The Rabobank ldentity

Rabobank has its roots in
cooperation: the bank was
founded more than 100 years ago
by farmers who wanted to bear
the risks of credit collectively.
What they were unable to do
individually, they succeeded in

Rabobank dedicates all of its
knowledge and skill to being the
Netherlands’ best, most client-
oriented and innovative financial
institution. These efforts have
been successful: Rabobank is the
market leader in nearly every

You can achieve more together
than alone

As a cooperative, Rabobank
knows all too well that you get
much farther together than you
ever could alone. Our cooperative
concept is integrated into our

Rabobank wants to be a driving
and innovative force, and one
that contributes to sustainable
development of prosperity and
well-being, based on the common
interests of people.

Rabobank has been a leading
brand for more than 100 years;
not only in the Netherlands, but
throughout the world, from Brazil
to Australia. This is extremely
valuable because, consciously

or unconsciously, consumers

Committed We want to look
beyond the here and now. We
make a long-term commitment

to our customers and we are there
for them in good and bad times.
Nearby We want to have a place
in our customers’ lives and play an

The conditions that everyone at
Rabobank must meet are:

— integrity

— respect

— professionalism

— sustainability

Our current visual identity was
developed in 1995. At that time,
the company was in need of a

new visual identity, because the
bank had grown and changed.
Rabobank had become a friendlier,
more personal bank.

Local banks 152
Offices 1,100
Cash machines 3,100
Number of members 1.7 million
Number of customers 7.5 million
International branches 603
Number of countries 33

doing collectively. That cooperative
spirit has always been the basis of
our brand.

eading

“Design Management is responsible for Rabobank’s visual

area of financial services in the
Netherlands. Moreover, Rabobank
is also one of the world'’s few
private banks with a Triple A
(AAA) status.

products. Consider, for example,
the Generatiehypotheek, in which
parents help their children to
secure a mortgage, or the local
networks of local Rabobanks,

where we bring people together.

appearance. For many years, Rabobank’s own powerful

design has given shape to the Rabobank identity and

distinguishes the bank on an emotional level. Because

many banking products and services differ very little in

terms of content and quality, emotional aspects are more

significant. The goal is for our design to be inspirational,

both for our own employees and for the various target

groups in the market.”

Piet van Schijndel, Executive Board

Communication monitor

Rabobank continually gauges Image of Rabobank
what effect design and
communication management
has within the organisation. We
use this information to adjust
our approach, for example,

to customer satisfaction and
the brand values Committed,

Nearby and Authoritative.
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Trendwatching

Many employees are continually in search for new developments. Tracking these
developments down in collaboration with Design Management at an early stage
enables Rabobank to develop innovative products and services.

Research

Rabobank is one of the founding fathers

of research into design effectiveness in the
Netherlands. Rabobank continuously conducts
market research and adapts its design based
on the results. This research enables us to
advance design as a field of study. We also

frequently carry out pre-tests during campaigns

to determine if, why and how the design
contributes to the campaign. This is consistent
with our cooperative working method: we
give the customer a chance to have a say. For
the design of new bankcards, for example,

we consulted with customers and members
frequently to achieve the best possible result.

Communication Days

During these annual Communication Days, all
marketing and communications employees

of the local banks meet. They appreciate

the attendance of external speakers and

the Executive Board. Together, they discuss
Rabobank’s communication policy. In addition,
the new developments in the design policy
are also discussed, and previews or reflections
on the visual quality of the communication
methods are on the agenda.

Internal branding

Internal branding plays an important role in
keeping employees informed and involved. To

this end, the ‘brand passport’ (Merkpaspoort) was
introduced, for example, which helps employees

get acquainted with the brand and the design

in an accessible manner, and also with their own

behaviour towards the customer.

Piet van Schijndel, Executive Board

Rabobank

‘'Samen bereik j
meer dan alleen’

Rabobank

Vision of Design Management

Design Management is supported at the highest level of our
organisation. Rabobank is a service provider and as a result it is
crucial that we make our intangible services as tangible as possible.
In order to enable us to make the difference in the market.

