After exploring an expanded color palette for our 2020 brand refresh, we chose to retain the red-orange and black
treatment for our logo to preserve brand equity. The consistent use of these colors will reinforce our brand at all levels. The
palette has been developed for use with the one and two-color logo when four-color process printing is not possible.

The Breg logo may appear in the primary colors of our palette: black, red-orange or white, as well as designated
combinations of these colors. The examples below demonstrate acceptable use of color in the Breg logo. Other colors in
our palette are intended as accents or color blocks, not to be used for the logo.

Acceptable 1-Color Usage and Special Signage Usage
-,
\WBREG.

Black

Special Signage

Logo use exceptions

If needed, 2 color logos can be more cost effective. Check with the The logo reversing out of black or sufficiently dark background color.

Marcom team if using one of these logos below. Typically used when a
logo is placed on a painted wall in one of these three colors.

" BREG.

CBREG.




Logo Treatment

Acceptable 2-Color Usage

Black with Pantone 179c
-,
W BREG.

The logo reversing out of black or sufficiently dark background color.

Note: Pantone colors on fabric or booth materials can shift. Always request
a color drawdown* on material to be used.

*different from color proof, these are done on the actual paper or fabric that
will be printed.

Acceptable 3-Color Usage

Ink colors are 3 process colors: 90M + 100Y + 100K

" BREG.

The logo reversing out of black.

Acceptable RGB Usage for Breg Mark
R: 223, G: 62, B: 22 ‘

\\¢

R= Red G= Green B=Blue

Acceptable Hex Values
Red-Orange: #FF3300

Black: #000000

White: #FFFFFF

Acceptable Fabric and Other Material Usage

Color can vary by vendor and material, please ask vendor for a swatch and
check with Marcom to verify appropriate color.

Note: It is not recommended that vendors automatically convert Pantone
179c to 4-color, as color can shift depending on the program and/or
equipment used. Color proofs or drawdowns are recommended for all
printed collateral.

In the printing process, both accurate registration and trapping are critical
to maintaining accurate appearance and proportions. Please consult
your printer and/or graphic professional when reproducing the Breg logo,
or contact Marketing Communications at 800-897-2734. Additional
information can be found at www.breg.com/logos.

*Process colors: C= cyan, M= magenta, Y= yellow, K= black.


http://www.breg.com/logos

Logo Treatment

Unacceptable Color Usage

Unacceptable 1-Color Usage

= (=

The logo may not appear as a The logo may not appear in any The logo may not be a screen The logo may not appear as or
gradation or screen. other color apart from those of the background color—it with an outline.
specified on pages 5 and 6. must reverse white out of the

background color.

Unacceptable 2-Color Usage

2-color logos may not appear in combinations other than those displayed on page 6.

Unacceptable 3-Color Usage

3-color logos may not appear in combinations other than those displayed on page 7.

-

G

Unacceptable 4-Color Usage

4-color logos may not appear in combinations other than those displayed on page 7.

G

10



Logo Treatment
I ———

The Breg tag line will be used minimally, primarily on ads and the breg.com website. It adds a brief description to the
existing logo and is helpful in distinguishing us from other companies.

Breg has selected the Luxury Gold typeface for the tag line. This typeface may not be substituted or altered.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz O123456789.,!?/$&%

As the term implies, the lockup is used as a unit. A lockup is the final form of a logo with all of it's elements locked in their
relative positions. Do not attempt to reconstruct the lockup or its parts or use in combination with any other symbol.

Tag Line

A.Logo Tag Line Lockup
The height of the uppercase letters in the tag line is 35% of the height of the
letter “G" in Breg.

WBREG™

SUPPORT AT EVERY STEP

B. Centering the Tag Line
Center the tag line using the vertical white space in the center of the mark.
The center point is based on the entire width of the logo and tag line.

W BREG.

3607 CUSTOMER CARE
| |

vertical center

C. Clear Space
The minimum clear space around the logo and tag line is determined by the
height of the letter “B" in Breg.

t(@ BREG.

SUPPORT AT EVERY STEP

D. Minimum Size

The minimum size in which the logo and tag line may appear is based on the
height of the “B" in Breg. The height may be no smaller than .15 inches (3.8
mm).

WBREG. -

SUPPORT AT EVERY STEP

E. Reversing out the Tag Line
Reverse all type to white.

\WBREG.

SUPPORT AT EVERY STEP

11



Logo Treatment
I ———

There are four versions of logos to be used on various types of products, collateral and promotion materials. Version A is
the stacked logo which is used when a smaller width area is required.

Logo Version A

The Breg stacked logo will be used for products, collateral and promotional
items that require a smaller width area.

-,

\\@
BREG.

Minimum Size Version A

The minimum size in which the Version A logo can be reproduced is based on
the height of the mark and the logotype. The height may be no smaller than
.5inches (12.7 mm).

\© F
BREG.

Centering the Version A

Center the logo using the vertical white space in the center of the mark. The
center point is based on the entire width of the logo.

-y,

\@
BREG.

vertical center

12

Minimum Clear Space Version A

Clear space is the area surrounding the logo that must be kept free of other
logos, graphics or text. The preferred minimum clear space around the logo
is determined by the height of the “B" in Breg.

Alternative for Products only: To allow the logo to be larger on product there
is an alternative clear space of 1/2 the height of the “B" in Breg (see dashed
lines). This is acceptable, but not preferred.




Logo Treatment
I

Product Logo Version B

The Breg 'type only’ logo can be used on product labeling when the space is
limited and you would like company exposure. In these instances, you may
delete the mark and retain the proportions of the logo type to enlarge as
necessary using the minimum clear space.

BREG.

‘ typeface

Minimum Size Version B

The minimum size in which the Version B logo can be reproduced. The height
may be no smaller than .125 inches (3 mm).

BREG. |

Acceptable 1-Color Usage
Black

BREG.

The logo reversing white out of black or sufficiently dark background.

BREG.

Logo Version C

The Breg mark will only be used on products as a button or dome label (e.g.
brace hinges), on promotional items (like buttons) or in other uses approved
by Marketing Communications.

rmark

-,

Acceptable 1-Color Usage
\\¢

-,

\\¢

Note: See page 7 for RGB and web colors

Black

Pantone 179c¢

Minimum Size Version C

The minimum size in which the Version C logo can be reproduced. The height
may be no smaller than .2 inches (5 mm).

