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Being Brand Brilliant
It's Just How | Think
It's Just How | Act
It's Just How | Talk
It's Just How | Do It
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In my letters, emails and conversations,

| am Huntington. In my clothing, my attitude,
my smile, | am Huntington. Huntington Is you
and me. We are the face. \We are the heart
and soul. We create the brand experience.
Because we are the line that separates the
mediocrity from best.

| am Huntington.




If our strength is our people, what

makes our people strong? It's all of us,
together, as one, as Huntington. We share
something irreplaceable—the ability to
shape our work and the effect it has on
others. But when | say something, and you
say something, and Bob over there says
something else, are we still Huntington?

Each of us, in some intuitive way,
understands what it means to be
Huntington. Now it's time for a new level
of awareness. It's time to say the same
things—think the same things. It's time to
be brand brilliant. So when it comes to our
brand, to Huntington, we all speak for each
other...as only a single voice can.
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Huntington iIs not just
about money, investments
or the services we offer.
Huntington Is about people.
lt's about you and me.
About community, family
and dreams. It's being able
0 say, lean on me. Because
we are a bank invested In
{loeople. And while this is
{hot the usual way to think
about banking, 1t's simply
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approachable
engaging
passionate
genuine
flexible
confident




| am Huntington. You,
holding this book in your
hand right now, you are
Huntington. We are all
unique and different
(and that's good). In fact,
everyone, everywhere,
holding this book is also
Huntington (also good).
We are Huntington.
Which makes what we
have In common even
more powerful.
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Working Together

It takes more than you or me
to bring Huntington to life. It
takes a team. Ten people. A
hundred people. A thousand
people. Or even a couple

of friends talking a project
through over lunch. It takes
partnerships to get things
done. So we do more. We
help more. We succeed more.
All because of teamwork.
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We are accountable.




We provide service.




Strangers No More

We love that everyone brings
something new to the table. |
am me, you are you, Bob is
Bob. We are different. But,
thanks to Huntington, we are
also delightfully the same.
Because we are all Huntington.
So it doesn't matter whether
we're dogs or cats, green or
purple, tall or small. We're
different, but the same. And
that’s what makes us strong.




Here's what it means to be passionate about
your work:

* You ignore bad hair days and concentrate on
making a difference.

* \When you hit upon a new idea, it consumes you.

* You absolutely do not understand people who
do a half-hearted job.

* |fyou see a place to help, you help. Even if it’s
not in your job description.

* You don't care If people think you're idealistic.
It's true. And you're proud of it.

\We know If we give our best every day, we'll be
there when our customer needs us most.

We are passionate.
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Huntington Is a talker. We talk with
photos. We talk with colors. The

way we use our words, of course,

Is talking. But so Is the way we use
our logo. And the way we use our
name. When you come right down to
It, branding is talking...it's repeating
the same things again, and again,
and again. Always. Every time. In

the remaining pages, we'll talk about
how to talk about Huntington. We'll
look at the entire toolbox of brand
elements. Some formal, some casual,
but all important if you're Huntington.
And you are.
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Our Name is Huntington

“Huntington” is kind of like a nickname. It's what our customers call us.

What we call ourselves. And, like many people, Huntington answers
mainly to its nickname. Think what it would be like if your family
always called you Bob, but someone suddenly started calling you
Robert—you’d either think you were in trouble, or fail to realize they
were talking to you at all. Or if they wanted to use an initial, you'd just
be “R.” Or maybe “B.” And all they had to do was call you Bob to get
your attention. That's why, after all this time, our more formal names
have evolved into “Huntington.” It's simple, it's clear, and that’s who
we are.

Who are we?
We are Huntington for most references to any entity, including the
holding company, the retail bank and any other subsidiary.

Who could we be?

In certain legal documents and formal references to the corporation,
we are sometimes called The Huntington National Bank, Huntington
Bank or Huntington Bancshares Incorporated. However, it's almost
certain this is not what you tell people when they ask where you
work...or where your customers say they bank.

WHO WE ARE MOST
DEFINITELY NOT

The |

Hunt

AR
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Any Way We Say It

When it comes to business communication, Huntington has two
voices: one casual and one formal.

A casual voice speaks directly to the audience. You're having a
conversation. Phrases are usually short. And you can leave the

thesaurus on the shelf. Write the way you talk and you'll communicate

beautifully. For instance, this book is written in a casual voice. (As if

you hadn’t noticed.)