Design is the most effective tool for achieving this aim. Rabobank

worldwide continually choose for
strong brands.

active role in them.
Authoritative We want to help

our customers strengthen their
position by supporting them with
innovation, inspiration, knowledge,
expertise and vision.

role for Design Management

Design makes the difference

Design Management must also continue to make the difference
in the teamwork with colleagues. In relation to developments
concerning fields such as Marketing, Purchasing, ICT and Support
Services, Design Management ensures that Rabobank’s visual

identity is safeguarded and that the design develops in step with

devotes attention to its clients in order to help them to fulfil their

personal goals and ambitions. Not only our logo, but also all of
our other communications make our identity visible. This spans
the entire spectrum from photography to tone-of-voice and from

shapes to visual identity colours.

the emotional needs in the market.

Design Management plays a leading role in the process of
innovation and development. And as a bank it is absolutely vital
to remain relevant and unique. This is a key aspect relating to new

products, services, buildings or objects such as new bank cards and

cycling team uniforms.

Design ensures emotional distinction. It gives shape to who
Rabobank is and what Rabobank stands for. An up-to-date and
relevant design demands ongoing development and refinement.
Design embodies the potential to stir all the senses. Both for clients
and our own employees. We transform Design Management into
something that belongs to all the colleagues within Rabobank.

Rabobank

Executive Board

Number of employees 60,000
worldwide

Source: www.rabobank.com

The Executive Board performs a steering role in relation to Design Management as a
division of the Communications Department. Communications/Design are included
in the Chairman of the Executive Board'’s portfolio.

Design Management as a driving force

Design Management is a component of the Communications Department, which in
turn is connected to all parts of the organisation. This makes Design Management the
driving force behind the projection of the Rabobank identity. Our design, our brand
mentality, is in the hearts and minds of all Rabobank employees, which is why we do
not operate by focussing on guidelines, but on a clear vision of Design Management

and our core values.

Self-management

Design Management is organised in such a way as to enable the local branches

to work independently with the corporate style. A single central design manager
makes the house style — and the thought process behind it — available to the directly
involved communication employees of the 152 independent local banks.

CommunicatieShop

The CommunicatieShop is the Marketing Resource Management solution to make all
knowledge and tools in the field of design available to all professionals at the local
banks digitally via an intranet. With this tool, Rabobank is at the forefront in the field

of MRM.

Using the intranet, corporate style building blocks and applications are
communicated and logos, illustrations and photos can be downloaded. The intranet
also makes it possible to develop marketing material in a standardised and auto-
mated manner and to make the material available. This enables local banks to create
their own marketing and means of communication for themselves.

Building blocks of the brand

The corporate style is defined by building blocks, such as the logo, the basic colours,
the photography, brand fields and the typography. All of these building blocks
together project the identity of the Rabobank. The logo of the person on the sundial,
for example, puts the central focus on the person. In the photography, as well, the
focus is on people, depicted in their own environment. And the corporate style
colours, orange and blue, emphasise both sides of Rabobank: friendly and personal
on the one hand (orange) and professional and businesslike on the other (blue).

Dichterbij

Noordoostpolder-Urk

Rabo steunt sporters
van Bant tot Beijing

Afscheid Jelle Stienstra algemeen directeur
Paralympische Spelen Thea Limbach uit Emmeloord
16 juni Ledenvergadering met Cees Veerman

Thomas Dekker

Startende ondernemers hebben
meer succes met de Rabobank. Rabobank

Templates

lNnnovative products and services

With Internet banking, the customer is not
bound to a place or time. They can simply do
their banking from home. More than half of
Rabobank’s customers use Internet banking
at least once a month. Rabobank has won the
Website of the Year Award multiple times in
the category of Finance. We owe this success
to the clear design that is well-suited to the
Rabobank style.

For years, Rabobank has sponsored cycling,
field hockey and equestrian sport. We not only
sponsor the world class athletes and talents,
but also youth and recreational sport at a local
level with funding, knowledge and networks.
Design Management has played a leading role
in the development of the overall image of the
cycling team and others.

