





About the Guide Y9BIRKMAN

The Birkman Brand is not just our logo, color palette, typefaces, copy, digital
channels, and products.

Our brand is the past, present and future that shapes our voice and image in the
marketplace across every medium and touchpoint, evolving over the greater part of a
century.

This manual serves as the ultimate guide for each member of The Birkman Team in our
shared responsibility to understand, respect, and represent Birkman. This responsibility
permeates everything we do. Through visual and written elements we create experiences
that are crisp, modern, personal, professional, streamlined and customer-friendly. By
honoring our brand, we build trust, inspire and grow our customers, partners, and
employees through insight, compassion, service, and integrity.
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The Brand Y2BIRKMAN

Birkman International is the industry-leading behavioral and occupational assessment
company headquartered in Houston, Texas with an extensive global reach. The company
began assessing personality through a proprietary methodology founded by innovative
organizational psychologist Dr. Roger W. Birkman in 1951.

The Birkman Method remains the preferred instrument to better understand
interpersonal dynamics and achieve higher performance through positive psychology.
It is used widely in the fields of career coaching, leadership development, human
resources management, and organizational design today.
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The Brand Y2BIRKMAN

Our Mission

Birkman International was founded to help people understand how individual differences in perception and the resulting
interpersonal dynamics have far-reaching impacts on relationships, performance and morale.

Our corporate mission today remains where our journey began, using positive psychology to empower individuals, teams,
and leaders with access to the scientifically validated, advanced personality data to improve communication, foster
understanding, and optimize organizational success, globally.

Our Promise

We provide the most comprehensive and reliable personality insight and social intelligence to empower individual, leader
and team success.

Tagline
See People Differently

Our history, mission, and culture is based on positive psychology and comes together in a way that is profound and rare,
guiding everything we do. We know this resonates with our community. We've adopted a tagline to build goodwill equity as we
target brand-agnostic buyers weighing product and price vs. competitors. We want them to experience how we're different.
Not just as a product, but also as an organization and community that cares about our global impact.
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Birkman Personality Colors YaBIRKMAN
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The idea of four universal personality types dates back to the Ancient Greeks. For our products, we use color to differentiate
these four categories of personality. Although this lays the foundation for understanding personality differences, the reality is
that few people are only one color or personality type. Most are a unique blend of the four Birkman Colors.

We use a distinct color palette to communicate the value and differences in each unique personality combination. It is important
to remember that the Birkman Colors are our language of personality, safeguarded for conversations about Birkman results,
while the Corporate Brand Palette communicates our Brand Identity to a broad audience that may not be familiar with these

colors.

Birkman Signature Red Birkman Signature Green Birkman Signature Blue Birkman Signature Yellow
HEX  #9D0BOf HEX  #00734A HEX #005DA3 HEX #E18E26
RGB 1571115 RGB 011574 RGB 092163 RGB 092163
CMYK 0939038 CMYK' 100036 55 CMYK' 10044036 CMYK 10044036
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Imagery YaBIRKMAN

“A picture is worth a thousand words” holds true today. Heavy text use is frequently not
read and presents friction. As a brand, we employ images with intention to help users
experience content without friction, and to aid visually inclined people to digest it.

Our use of stock images should be selective and intentional. We aim for images that
create a serious perception of the important work we do so the brand does not come
across as dull or stale by using a blend of themes that capture qualities including:
Human, reflective, universal, growing, business, organic, information, science &
technology, discovery, perspective, development, positivity, potential and perception. Use
the collage on the following page as inspiration of imagery that balances across these
varying themes to elevate our brand.

Birkman Branding Guidelines December 2, 2025

29












| Video Guidelines ®2BIRKMAN

Like a one-to-one conversation, video has the power to shape how people experience who we are. Every Birkman
video should feel personal, human, and purposeful, helping customers, partners, employees, and the press
clearly understand our value and feel confident engaging with us.

e The tone of Birkman video should be professional, insightful, and warm without being casual. Videos should
sound natural and conversational, using clear language and direct address so viewers feel we are speaking
with them, not at them.