& =

13



Logo Treatment
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Product Logo Version D

The Breg Product logo to be used on corresponding Breg products. Product
name can shift to line up with the letter G, E or R in Breg as shown depending
on the length of the product name.

"BREG.
LPR

Line up

“BREG.
VISION

Line up

" BREG.

POLAR CARE'KODIAK"

Line up

OBREG

POI_AR CARE'KODIAK®

Alternative Line up due to limited space

14

Product Logo D Size Ratio

The Breg Product name size is based on the height of the word BREG (A).
If the name has ten characters or less use the 70% ratio, if more than ten
characters use the 50% ratio as shown.

@Q BREG. +

G BREG.

POLAR CARE KODIAK" 1 50%fA



Color Palette

Primary Color Palette

Our primary color palette was carefully selected to help tap into the
connection between humanity and technology. The new palette delivers a
fresh, modern look and feel, and works harmoniously with the red-orange,
black and gray of our logo identity.

HEX: #FF3300
RGB: 223/62/22
Pantone: 179 C

HEX: #3278BD
RGB: 50/120/189
Pantone: 660 C

HEX: #F9BA32
RGB: 249/186/50
Pantone: 1235 C

HEX: #18AE97
RGB: 24/174/151
Pantone: 7473 C

HEX: #13455E
RGB: 19/69/94
Pantone: 3035 C

HEX: #40505A
RGB: 64/80/90
Pantone: 7545 C




Color Palette
T |

4-Color Process for Products

Cold Therapy and DVT:

Knee Bracing:
Post Op, Ligament, Soft Knee,

Osteoarthritis and Patellofemoral

Hip Bracing:
Walker/Ankle/Foot Bracing:
Spine Bracing:

Shoulder Bracing:
Elbow/Wrist Bracing:

Pediatric Bracing:

Splints and Fracture Management:

Crutches, Canes and Walkers:
Home Therapy Solutions:
Breg Impact:

Breg Information:

16

H71C+0M+24Y + 0K

m83C + 50M + 0Y + OK

2C + 10M + 100Y + 0K

W 90C + 33M + 89Y + 23K

65C + 6M + QY + OK

m79C+0M+92Y + 0K

0C +54M + 93Y + OK

40C + OM +98Y + 0K

H66C + 100M + 10Y + 1K

H16C + 98M + 100Y + 6K

0C +0M + 0Y + 20K

BOC +0OM + 0Y + 66K

B OC +O0M + 0Y + 100K

Hex Values for Web
Red-Orange:

Orange - On-state:
Black background:

White background:

Light Gray on dark background:

Medium Gray:

Dark Gray:

Link on dark background:
Link on white background:

Button color:

W #FF3300

N #FF6600

W #000000

[ #FFFFFF

#C2C2C2

W #5C5C5C

W #262626

W #3399FF

W #006699

#3FACEF

RGB: 255/51/0

RGB: 255/102/0

RGB: 0/0/0

RGB: 255/255/255

RGB: 194/194/194

RGB: 92/92/92

RGB: 38/38/38

RGB: 51/153/255

RGB: 0/102/153

RGB: 63/172/239



Url & Type Treatment

Breg URL and Body Copy: Type and Color
Treatment
There is one acceptable treatment of the Breg URL: Segoe Ul Regular. Shown

below are the acceptable color combinations. When the URL appears in a
body of text, you may omit the http:// (example: For more info visit

www.breg.com).

URL Treatment
Segoe Ul Regular

* breg.com

Color Treatment URL

* breg.com

* breg.com

Capitalization

a. When using Breg or any of Breg's products in text (including memos and
emails), always use these names:

* ARC * SlingShot
*Breg * T Scope

* FreeRunner * Vectra

* FreeSport * VPULSE

* Fusion * X2K

* JET *Z-12

b. All spelling, capitalizations and TM/R marks can be found on page 41.



http://www.breg.com

Graphic Element Treatment

Using the Mark as a Graphic Element

When using the Breg mark as a graphic element on internal or marketing collateral materials, the mark may be used alone
as well as in conjunction with the logo. Use the graphic element in a tone-on-tone manner so it plays a secondary role to

the main visual. The three boomerang elements should be used as a unit, although they can be used without the circle. Do
not repeat the boomerang elements multiple times to make a pattern. Please use the following rules when using the mark

as an independent graphic element.

The mark may appear as a percentage of Black or the 2-color process mix 90M
+ 100Y*. The mark may also be done in PMS 877 silver for an upscale look.

The recommended percentage is 25%, however this may change depending
on the paper used and print vendor specifications.

The mark may appear as a percentage of the 2-color process mix (90M
+100Y) on a 100% background or a percentage of Black on a 100%
background. The mark may also be printed in PMS 877 silver on black.

The recommended percentage is 75%, however this may change depending
on the paper used and print vendor specifications.

18

Cropping the Mark

The mark may be cropped, but only according to the specifications shown,
and only when bleeding off of a page. Just the bottom of mark may be
cropped. Only 15% of the entire mark may bleed to retain the logo integrity.

Elements of the Mark - The Boomerang as a Graphic

The three boomerang elements without the circle may appear as a
percentage of the 2-color process mix (90M + 100Y) or a percentage of
Black on a 100% background.

Note: Never screen boomerang elements out of Pantone 179c as color
becomes pink, use 2-color process mix instead.

The recommended percentage is 75%, however this may change depending
on the paper used and print vendor specifications.

*75% of the Breg 2-color process mix is 67.5M + 75Y. 25% of the 2-color
process mix is 22.5M + 25Y.



Graphic Element Treatment

Unacceptable Uses of the Mark

The mark may not be outlined with or without fill.

The mark may not be distorted or rotated to any degree, it must appear in its
original proportions.

Do not place the mark on a patterned background.

Do not give the mark a drop shadow or any other graphic treatment.

Unacceptable Ways of Cropping the Mark

Do not crop the right side of the mark.
Do not crop more than one side of the mark.

The mark may not be cropped as severely as shown here where it loses its
identity. Please adhere to the guidelines on page 12 when cropping the mark.

yd

19



Typography
I ——— e ——

In addition to the stationery, Breg has collateral materials that need to be consistent with the Breg brand. The Aktiv
Grotesk typestyle has been selected to be used whenever possible to create a consistent and unique look for all visual
communications. Following are the typefaces to be used for product names, body text, headlines and subheads. Size of
type will vary according to available space. Please use these typefaces when creating new collateral materials, including
brochures, newsletters, data sheets and direct mail pieces.