Letters and Emails

Signs & Promos

Personal Greetings

Telephone Greetings

CASUAL

| am writing in response to
your letter...

Going places? We'll drive
you there.

Hi! How can | help you?

Huntington Beach Street
office, this is Bob. How can
| help you?

NOT CASUAL

Pursuant to your letter
of May4 ...

Consider a home equity
loan from Huntington
to finance your new
automobile.

Good morning, ma‘am.
How may we be of
service today?

Good morning, Huntington.

How may we help you?

A formal voice speaks to the audience, but not at them. This kind of
writing is used mainly for business-to-business communications. It's
important to be clear and concise, but not overly wordy. If you have a
sentence that's more than 20 words long, it's too long. Cut it in half.

Letters and Emails

Personal Contact

Telephone Contact

FORMAL

| hope you'll take a moment
to give me a call. I'd love to
show you how Huntington
can help with your
company’s 401(k) plan.

Hi, I'm Bob Smith.
Thank you so much
for seeing me!

Huntington Beach Street
office, this is Bob Smith.
How can | help you?

WORDY

We hope you'll take time
out of your business day
to pick up the phone and
call us here at Huntington,
your local bank. We believe
ininvesting in people, so
we are uniquely suited to
help your small business
concern set up and
administer a 401(k) plan for
your valued employees.

Good morning, my name is
Bob Smith. I'm glad to have
this opportunity to show
you what Huntington can
do for you.

Huntington Beach Street
office, this is Bob Smith,
manager and loan officer.
How may | help you?
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Any Way We Show It

Okay, we've talked about words, but what about the way words
look? Our logo does more than literally spell out the word

“Huntington.” Qur logo is like a flag. It unites us. It represents us.

It stands for everything Huntington has been, is and can be.

Our logo has two parts: the logotype and the logomark. The
logotype, of course, is the way we use type to spell the word

“Huntington.” The logomark is our familiar hexagonal tire tread

symbol. Together, these two elements are our logo, sometimes
also called a lockup, because the two elements are always
locked together.

There are very specific guidelines regarding the use of our logo. If
you're creating an ad, a sign, a flyer or anything else that uses our
logo, it's important to follow them carefully. These two pages show
you the correct ways to use our logo.

%) Huntington

Minimum Size
The logo lockup should never be smaller
than 1" wide.

Clear Space

You should always make sure the logo
has room to breathe and is kept away
from any other graphic elements. Space
around the lockup should be at least the
height of the letter H in the logotype.

Colors

The logo lockup may be used in one

of three colors: Huntington Green, black,
or white.

Vertical

A stacked version of the logo should only
be used when absolutely necessary

(like for special sign applications or when
the logo needs to fit in a square format).

® Huntington

® Huntington

% Huntington

(i)
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The Way It Was Meant to Be Seen

Tire Tread

||yﬁi|""mmst°n {# Huntington

Huntington ()

) Huntington

@Huntington () Huntington

@Funtngion | @WHuntington ) Huntington
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A Family of Greens

Huntington is green. But so is money, grass, and Kermit the Frog.
Because we are more than a bank, we are more than just one
green. It's the color of freshness, vitality and growth. Use it
whenever possible.

Rich in Color

In addition to green, we have a secondary color palette that
includes oranges, blues and neutrals. Together with our
family of greens, it creates a vibrant color palette that can be
combined in a variety of ways.

Keep It Clean

Even though white is not one of our colors (it's actually the
absence of any color), itis very much part of who we are.

Use large amounts of white to create breaks in large amounts
of information. You can also use small amounts of white
reversed out of photographs and large blocks of color.

Family of Greens

Huntington
Green PMS 586 PMS 7485
PMS 3425
C100 MO0 Y76 K38 C25 M0 Y40 K15  C12 MO Y50 K7 C9MOY53KO  C25M00 Y40 K15 C25 MO0 Y40 K15
R22 G90 B59 R158 G179 B135 R194 G207 B133  R217 G221 B112 R227 G230 B209 R208 G219 B217

C7M0Y100 K28 (C25MO00 Y40 K15 C45MO0Y100K24 C50 MOY100KO  C48MOY29KO  C50 MO Y25K30  C80 MO Y10 K68
R163 G159 BO R125 G143 BA1 R98 G134 BO R12 G175 BO R114 G177 B167 R89 G135B135 R43 G87 B99