 Visually, Birkman video should be clean, modern, and uncluttered, allowing ideas to breathe and insights to
stand out. Neutral backgrounds, intentional use of brand colors, and brand fonts help ensure the content
feels recognizable and distinctly Birkman, even without a logo present.

e On-camera delivery should feel knowledgeable, caring, and approachable, with talent presenting ideas clearly
and at a natural pace. Motion graphics and animation should be minimal and used only when they help
simplify or clarify ideas, never when they distract or add unnecessary complexity.

« Birkman videos should be succinct and focused, respecting the viewer’s attention while clearly highlighting
benefits from their point of view. All videos should be accessible, captioned, and easy to consume,
reinforcing a brand experience that feels thoughtful, inclusive, and human.
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Birkman Branding for eBooks % BIRKMAN

eBooks provide high-value content to users to increase awareness of our brand and
position Birkman as a knowledgeable, trustworthy, and invaluable organization that
delivers timeless insight to new and long-standing users alike.

Birkman eBooks have a separate, more flexible approach to branding that differentiates
this content from other product and business collateral. Birkman eBooks preserve the
values and thematic attributes while presenting this content in a way that differs
visually from traditional branding. Some branding elements such as colors and
typography follow the previous sections detailed in this guide. The following sections
delineate eBooks from other Birkman content and include:

B eBook Logo Placement
B eBook Compositional Elements
Il eBook Branding Applications
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Tone of Voice and Writing naBIRKMAN

Like a one-to-one conversation, written words hold power to influence relationships.
How we verbally communicate helps determine how our customers, partners, employees,
and the press perceive us.

The Birkman Tone of Voice and style guide is your reference to communicate what sets
us apart. If we remove the logo, does our copy blend in with other businesses? Do we
stand out distinctively? What emotions and perceptions might readers take away?
Content creators, client-facing teams, and marketers should look to these guidelines to
help our audiences experience who we are—sometimes, in just a few words.
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Tone of Voice and Writing naBIRKMAN

Make it personal. Readers are more likely to connect with our content if they perceive that we are speaking directly to them. In most cases,
this means avoiding a formal approach. A corporate blurb in a press release may refer to Birkman International in a templatized description,
but our website, social media, email marketing, and usual communication channels should speak from the first person and reflect our brand
personality.

Use: We, Our, You, Your, Ourself, Yourself, The Birkman Family

Avoid When Possible: Birkman International, The Company, Customers, One, Oneself

Use of Birkman and Product Naming Conventions.

When speaking from the first person, “we” and “our” will personalize communications from the company or team point of view.
However, it is appropriate to use the brand name when referencing a product.

Use in product related copy: The Birkman Method, Birkman, Birkman Certified Professional, Birkman personality assessment, Birkman
assessment, Birkman Signature Certification, Birkman training, Birkman Enterprise, MyBirkman, High Performing Teams

Avoid in product related copy: The Birkman, Birkman'’s, Birkman International’s

Avoid in business references when possible: Birkman, Birkman International

Write Flowing Sentences that are Easy to Grasp.

This means exploring whether a sentence can have a simpler structure. When we use simple word choices, shorter lengths and rely less on
commas, dashes and other technical objects, it's often easier to connect to core ideas communicated. Hearing from us should be
professional, but shouldn't feel like academic, impersonal, or overly technical. We don’t want reading our content to be a cumbersome task.
We write for an experience that feels natural, relevant and human.
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Tone of Voice and Writing naBIRKMAN

Avoid Jargon in Most Cases.

Jargon is not how people naturally talk. Using industry jargon has a use case but can often mean missing an opportunity to
connect on a personal level. A technical paper about statistical reliability and validity, or a description about the science behind
The Birkman Method, may rely on jargon to show we have the necessary knowledge to be in this business. But most content
written by Birkman is much more about what we do at our core, helping and training people to understand themselves and the
people they interface with better.

Avoid Using Acronyms Externally.

The use of acronyms is an internal convenience, at best. Acronyms should not be used in external copy.

Be Succinct.

Our strategic market is in the business to business marketplace. Time is scarce and precious in this environment. Helping
customers also means respecting their time and simplifying our content so that they experience value, not friction.
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Tone of Voice and Writing naBIRKMAN

Highlight Customer Benefits.

Highlight customer benefits from their point of view. Use bullet points and bold key words for emphasis. When
promoting products and training, it's important to remember who's most important—our customer. Show we understand
their point of view so they see us as an essential partner that solves for their pain points.