The customer accesses Internet banking
using the Random Reader, which is designed
entirely in the Rabobank style. For the blind
and visually impaired, we have developed the
much larger Random Reader Comfort with
speech function.

Rabosport.tv is a special website for the latest
news about the Rabosports, and features
videos, interviews, training courses, a cycling
shop and a weblog. Design Management
provided the right look, as a result of which
visitors immediately associate the site with
Rabobank.

With ‘Rabo mobile’ (Rabo Mobiel), customers
can do their banking from their mobile
telephone. The customer makes calls at an
affordable rate and the banking is completely
secure.

With the Rabo iTour, cycling fans can stay up
to date on major events such as the Tour de
France and Vuelta. Using a special application
on the iPhone, fans can follow each stage
live. The application shows the names of the
racers, the teams and nationalities.

To transfer money by SMS, customers do not
need to log in to their bank account. They
simply send a text message to the person who
will receive the funds they want to transfer.
That way, Rabobank is just a text message
away.

Rabobank uses a fun way to teach kids
between the ages of four and seven how to
handle money. We engage the children based
on the experience with the Fairytale Tree as

a sub-brand of De Efteling Theme Park. They
are given a premium package containing

a piggy bank and activity book about the
Fairytale Tree that lets the kids take part in the
adventures of the Fairytale Forest dwellers.
Rabobank and De Efteling are both A-brands
that have a powerful image and that reinforce
each other in a logical manner.

Rabobank is present on various online
communities with avatars, which function as
virtual advisors. The avatars are more than
mere pictures: there is an entire corporate
style behind them. In this way, Rabobank
targets young people, among others.

Rabobank is committed to demonstrating
that it operates nearby its clients. We have
the expertise required to take good care of
valuable possessions. This fact gave rise to
the Rabo Locker. Based on this idea, Rabo
Lockers have been installed on the beach
that people can use to store their private
belongings. Design Management played a key
role in optimising the total experience of the
Rabo Locker. It now features a recognisable
Rabo design and the user pays with his or her
Chipknip that can also be loaded in the Rabo
Locker.

Dichterbij

Tilburg en omstreken

Krezip in Rabobank House
Exclusief ledenconcert

Peuters zijn overal gelijk: prijs voor Kinderstad
De huiskamer van: Frank van Pamelen
Ledenraad: vacatures, ledenpakket en een goed rapportcijfer
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Dichterbij is the magazine for members of the
local banks. Using the innovative templates,
the local bank prepares its own Dichterbij.
The magazine appears four times per year

in a total run of 1.2 million copies. Without
the CommunicatieShop, it would never be
possible to compile Dichterbij in this way.

For the customer, we promote innovations
and we offer services that contribute to the
sustainable development of prosperity and
well-being. One example is the Herman
Wijffels Fund. Internally, a great deal of
attention is paid to making business processes
greener. The environmentally friendly FSC
paper is a major part of all printed media.
Making the wrapper of the magazine
Dichterbij of biodegradable materials was
an initiative of Design Management.
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Using templates, employees can produce letters, presentation, business cards and
factsheets in the proper manner. Using advanced tools, advertisements and the
members’ magazine Dichterbij are created. The format is fixed, but people are free
to add their own text and photos as they see fit.

Design Management is responsible for a
special facade policy. Both our wholesale and
retail clients frequently come into contact
with Rabobank communications on the street.
Rabobank taps into an extremely extensive
library containing thousands of physical
elements to ensure that Rabobank branch
offices and ATMs are optimally visible in the
streetscape.

A brand is never finished and a design is
never finished. Driven by its urge to innovate,
Design Management will continue to steer
Rabobank forward and in doing so will

claim ‘agenda setting’in relation to a range
of extremely decisive factors. There is, for
example, a crystal clear image of the physical
bank environment of the future. Based on
this vision, the virtual world and the physical
world are united in an environment in which
the client independently decides what form
the relationship with Rabobank will take. This
is how we demonstrate that we are leading,
involved and nearby.