Collateral Headlines and Subheads

Aktiv Grotesk for headlines, subheads and limited use to emphasize short and direct points, when space is not a factor. Download the font family
at https://fonts.adobe.com.

» Aktiv Grotesk Light

» Aktiv Grotesk Regular
* Aktiv Grotesk Medium
* Aktiv Grotesk Bold

Body Text and Bullets

Aktiv Grotesk for body, bullets and longer more detailed communication makes better use of space. Download the font family at https://fonts.adobe.com.

» Aktiv Grotesk Light

» Aktiv Grotesk Regular
* Aktiv Grotesk Medium
* Aktiv Grotesk Bold

Logo Tag Line

LUXURY GOLD (all caps) for logo tag lines.

Website

* General body text: “Open Sans”

* Headlines: “"Gotham”

20
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Photography Style

Types of Photography

The photography guidelines are intended as an extension of the Breg identity guidelines. These elements provide a sense
of who we are and what we stand for. The new direction offers a distinct look that will set our brand apart.
There are three types of photography recommended for the Breg brand.

Breg images photography link - www.bregimages.com

Lifestyle

Fresh, candid and natural story-telling images to capture humanity and connectivity with every shot. These
photos may or may not include reference to products; the photography should be appropriate to the theme
and message. People photos will depict them looking at each other or the viewer. Successful photography
should result in dynamic, interesting angles and crops of realistic environments. People in motion want to stay
in motion, and Breg gives them the tools to do this.

Clinical

Captures the humanity and connection between clinician and patient, or peer to peer. The camera angle should
be shot at different viewpoints to bring out honesty and personal connection. The action of macro details
should be the focal point of the critical images. The combination of technology and patient interaction were
added to the library to show Breg's dedication to remarkably easy solutions.

21
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Photography Style

Types of Photography - Photography Samples

Breg images photography link - www.bregimages.com

Lifestyle Photos Samples

22
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Photography Style

Product Photography and Specifications

Product photography serves two purposes. The first is to portray the product clearly so that the photographs can be used
in functional manuals. The second is to accentuate the product's unique features. In brochures, product photography
appears as insets or as close-up cropped shots for detail. To achieve this, product photography should be shot on white
seamless with one light source from a 3/4 view angle. Adding a colored background to support the category anchors the
product so it does not appear to float.The exception is catalog photography which can use a white background.

Print specifications: 8x10 inch between 300-350 ppi (pixels per inch). The size of these photos will be approximately 50 MB,
depending on the amount of compression. Flle formats can be PSD, Tiff or Jpeg.

Web specifications: 72 dpi saved in a Jpeg format at 70% quality.

Marketing Collateral Photo Samples Catalog Product Photo Samples

23



Photography Style : "
Y S S — | e
The Beauty shot or the product Hero photo is shot with very dramatic lighting ' .
on a white background. The lighting will come from one source side and create

a highlight along the edge of the product that emphasizes its best consumer “\
feature. The highlight is never too hot that it blows out the detail of the product. B R, ) —

The product photo angle is never straight on but slightly from below or above m
creating an architectural feeling- larger than life. The “right” product should be

used when available and 360° photo angles of the product should be taken.

Beauty Photo Samples

24






Co

llateral

Sell Sheet Templates

Letter [8.5inch by 11 inch]

Sell Sheet Color Bar Corporate
Front & Back

Step-by-Step Instructions
for Conducting a Breg
Business Review

Step 1: Identify account

OBREG

4

priortizing your
diforent
+ Competitve pressure.
+ Stalled o decining business

Front & Back

« MaA activity (being acquired or acquiring anew facilty)

+ Once an account s selected

« Askthoughtful questions and encourage dialogue.

stickiness s this an Impact ead?, otc

« Give time for feedback and questions.

. o)

dministrator, e, ot orthopes

+ What ot foedback do they hav for us?

Grivers"Search “porsonas” or ‘business review” on

Step 2: Schedule business review

« Define actionable nextsteps and follow u.

their business.

i

performance.

Confirm Account Profile

+ What components are ncluded?

« Add note to account that includes:

« Attach the business review PP presentation

26

Post-QBR questions to ask customer
- What was most valuable about ths process for you?
« Didthe exercise meet your expectations?

« How could we improve the business review process?
« Whatare the next steps?

Torog T 180021 06D

e

OBREG.

Breg Spine Bracing
Support At Every Step

GBREG

help patients get from hurt to healthy.

Breg has afull offering of lumbar bracing options to meet all your patients' needs and
provide support at every step of their recovery. Whether your patient requires the peak
of comfort or a simple, price-conscious solution, all our spine braces were designed to

Epic™ Essentials *NEW*

Sell Sheet Light Blue Products

Sell Sheet Teal Services
Front & Back

Documentation Reminders

OBREG.

Pinnacle® Ascend®
mm‘iw,

The peak of comfort for  Elevates the spine choice
spinalrecovery. patients
Considers patient  Elevates the choice for
superior support and
clinically advantageous
features.

Product Selection Tool

Lso
. Pinnacle LSO 631/ 648
. Pinnacle LSO 637/ 650 —
‘ Pinnacle 150 639/ 651 %
oy osesee "
. Ascand Ls0 637 /650
Lq Epic LPLS0631 /648 L\
M EpicLP LS0 637 /650
Breg Essentals
B o
Breg Essentials .
. 150637/ N
. Pinnacle LO 627/ 642 . “
i iy
7 )
. Ascend LO 627/ 642 -
l EpicLpLoG27 /602 .
Breg Essentss fle..
® Cu :

‘Common Examples of Use for TLSO

Common Examples of Use
for LSO and LO

Pinnacle TLSO 464

N AscondTLSO 4551 457

EpicLPTLSO 456/ 457

Ly e

Common Examples of Use for Sacral

. : Strans
+ Kypnosic « piformis Syndrome.

© sco © Sacraits

- Kyphosis Secondaryto Osteoporosis < s

- Sponcyilisthess + scatca

+ Spinalst

+ Sponey

- Bulging / Hemiated Disc

OBREG

Competitive Bid Denials

without being a Competitive Bid Program contract supplier

‘Three Things You Need to Know to Bill as a Non-Contracted Suppli

1.0TS brace must be furnished to the practitioner's own patient

partof theirprofessional service.
« This bilable office visit is an absolute requirement
+ Surgery does not count as an office visit.