Secondary Colors

COM30Y83KO  COM47Y100K8 COMG9Y100KO COMG66YI00K7  C38M4YOK19  C80M53YOKO — C94 M43 Y0 K38
R231 G162 B38 R187 G101 BO R209 G51 B9 R182 G64 BO R118 G161 B184  R77 GBI B171 R32 G65 B108

‘ ‘ ‘ ‘ IIH%’ PMS 409 lliiill

C0 M5 Y31 K0 C0 M4 Y30 K11 COM7Y39K17  COM5Y10K29  COM4Y22K32 COMI3Y15K45 COM17 Y34 K62
R241 G227 B172  R207 G197 B162 R187 G175B130 R159 G149B139 R171G163B135 R130G117 B112 R86 G75 B66

The colors shown in this document have not been evaluated by Pantone, Inc. for accuracy and may
not match the Pantone Color Standards. For accurate standards, refer to the current edition of the
Pantone color formula guide. Pantone® is a registered trademark of Pantone, Inc.
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Beautiful By Design

Typography sets the tone of every design and communication.
Huntington uses two different type families. They are often used in
combination to communicate different messages. Always choose
one type family to lead the design and use the other as an accent.

And make sure that it is large enough to read (no smaller than 12 point).

Minion is a classic serif typeface. In general, serif faces inspire
confidence and appear formal.

Univers is a sans serif family that provides a modern counterpoint to
Minion's familiar warmth. It's fresh, clean and contemporary.

The following page has some of the more common weights from
Univers and Minion families.

Using Huntington’s Two Type Families

Sometimes, different type families are used for headlines and body
copy. In this case, we've used the serif face, Minion, as the headline
font. This indicates stability and friendliness. Univers Condensed
has been used for the body copy. Its clean, fresh lines are easy to
read and comprehend.

Using Huntington’s Two Type Families

Sans serif headlines, such as the Univers used in this example, can
generally be used more graphically than serif faces, such as the Minion
used in this paragraph. The Univers conveys an overall message of
simplicity, while the Minion indicates that the paragraph copy is more

formal and therefore important.

Univers Light
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@3$%(, .#;:1?)

Univers

abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(,.#;:1?)

Univers Bold
abcdefghijkilmnopqrstuvwxyz
ABCDEFGHIJKLMINOPQRSTUVWXYZ
0123456789&@%$%(,.#;:1?)

Univers Black
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLVMNOPQRSTUVWXYZ

0123456789&@$%(,.#;:1?)

Minion

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$ % (,.#;:!?)

Minion Semibold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$% (,.#;:!2)

Minion Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(,.#3:!?)

Univers Condensed Light
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(, #;:17)

Univers Condensed
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(,.#;:1?)

Univers Condensed Bold
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(, .#;:17)

Minion Condensed
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(,.#;:1?)

Minion Condensed Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789&@$%(,.#3:!2)
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Surrounded By Life

Friendly

Positive

Genuine

Energetic
Confident

Thoughtful
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Going Outside




As you've no doubt realized by
now, it takes more than a logo to be
Huntington. We also share colors,
§ . Y typefaces and messaging. Used
(;»evg;m"(;‘j“j;j\‘l;";\.m e together, they are Huntington. So
g‘;’;ﬁ"(}&“&‘o;ﬁ*fiﬁﬁu h A before you make a flyer, or an internal
T i S R publication, or an ad, or anything
eres wit 32 S else that comes from Huntington,
take a look at the next few pages
for some idea-starters. See what
others have done. Be motivated.
Be inspired. Then be confident that
when you use the elements we've
given you In this book, you'll create

something that’s “simply the best.”

» JUST
W IDO I
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we'l!'#é'l'b today with
money-saving account

solutions, free services
and financial advice

(@ Huntington™.




BUSINESS ONLINE

ONTROL

You control when and who can

ACCESS

You can access Business Online

You can

You'll have access to
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ACCESS

CONTROL
DETAIL

Introducing

Huntington Business Online
Business Online is your connection to the
Huntington products and services you rely

on to run your business. Through a single point
of entry, you'll have up-to-the minute account
information and transaction capabilities,
customized reporting and round-the-clock access.

As your business needs change, so does
Business Online. Add employees (users),
products and services as your needs dictate.
From setting up user access to managing the
smallest transactional detail, Business Online
makes doing business a lot easier.