Do: When you register to attend Signature Certification you'll gain:
*+ Access to.....
* Knowledge about....
* Tools that....

Avoid: Key features of Signature Certification include:

* Product feature / description 1
* Product feature / description 2

Be Professional, Not Formal.

It's essential to be courteous and professional but to represent our brand means we need to be natural and friendly.
Formal communication can dehumanize our brand experience by creating a sterile and clinical perception. We want to
come across as caring and personal.

Use Contractions to Sound Natural.

n u

, “we are” and “l do not” is sometimes not the most natural approach.
Avoid coming across as tedious when a simpler, less formal approach comes across as natural.

Spelling out words unnecessarily such as “you are not

Use: “You aren’'t” and “l don't".
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Tone of Voice and Writing naBIRKMAN

Avoid Youthful and Quirky Language in Our Core Channels.

In a digital landscape overwhelmed with fluffy personality tests and social media quizzes, quirkiness
can hurt the perceived value of how we position our premium product. Avoid appearing childish, non-
serious, and unfit for the largest businesses and senior-most roles that may buy from us. We may
intentionally take a slightly different approach for a younger audience in a channel like Instagram. As
a company, we should avoid using a youthful and quirky language and write in a way that is
appropriate for use in the C-suite at companies with large, global footprints.

Use Active Voice More Often.

Write in active voice for more clarity and resonance. Passive voice can be complicated, wordy and
cloud the meaning of a sentence.

Active: We provide tools to help consultants and corporations improve.

Passive: We have been helping consultants and corporations by providing them with tools for
improvement.

Presenter Titles
Job titles for speaker listings, trainings, webinars, etc should be listed as:

Person’s Name, Job Title, Company
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Tone of Voice and Writing naBIRKMAN

Positivity

Positive psychology is the backbone of our business. At our company, the glass is half full. We should always strive to make a
positive, uplifting impression by using an optimistic but pragmatic tone. Choose words, actions, and descriptions that evoke
positive emotions and allow the reader to envision a positive outcome. When working on product differentiators, stay true to
who we are by remaining positive. Instead of talking negatively of another solution, seek to elevate our own work by employing

a positive and productive angle.

Don't: Unlike MBTI, we don't put you into a broad personality type to describe your perceptions and behaviors.

Do: We measure personality on a truly individual level. Your scores are in-depth and specific to you, capturing the individual
perceptions and behaviors that shape everything you do.

Letter Casing

Upper casing is an acceptable complementary style in typography but should typically not be used for more than 1-3 words.
Longer phrases and full sentences in upper case can come across as unpolished and unprofessional. Worse, in some
cultures some people see upper case lettering as ‘loud’, like being yelled at or talking across a crowded room. Longer
phrases and title headers should be done in Upper Lower Case.

Avoid: HOW TO USE BIRKMAN FOR TEAM EFFECTIVENESS

Acceptable: TEAM CASE STUDY, How to Use Birkman for Team Effectiveness

|
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Tone of Voice and Writing naBIRKMAN

Bolding

When bolding to emphasize copy, we shouldn't bold too many words in a row. Serial bolding can be counterproductive due to
decreased readability. Instead, we should bold the few words that highlight the essence of the message by providing a visual aid
that is conducive to skimming. Data shows that skimming is how most people interact with digital content.

Hyperlinks and Calls to Action
Digital hyperlinks for calls to action should follow these best practices:

* Link in line to the relevant action words or target content when possible « Don't link an entire sentence
or phrase * Don't use upper case for the purpose of a hyperlink CTA to stand out

Acceptable: As part of our leadership content series, we're excited to share our new eBook for download.

Avoid: As part of our leadership content series, we're excited to share our new eBook for download.

Acceptable: Download our new eBook to see the latest updates and best practices related to team building.

Avoid: We're excited to launch our new eBook to see the latest updates and best practices related to team building. DOWNLOAD
NOW.

Acceptable: Our new eBook will brief you on the latest updates and best practices related to team building. Learn more or
download it here today.
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Font Guide
Birkman University TS NEY ROMAN

DEEPEN YOUR INSIGHT. EXPAND YOUR IMPACT. WORK SANS

Color Guide

BLUE CREAM GOLDEN PURPLE
#203472 #F8F8F3 #FFCD4D #4A0A61
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