2.Billing Date

+ Date OTS brace billed to DME MAC = same date as servic

professional office visit
+ Py

1832,11833, 11843, L1844, L1845, L1846, L1851, and L1852

ysical
code billed 1o the Part 8 MAC.

3.Surgery

ricle aspiart
surgery s performed. nte
* Ifthe patient does not need to wear the brace prior o surg
L1832,11833, L1843, L1844, L1845, L1846, L1851, and L1852:
Medical Necessity and LCDs 1stPathway:

the knee.

+ Must include objective description ofjint axiy.

+ Foot and Ankle - AFO and KAFO used during ambulation
+ Knee Orthoses.

+ Spinal Orthoses - LSO and TLSO

+ Ambulatory Aides - Canes, Crutches, and Walkers

+ Body parts without an LD, ke the upper extremity,wil st

ol

* Subjective statement of nstabilty is not suffcient.

of the product.

Recent Injury or Recent Surgical Procedure
. 41CD-10 Codes,

Same Similar and ABN Requirements.
“same as’ or “similar to" the
ifetime (RUL)

(change in medical condition), when appropriate,

denils




Collateral

1 Page Brochure Templates

Letter [8.5 inch by 11 inch]

Brochure Light Blue Products - Front & Back

Better pain management:
cold and compression

Polar Care Wave™ Benefits

01 Why do | need cold and compression therapy?

P

affected area, with the goal of quicker recovery.

02 Why would | pay more for a cold and compression system?

03 How does Polar Care Wave work?

It simple. il the cooler ith ice and water. There s a hose attached to
ihe cooler

cold sensation. You are able to acjustthe level of cold and compression as
needed.

04 What are the benefits of using Polar Care
Wave?

+ Reduces pain and swellng
+ Reduces trips o the fraczer; less messy than e or gel packs
+ Allows you o adjust temperature and compression levels

* Includes a simple storage system forthe hose
* lce bag accessory avaliable to fl cooler nstead of ice cubes
15 easy to transport due to compact design

05 How long do | need to use Polar Care Wave after my surgery or

injury?

Aok your dostoraboutcold therapyrisks
Nevinomercottesmert oot mnisiceoropcks, SR somaraeiracgs
syt et s A wsssantsi
Yo doctor s he o Sl e oy oo

Ty sovs

For questons about Poar G Wave, s cotact

eags Comomer Cat v s 800.521- 0607 o

o racormocur ok et

-

TBREG

Brochure Teal Services - Front & Back

Breg Impact®
DME Done Right

Services

Customized to you
with support from
experts at every step

L RN

Breg Impact is a DMEPOS program built for your success that prioritizes patient
care, program efficiencies and profitability.

AtBreg, people,
supported by the system. and here's why:

+ Peopl your call toyour,

+ People provide chart audits and mock TPES.

15 years of
expe :

program, PLL Breg Vision®.
K pact is a ve had in t other vendors.
They are very supy  they are ion, and al

e business t n

 Lillian Hoag, COO, Desert Orthopedic Center, Rancho Mirage, CA

Does your program have a solid foundation?

foundation. Breg Impa team of

includes.

Comprehensive | Expense Coding

l 2 Customized g

practice and revenue and billing
documentation

analysis projections expertise

Process
workflow

Could your program be more efficient?

Breg
your processes and support compliance through

£5ymn Industry-L
{5 - marectonaienmineriace
=5« ERP integrations.

 * Mult-factor authentication (MFA)
« Single Sign On
« Offline mode.

Simplified Compliance: Boosted Productivity:
- Hlect

? « Same o Similar checks == - End-to-end paperiess process
« Eligiilty and « Sophi
« Required documentation capture management
« Embedded ABN « Tracking and Shipping notification

A successful program requires continuous
evaluation and improvement.

Support at every step means that we are there for
Youand your practice for the long haul. Our team
Continues guiding you toward operationa excellence
and process improvements.

Business
analysis

Continuous
Improvement
We are your secret weapon for navigating the
‘complexities of evolving requirements while
supporting the success of your healthcare business.

Regulatory
Productand, updates
software
support

Contact us at SouthCentrallmpact@breg.com
to explore what true partnership means for you.




Collateral

Bi-Fold Brochure Templates
Letter [8 inch by 9 inch]

Brochure Light Blue Products Front & Interior

erog .

GBREG.

SUPRORT AT EVERY STEP.

Bl
o

Scan QR code for Breg's
Instructional video or visit:

wbregeom Fax'+1.760.795

ey e s 030 e CovEs

28

esred ek of e

OBREG.

POLAR CARE WAVE

Better pain
management:
cold and compression

ColdTherapy 3 (¢

Polar Care Wave Benefits

What are the banafis of using Polar
Care Wave
Reduces pain and swelling

O Why do I need cold and
therap
Your provider has| hkz\y prescribed the Polor Care Wave cold

gelpacks
Allows you to adjust temperature and compression levels
‘Gomes with easy-to-use wrap-on pads designed to

or surgery. Cold therapy works with compression to help

quicker recovery.

O Why would | pay more for a cold and
compression system?

O 5 Will my insurance cover Polar Care
Wave?

Ica bag accessory avallable to il cooler nstead of
ce cubes
Is easyto transport due to compact design

therapy alone.

“The costof this system

recovery o you can et back o the actvitles you love,

O 3 How does Polar Care Wave work?

Its simpl. il the cooler with ce and
Turn the system on and you'l el
the levelof cold and compression as

directed by your health care provider.

TGt e e 202

O 6 How long do | need to use Polar Care

Use cold therapy products only as prescribed by your heaith

insirustonsanfequency compressionleval temperaure

Wave after my surgery or injury?

der. The healthcare provider wil provide you

e 0 mapact e it g f s

‘Ask your doctor about cold therapy risks

gl

prope
used. Please ensure you have received proper instructions

coid therapy device.

ur doctor and understand the risks before using any.

Lesguaie NC o o Hp rnorons, 02
oy

Customer Care team at 800-321-0607, or isit

Brochure Teal Services Front & Interior

A successful program requires
continuous evalua mprovement.
Support at every step means that we are there for
youand your practice for the long haul. Our team
continues guiding you toward operational
excellence and process improvements

OBREG.

We are your secret weapon for navigating the
‘complexities of evolving requirements while
supporting the success of your healthcare

Breg Impact®
DME Done Right

Business
analysis

Chart
audits

Regulatory
Productand updates
software
support

Contactus at
bregimpact@breg.com to

explore what true partnership
means for you.