(i) Huntington

PLO. Box 1558-HC0428 - Columbus, OH 43216

We've always been there for yo

Now we’'re here for you. pme Improvement ¢ Debt Consolidation ® Cut monthly bills © College tuition ® New Car * Spec
\provement © Debt Consolidation ® Cut monthly bills ¢ College tuition ® New Car * Special Vac

ebt Consolidation ¢ Cut monthly bills  College tuition * New Car ¢ Special Vacation Home Im
th Care §, | V. °H

lis * Colleg
)
ition ¢ New ||ﬂ||'|llnllnglon PRSP::YD

ar ¢ Special
Need cash?

lls ¢ Colleg Special offer for:
Sample A Sample

hllege tuitio T
ition ® New Anytown, US 12345

" SHecial
Pre-Qualifi
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ang&s/n

Huntington Home Equity Personal Credit

# Huntington

Special offer for: tion ®

Sample A Sample
gton Westfield Banking Office EZI

| You're
PIC-Q a“l%as ' 2 S ]ECIa|
for afa‘”;“‘;““s . Cunsoli(latinn .
4 7% Car * Special
lﬁﬂl Hlll'lllnglnl'l ang(xo/ - Cunsulid:tio o
i . o w Car ¢ Special

Anywwn US 12345

Huntington Westfield Banking Office

GRAND OPENING

Abank invested in people’ R
cumut\?'m:,/“ b
Monday, May 1 - 9:00 a.m. - 5:00 p.m. of XIXX! Get the money you need
; : ; at a rate you'll love.
Starting Monday, May 1 « 9:00 a.m. - 5:00 p.m. 3560 State Road 32 « 317-867-1805 . /
| always heen thera for m ‘ mple A. Sample,
" l F [ y We pre-qualified you for a great low rate 12 easvl ways
el i s r -
et Saturday, May 121 fm 1000 a.m. - £ o Al !
12:00 p.m. sonal Credit Line with a rate as low as Prime minus XX% — that's
L= y fust X.XX% APRI* It just what you need to pay off your bills and Eataletartainav]

ans ur just get the extra cash you need with low monthly payments.

Call 1-XXX-XXX-XXXX

We got rid of the fees (Please mention promotion code HXXY)
_ 1 all those fees some banks charge? You won't pay any closing costs o Our lending specialists are
- iam tees or annual fees** with this Huntington Home Equity Personal ready to help you anytime
Debt Consoli n + Cut Monthly Bills - Home |mpr0vement inc. which saves you money right from the start. In fact, your interest Mon-Fri 7am to 10pm and
tax deductible, so you save even more (consult your tax advisor). Sat & Sun 8am to Spm ET.

College Tuition « New Car - World Travel - Or for almost anything you need

We make it EASY

akes is one quick phone call to get started. Call 1-XXX-XXX-XXXX or

visit 2 Thuntington banking office near you and be sure to mention promotion

code HXXX. Our friendly lending specialists are ready to help you. Call or visit Or stop by one of our

us today - this special pre-qualified fixed rate offer ends XXXXXXX XX. convenient banking
office locations:

Sincerely, 23 Main Street
Z % / Anytown, US 12345
Phone: (123) 456-7890
Ken Meek
Senior Vice President

And because a Grand Opening deserves a Grand Gift. wo'll provide you with your
plek of an XM Satellite Radio! » S50 Charleston's Gift Card, an MP3 Player, or a
Digital Camara, for oponing your now quolified product or sarvice.* The festivities
start on Monday, May 1. 8o come on inl There's no better way to start banking.

B -

PS. There's no better time to get the money you need especially now that you're

already pre-qualified. So call us today at 1-XXX-XXX-XXXX and we can This special offer ends
help you get started with a Huntington Home Equity Personal Credit Line. XXXXXXXX XXst —
reply today!

A bank investod in poopla.

You can p receiving “pr " T i i 0 toll-free, 1-888-50PT-0UT
(1-888-567-8688). See PRE-SCREEN & OPT-UT NOTICE on the reverse side of this letter for more information about p d offe




10 signs we're
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Huntington
stock climbs

(@ Huntington

UNTINGTON
YOUR

story now

GO AHEAD

WRITE A GREAT STORY

WEALL SHARE A VISION TO BECOME AN

For our Customers




So there you have It.




| see you ag a person. Yov can trvst me.
In your life and in your work, lean on me.

Whether you're in the local community directly touching customers
or you provide support behind the scenes, we are all Huntington.
Being simply the best means we do our very best every day—

so that our customers see our best every day.

%) Huntington

IB)® and Huntington® are federally registered service marks of Huntington Bancshares Incorporated.
©2006 Huntingon Bancshares Incorporated.