DISCLAMER GENERAL EDUCATIONAL INFORMATION OKLY:
NOT LEGAL MEBICAL OR CLAIN SUBMISSIONADVICE. FINAL
RESPONIBILITY TO GETERMNE CLAIM AND BUNG REQUIREMENTS.
REGTS WITH THE PROVIDER SUBMITTING THE CLAN,

RewsUR RS R OO SRt
7O CHANGE WITHOUT NOTICE CONSULT WITH YOUR
REGULATORY COSEL ANOION A CERTIED GOOER BREGANDITS
AFALIATES DISCLAM ALL IABLITIES. LOSSES GUARANTEES. AND.
WARRANTIES OF ANY KINE, HETHER EXPRESS OR IWPLIED.

OBREG

20230, Al s 3963 0723
Brog et o o et e of o

Customized to you

with support from experts
at every step

Does your program have a solid
foundation?

‘The key to your long-term success and an

effective DMEPOS program s building a compliant
foundation. Breg Impact is supported by the largest
team of experienced consultants in the industry,

Breg Impact is a DMEPOS for

¥e
program efficiencies and profitability.

Some companies believe the system s the solution.
AtBreg, we believe the solution is the people,
aupported by the system and hee's wny:

+ People answer your calls and respond to your
emails providing a personal connection.
+ People provide chart audits and mock TPES.
changes in policies o
regulations and provide detailed business
analyses.

With Breg Impact. you get a dedicated team of
consultants who average more than 15 years of

Comprehensive
practice analysis

Expense and
revenue projections

Customized Coding and billing
documentation expertise

Process workflow

Could your program be more efficient?
Breg Vision, a secure, integrated DMEPOS

program, PLUS the power of an industry-leading
system, Breg Vision®. That's DME done right.

# Efficient workflows

Compliant processes*

Improved profitability

G Enhanced patient saisfaction

“Breg Impact s a different experience
from what we've had in the past from other
vendors. They are very supportive, they are
all about patient care, patient satisfaction,
and also supporting the providers and the
business to be successful.”

- Lilian Hoag, COO, Desert Orthopedic Center,

Rancho Mirage, CA

in your processes and support compliance through
{5y, Industry-Leading Integrations:
153 I Leading e
[0 -ereintegrations
Simplified Compliance:
=+ Electronic signature capture

+ Same or Similar checks
* Efgibiltyand Benefs verifcaton
Requird documentation capturs
 Embodded

Optimized Security:

+ Mult-factor authentication (MFA)
ingle Sign On (SSO)

g - Offinemode

Boosted Productivity:
« Advanced reporting
; End-to-ond paperiessprocess

+ Sophisticated inventory management
« Tracking and Shipping notification




Ilconography

Icons

These icons will be use to identify the material

Cold Therapy Compression Knee Bracing

->) (4-

Walker / Ankle/ Shoulder Bracing Elbow Bracing
Foot Bracing

3R v

Splints and Fracture Crutches/Canes/  Therapy and
Management Walkers Recovery

A XN &

Literature

Hip Bracing

Wrist Bracing

\{~

<

Services

()

Spine Bracing

~iﬁ

“w”

“w”

Pedriatic Bracing

2,

Ecommerce

-

29



Digital Application

Email Templates

E-Newsletter Template

Stay Connptred - Month 2020 TBREG.

This is a headline.
This is a subheadline.

This is a subheadline

Liormes ipum dolcr s et conacielus adpiacng sl K vestisuum nish i volutpat
n sque -
o Vst el il ol el iUl v, sbortis ot st e nians M, consequal
4 rberhum s botem. In
Frtniet
Cumgue euEmOd Non Sapien 1 amet AUTIor IMEEr LM CINGMENLM MaSsa Non
e

conmegt
e rutrm e guar

— " This is a subheadline
= Adgam A UM POus. CUTSUS IVbh vieae varus ex Dusgue
= kA uadA well wel suicaped Rendrent Cras prebus 1505 quis pona.

Vctun. Eriam empon e ante sed ks, FuscH masks
i, st hencus Bengio s pivinas o, Mae vl
e nor o vehula vestis am ac ac ieius Yestiulim a daen
Vilhe MagNa pubvinr lempus 1m & P Taxl Biock iaidy fr pour
content

This is a subheadline

Ayt o uarm s, Euis b vilen, v o Chisu

asbpsuiada welt vel BB henhen. Cras pretum forkor qus poria
S | o i e frmaetion e sed e, Fusscs msses
b, o honcus lempus su, puvinar ot negus, Nam v
16 e b vl EELEAAST B A2 TN L b B Oy
¥I2D0 magra puAer IEmpus Tm 3 naw T biock mady for posur
cortent

This is a subheadline

e s s nbh vEe vaus ex. Guisue
ks sa bt e el hener C7as pretum 150157 Quis £n8
L Voctun. Etiam empar fermerstum ante ned Sk, Fuscs mana
b, Bociirrann Mhereus Rempus £u, pubvines o negus. Nam il
" toreminon tec vebicauls vestinlm o 85 fellus. Hesbhulum 8 e
vilse magris puivinar lempuis Tm & v T Black ready ot possr
-

This is a subheadline

5o dgriEm CurLus posusn Alguam

st e, puvings o e 3, Wingle * Sed dignissim curses posusre.
eget i, Cras porta U . i, pubrines e
honcis. Gad quts mamus st Vestbukam trices

e paurn primes i Bucbus o1 ket ot

utrices posusre cutska Curse. Dones = Wiagiu dpst ik, Craa pocis
oyt el Ut e brcators nuteam ultricies

Proin torlor oect, Tribus sod igula $1 amet « sagien ot thoncus. Sed quis
ot it s, Gus oot R

Lacus Qu's 0ol nferdum, of semper usio

B M s pRasetr negue. ;S0 Vel s I pringy

* Faucibus orcl ctus of ultrices
posur

This is a signoff
This is a 7ot and concise copy.
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Bregade E-Newsletter Template

Hregade - March 2020

Brand Refresh Website

Harve you had & chance to take a ook af the

URL- hRoiconnac beg comvErandingl.
Accoss Code awarysiaplad

Please remenmiber this websne & for nteenal use anly, and we sk that you do not share this
website with people cutside Breg

This is a Subheadline

Vivamus bguin rsus, venenatis et
molis ut, akiquet sit amet uma
Vivamus egestas kobortis ipsum,
non iacinia magna finibus ac.
Pracsent ef mauris fringila, blandi
felis at, tempor magna, Nam
tincidunt efficitr prefium Hunc
dignissien pulvinar kacus, at kacinia
ex mattis at. Donec gl tells,
vanus sit amet s

a

dui fermentum.

This is a subheadline
Algquam ul quam finibus, cursus ribh vitse, vanus e Cuisque makesusda veil vel suscipit
hendrent Cras pratium torlor quis porta luctus. Eliam lempor fermentum ante sed fwcibus.
Fi nibh, , pubvinar at neque. Nam vel lorem non leo
wehicula vestbulum ac ac telus. Vestbulum a dam vitse magna pulvinar temous. I'm a new

Texd block ready for your content

This is a signoff

018w In AN rgAE eaeriee AX Tacemarks and igatmNC TRSRTAILY arY Gered O T CaTH o



Digital Application
I S S | [ |

Email Signature

Name Last name Name - Segoe Ul Bold 11 pt.
Job Title

Breg, Inc.

2382 Faraday Avenue, Suite 300
Carlsbad, CA 92008

P: 760-XXX-XXXX

F: 760-XXX-XXXX
YourEmail@breg.com
www.breg.com

" BREG.

Segoe Ul Regular 11 pt.

Presentation Templates

PowerPoint [wide]
Do not use Office 365 designed slides or click on Designer button (link to
the "How To" presentation)

Cover Slide

Click to add title

Click to add subtitle

OBREG.

Title Slide

Click to add title

CBREG

Content Slides

Click to add title

* Click to add text

L Click to add text

Click to add text » Click to add text

o Gmems

Click to add title » Click to add text

31



Digital Application

Social

Social Bugs

-,

Facebook Cover820 x 312 Pixels

Breg.com Homepage Banner 1920 x 1080 Pixels

I - T s

A=

42 { Introducing Breg's _\«-:; -
&= | New Spine Line, )2

b7 \~Pinracle:and.Ascen:

. Pinnacle Spine:Brace
CsRealedf Patient. Comfo



Stationery

Stationery Print Specifications

Stationery and other communication materials require consistent use of the Breg logo to achieve maximum effectiveness.
In addition, there needs to be consistency in paper, ink colors, typography and all graphic elements. The following section

provides guidelines and detailed information of Breg's communication materials.

Paper Stock

Breg has selected Finch Fine Ultra Smooth in the color Bright White. The paper is FSC Certified and acid free with a 98 Brightness level. Finch papers are made

with 100% certified fiber, 66% renewable energy, post-consumer recycled fiber and elemental chlorine-free pulps. For more information visit finchpaper.com.

Application Paper Weight
Letterhead 80 Ib. Text
Envelope 80 Ib. Text
Business Card 100 Ib. Cover

Ink Colors and Special Techniques

3 color Letterhead
3 color Envelope
3 color Business Card: Front

2 color Business Card: Back

Marketing Materials:

Ink colors are 3 process colors: 90M + 100Y + 100K
Ink colors are 3 process colors: 90M + 100Y + 100K
Ink colors are 3 process colors: 90M + 100Y + 100K

Ink colors are 2 process colors: 90M + 100Y

Use satin finish if applicable.

33



Stationery

Business Cards

Business cards are typset in the Aktiv Grotesk font family.

First Last OBREG.
Title
C: xxxx -
F: xxxx
e OBREG.
E:email@breg.com \ SUPPORT AT EVERY STEP
. Sui
Aty Grotesk Bold | _ BRSSO AR,
IV Grotes Old----1--First Last \(@EREE www.breg.com Breg is the parent company ;;Ar'm:ed
Title — —
C:760-670-0897 . .
_ Fi760-242-6458 Commercial Team Business card, front and back
Aktiv Grotesk Regular remail@breg.com
2382 Faraday Avenue, Suite 300
Carlsbad, CA 92008
www.breg.com
I
Appointment
Business Card—front: 4 Color Process Monday at
. Tuesd: it
Color Selection: Black: 0C + 0M +0Y +100K s °
Light Blue: 81C + 48M + 0Y + 0K Wednesda at
Yellow: 2C + 29M + 92Y + OK Thursday at
Teal: 77C + 6M + 51Y + OK Friday at
Navy Blue: 95C + 68M + 42Y + 29K

Rorange: OC + 90M +100Y + OK

Patient Service Center Business card back

3.5n

First Last OBREG.
Title

C:760-670-0897
F:760-242-6458

OBREG. o E: emaii@breg.com
SUPPORT AT EVERY STEP 2382 Faraday Avenue, Suite 300
Carlsbad, CA 92008

www.breg.com

Business Card—back: 4 Color Process Business Card—front: 4 Color Process

34



Stationery
I E—

Letterhead, Envelopes and Mailing Label

Letterhead

OBREG.

#10 Envelope

2382 Faraday Avenue, Suite 300
Carlsbad, CA 92008

" BREG.

Mailing Label

-
OBREG.

aaaaaaaaaaaaaaa

35



Stationery

Typing Guide

Typing guide for 1 page letter using Microsoft Word. Segoe Ul font may be used.

36

Line Spacing:
single  Addressee’s Name
fusn  Company Name
Spacing; Street Address and Suite
Before: 0 City, State and Zip
Dear Sirs and Madams: - {1 —
Iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore u feugiat (25.4 mm)
nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesentluptatum
rildelenit augue duis dolore te feugait nulla facilisi. Nam liber tempor cum soluta nobis torem
ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat volutpat.
Ut wisi enim ad minim veniam, quis nostrud exercitation. Lorem ipsum dolor sit amet,
Lo Spacing consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore
15 magna aliquam erat volutpat. Ut wisi enim ad minim veniam, autem vel e{ © Formarting Palette
R hendrerit in vulputate velit esse molestie consequat, vel illum dolore u fey » Add Obiects
Spacing at vero eros et accumsan et iusto odio dignissim qui blandit praesent lupt ¥ Funt
Before: 8 pt. augue duis dolore te feugait nulla facilisi. Nam liber tempor cum soluta. | | yame: Segoe Ul v
Ut wisi enim ad minim veniam, autem vel eum iriure dolor in hendrerit in|y Size: 11 ¥ Color: iﬂ. v
molestie consequat, vel illum dolore u feugiat nulla facilisis at vero eros ef BJ7 UGSI|A A
iusto odio dignissim qui blandit facilisis at vero eros et praesent luptatum ) ) =
duis dolore te feugait nulla facilisi. Nam adipiscing elit, sed diam liber tem| € 28=  Asc 4A  Asd *
. P Styles
Sincerely, t\" -
¥ Alignment and Spacing
— Horizontal: ===
Line Spacing:
Single Line spacing: =
—{ John Smith
Paragraph ) v
Shoring: Title Orientation:
Before:0 L Paragraph Spacing (pt)

~~1.25"—>

(31.75 mm)

G BREG.

1.75" (45 mm)

Date

Indentation (in}
Lef. 0 4 Righ

First. 0 .

before: 8 v After:

0

= Bullets and Mumbering

» Borders and Shading
¥ Document
2" (50mm) (I Marains (in)
- . |
Breg, Inc. | 2382 Faraday Avenue, Suite 300 | Carlsbad, CA 92008 | 800.897.BREG (2734) 1.25 [¥) Toe: 2k
www.breg.com u - 1 + Bottom: 2 H
Header. 175 '3 Footer. 05 §




Packaging
o ——

Print Specifications

Glue Tab

Background solid color
Breg Red-orange formula:
90 Magenta + 100 Yellow
(Oc + 90m + 100y + Ok)

Boomerangs

68 Magenta + 75 Yellow*
(Oc + 68m + 75y + 0k)
*note this is 75% of the Breg
Red-orange formula

I — S —————— Gray Stripe
35% Black
S BREG S BREG (Oc + Om + Oy + 35k)

Bottom area
100% Black
(Oc + Om + Oy + 100k)

Logo type
reverses to white

Copy
reverses
to white

Logo mark
90 Magenta + 100 Yellow
(Oc + 90m + 100y + Ok)

Dieline
— — — — Fold

37



Packaging
I ———

AW-2.00234 BOX, SG, BW 4.5W X 2D X 8H

OBREG

$BREG

412

-

r 13132 =L 412
132332

Breg Essentials box

38




Instructions For Use

IFU Checklist

« Correct logo @BREE
* Address: 2382 Faraday Avenue, Suite 300, Carlsbad, CA 92008 USA
* Phone and fax numbers: Toll Free Tel: 1-800-321-0607; Local: +1-760-795-5440, Fax: +1-760-795-5295

* Web address: www.breg.com

* ©OYEAR Breg, Inc. All rights reserved.

* Part Number and revision

* Include CE mark/authorized representative (international products only)

* No warranty information on IFUs

* Remove “Velcro” and replace with "hook and loop”

* Artwork part number for legacy Bledsoe: AW-CP020201 11/15 (month and year should have a slash)

* 9pt minimum font required

* "Rx Only” to be included under image on cover of IFU, if required. Does not need to be translated.

Sample Templates

OBREG.

2382 Faraday Avenue, Suite 300
Carlsbad, CA 92008

Toll Free Tel: 1-800-321-08607

Local: +1-760-795-5440

Fax: +1-760-795-5295
www.breg.com

© 2023 Breg, Inc. All rights reserved.

AW-1.23456 Rev A 07/23

| EC_| REP |

E/U authorized representative
MDSS GmbH

Schiffgraben 41

D-30175 Hannover

Germany

IFU contact block

Devisch

i g

& o s
Vim0 00

R o
Rl e

Engish

G3
ISTRUCTONS FOR 5E
e

Nederlands
Py —

taliano
LAPRRE U 5

Nederlands
1 MAREALEVER B M 05

Template to use when

creating a new IFU




Instructions For Use
T |

Sample Templates

o5 Cias Arm Sling, Shoulder Immobilizer, Pediatric Sling
2w a R N I N G 5 | F .
= - _ p P USION vith AiTech”
¥ - s ot e BRACE Frmis IsTeucrions
i . . E: some
e e e el ean o wus s | £ESE
WARNIG o xperinc o e n s SR, | e
inpin,sweln, sininton, o any averse teen
el ‘aumento de dolo,hnchazon, ritacionde e A
Wi oo T o Am Sling 1 Sids s cnd ploc i i oo .
forsre ey forbre by WARNIG s dre wil ol prvent o e . — s e
2 Whopshodds sopcroud mck nd shoskdrs o =
° Pl sotesepiyne ooy L2 T 5
e e st | | W s s || Wopspacndbocent skt et slesres o e 5 o ek S
i e o redmen pogem. Laréatptalonties 2 gy el g orm ooy
fstcionironh 52  panadond i o oo
p—
o
ot oy st
el sl y o el pgarenl e dilnera aronfera en e e de e s et s o, ooy dsadr

e i 1 e, i 0

anpel

stmanar

el s s P desred in el :
e s s st o - .
o g e o e RGO NLCE D SHEN 1 B SRl oo ks mwmmu-.mmm
@ SEREG —TTTTTT— SRS =

g 10" et
> WristLacer (8” &10”) s 5 S i ¢
earsttensoenmsnerse | | Wiist Lacer w/ Thumb Spica (‘Shoulder Immobilizer Pediatric Sling

ot i et et St Wiop e oo ek
ottt b b s

- i i
e s sy e | | 0 Instructions for Use S g o
e [
— T — ) _Le
e W o i Wit lacer e y 10"
e e s | | S
o e oo ok Wit Lcerco pugar o el n esiga ~

A —
e s g s 5 g s 0
mhu"ﬁ-ﬂ.a",fm.y.fu&g,mmm.ﬂ‘ ey [ .

P et s
x Prthéses de’” et 10" aveclacels
Prothése avecacets avc spicapour e pouce

Hode dutistion
oo bt s e ot bl ok o)
P
r )
ke donte, Pty

s Other IFU templates

(S
@ ® SBREG. "'@
ety e e o
o .
Elastic Wrist Support
— s st s .
h\“‘ ot osoge e Instructions for Use
Vendaje eldstico para mufieca
ko g st s Instrucciones de Uso
Nt et i s,
prig s
dermrendses ol L o ;
Wb e g e | Pty
Vet e oot st | | st e it s oo
dels e o e lacareca I -
‘Mesurez i argeur 0 fa paume du paient e kg aeinte. s mwkwﬁ:ﬂ:“
esre g dla pamed ke e e o ksfemees et asterls koo, e oty =
[ ————" et e i e e oo e
el ot e ey

Ol s st
oo

e

and o, ﬂ B | Simpmoanseieueaan ﬂ = ﬂ =S

R T S p—— - —
P ONGROE o s i o

Templates for Breg Essentials IFUs
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Glossary
I E—

Aqueous Coating Protective In-line coating used
on a5 color press instead of a varnish and is
usually more economical.

Arial The secondary font used when the
Gotham/Gotham Narrow font is not available.

Bleed A printed area that extends to the trimmed
edge of a page.

Calibri Secondary font, used for e-mail
signatures and PowerPoint presentations.

Crop To eliminate portions of copy or image.

Distort To stretch or twist out of proper shape;
to misrepresent.

Drawdown Printed or screened Pantone (PMS)
ink on actual material, fabric or substrate to show
final color for approvals. Should be done on all
"first” time projects.

Five-color Printing 4-Color process plus 1 PMS.

Four-color Process A method of reproducing
full-color copy (original artwork, transparencies,
etc.) by separating the color image into its three
primary colors — cyan (C), magenta (M), yellow
(Y) — plus black (K). This results in four printing
plates, one for each color, which when printed
one over the other produce the effects of all the
colors of the original art.

FTP FTP is an acronym for File Transfer Protocol.
FTP is used to transfer files between
computers on a network.

Gotham/Gotham Narrow The Breg typeface
chosen to be used for tag lines, headlines and
body copy. The typeface should always be
either converted to outlines or supplied to the
printer to prevent substitution.

Italic The style of type in which the letters slant,
distinct from upright or roman letters.

42

Letterspace The amount of space between
each letter of a word.

Lockout A lockout is the final form of a logo
with all of it's elements locked into their relative
positions.

Luxury The headline font used on all advertising
materials.

Mark A written or printed symbol created as part
of an identity or brand.

One-color Printing A method of printing using
only one color of ink.

Outline A typeface or logotype with the borders
defined by rules (lines).

Pantone Matching System Commonly referred
to as PMS colors. A brand name for a widely used
color-matching system of printing inks.

Point A typographic unit of measurement used
to specify type sizes, leading and the thickness
of rules (lines).

Proportions The comparative relation in size
between elements.

Registration In printing, the accurate positioning
of one film (positive or negative) or printing plate
over another so that both are in the correct
relationship, one to the other, and the effect of
“single image” results. When plates are printed
out of register, the printed image will become
fuzzy, and if in four-color process printing,
change color; in extreme cases a shadow effect
is caused.

Registered Trademark A trademark registered
in the United States Patent and Trademark Office
thus backed by a nationwide and federal notice
of ownership of the word, name, symbol or
device, or any combination thereof.

Reverse Out In printing, refers to type or a graphic
that drops out of the background and assumes the
color of the paper. The terms “drop out” or “knock
out” are also used.

Screen A printed halftone of an image or color.

Signature The joining of the type and mark
together to create an identity or brand.

Six-color Printing 4-Color process plus 2
Pantone colors.

Spot Color A term used for

specially mixed printing inks including Pantone
(PMS),

flourescent or metallic colors.

Trademark Any word, name, symbol or device, or
any combination thereof — (1) used by a person,
or (2) which a person has a bona fide intention

to use in commerce and applies to register, to
identify and distinguish his/her goods, including a
unique product, from those manufactured or sold
by others and to indicate the source of the goods,
even if that source is unknown.

Trapping The ability of an ink film to properly
accept a succeeding ink film, making it possible
to superimpose one color over another in
printing.

Two-color Printing A method of printing using
two colors of ink.

Typography The suggested typefaces selected
for primary use in all printed materials. The
primary typeface family suggested for Breg is
Avenir.

For details see page 20.

Varnish A thin, protective coating applied to a
printed piece like ink on the printing press; can
be gloss or dull.



Legal

Breg Legal

The Breg copyright line is to be used on all marketing collateral.

Copyright Line

©YEAR Breg, Inc. All rights reserved.

Registered Trademarks

All names noted below in black are trademarked or registered by Breg and are Breg brand names.

All names noted below in grey are brand names of other companies as noted in parentheses.

ADVANCING ORTHOPEDICS®
AirMesh®
AirTech®

Aligner PHX® Humeral Fracture
Brace

Apollo®
ARC®
Ascend®

Aspen®
(registered trademark of Aspen
Medical Products)

Axiom®

BreatheFit™

Breg®

Breg Impact®

Breg logo bug graphic is registered
Breg Vision®

Capture™

Carboplast® Rigid Insert
(registered trademark of Aetrex
Worldwide, Inc.)

Centron® Hip

The Companion Boot™
CrossRunner™

Epic™ LP

Evergreen®
(registered trademark of Aspen
Medical Products)

FastForm®
(registered trademark of FastForm
Research Ltd.)

FreeRunner®
FreeSport®
Freestyle™
Fusion®

Fusion and twin F designis
registered

Heelbo® Protector

(registered trademark of Briggs
Manufactured Products Company
LLC)

Horizon™
(trademark of Aspen Medical
Products)

Impact (see Breg Impact)
Impulse®

Intelli-Flo®

JET®

Kool Sling®

Latitude®
(only for lower extremity products)

Neutral Wedge®
OrthoLux®
OrthoSelect®

Performathane®
(registered trademark of Ultra
Athlete LLC)

Pinnacle®

PlasmaFlow®
(registered trademark of ManaMed)

Polar Care®

Polar Care® Cube™
Polar Care® Glacier™
Polar Care® Kodiak®

Polar Care Wave®

ProGait®
Quantum®

QuikDraw™
(trademark of Aspen Medical
Products)

Roadrunner™

Shortrunner™

SlingShot®

SMARTZONE® (for FreeRunner)
Solus®

Summit™
(trademark of Aspen Medical
Products)

T Scope®
TriTech®

Ultra Aurora™
(trademark of Ultra Athlete LLC)

Ultra CTS®
(registered trademark of Ultra
Athlete LLC)
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VertaLux® Wee ROM®
Vision (see Breg Vision) X2K®
Vision Cloud™ Z-12°®

Vectra®
VPULSE®

VPULSE Connect®

Wee Bow®

Visual Representation Exceptions

For trademarks that include “Breg"” (including “Breg Flex", “Breg Impact” and "Breg Vision”) the logo “mark” or "bug” must include ®

“BREG " BREG S BREG

VISION’ IMPACT® IMPACT"

The trademarks “Breg Flex”, “Breg Impact” and "Breg Vision” include the word “Breg"” as part of their respective marks so the ® applies to the entire mark. "Breg”
and the Breg bug are standalone trademarks themselves, but for Flex, Impact and Vision, the “Breg" is incorporated as part of the trademark.
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