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The AMC brand’is not just
a logo. It is the Command’s
identity. The heart and
soul of the mission. A

collection of visual assets

- that when used consistently

and correctly across all
communications channels
creates an enduring,

memorable message.



1.2 BRAND POSITIONING

The AMC brand positioning conveys the
heart and soul of its mission in one concise
statement:

Providing America’s Warfighters with the
Decisive Edge

The AMC brand is
DOMINANT

As the Army’s lead materiel integrator, AMC impacts

or has a presence in all 50 states and 150 countries.
Manning these organizations is a work force of more
than 69,000 dedicated military and civilian employees,
many with highly developed specialties in weapons
development, manufacturing and logistics.

POWERFUL

The U.S. Army Materiel Command is the Army’s premier
provider of materiel readiness — technology, acquisition
support, materiel development, logistics power
projection, and sustainment — to the total force, across
the full range of joint military operations.

ENDURING

Army Materiel Command (AMC) was established in
1962, combining the Army’s technical services and
industrial capabilities with a single focus — to support
America’s Armed Forces. We serve as the exclusive point
of integration between an organic industrial base and
tactical operations.
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1.3 WHY STANDARDS ARE

IMPORTANT

An effective brand
communicates a consistent,
unified story which helps
build internal and external
recognition and trust and is
the key to creating a clear
image of an organization.

These graphic standards

are intended to be used as
a guide. Following these
standards will ensure that all
AMC communications will be
consistent. While designed
to be flexible, veering from
the standards set, could
lessen the impact of our
brand and dilute its value.
To achieve this, our layouts
and presentations should
be clean and modern, with a
personal human touch.

The following guidelines
provide clear information
about the building blocks
of our visual systems such
as logo, color palettes,

and font selection. Also
included are guidelines for
co-branding with the AMC
logo. We hope this will be
particularly helpful to our
MSCs. The guidelines have
been specifically developed
to be easy to use while still
allowing for creative freedom
within a fixed framework.

In order to build a powerful
brand identity, it is essential
that all employees and our
external vendors refer to
these guidelines whenever
new communication
materials are produced.

How to use this guide

This document is your
guide to consistently and
effectively portraying the
AMC brand. It is intended to
provide you with information
to present the brand

in a variety of common
situations.

Contact

While this document should
answer the majority of
brand usage questions,

we recognize that there

will be instances where
these guidelines will not

be sufficient. If you have
additional questions, please
contact:

AMC Public Affairs
256.450.7000

or 256.450.7219
HQAMC.amcnewsservice@

amc.army.mil

THE AMC BRAND | 6
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The AMC shield is one

of our Command’s most
valuable assets. It is a core
component of the Command’s
brand and distinguishes AMC
from all other U.S. military
groups. Proper use of the
shield reinforces the brand
gpd-iereases itsivalueOie Fig. 2.1a 2-Color AMC Shield with
approved electronic versions black border

of the logo should be used.

Never use scanned logos.

Figures 2.1a-d show the
approved versions of the
shield.

The digital logo files can be
Sl alcaded rom A tley Fig. 2.4b Color AMC Shield with
website. You can also request beveled edges and
these files from: black border

AMC Public Affairs
256.450.7000

or 256.450.7219
HOQAMC.amcnewsservice@

amc.army.mil

Fig. 2.1c Grayscale AMC Shield Fig. 2.1d Black and white AMC
with beveled edges and Shield with black border
black border

AMC BRAND GUIDELINES
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Figures 2.2a-c demonstrate
the recommended distance
between the Shield and

the Command Title. These
examples represent the only
ways that the title can be
displayed together with the
AMC Shield. The title typeface

is Trajan Pro Bold and the size

of the text is equal to one US ARMY

sixth of the Shield height. MATERIEL
COMMAND

Fig. 2.2a A distance of 1/8™" of the Shield height between the AMC
Shield and the Command title when stacked and centered
below

U.S. ARMY MATERIEL COMMAND

Fig. 2.2b A distance of 1/8" of the Shield height between the AMC
Shield and the Command title when centered below

Fig. 2.2¢ A distance of 1/8" of the Shield height between the AMC
Shield and the Command title when arranged to the right

AMC BRAND GUIDELINES
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When using the AMC Shield
on a page or website, always
maintain a minimum margin
of at least 1/4" of the Shield
height. Figure 2.3a shows
the proper margin around the
Shield.

When the Command title is
used with the Shield, it is
considered one element.
Again, always maintain a
minimum margin of 1/4™ of
the Shield height around the
entire element as displayed in
figures 2.3b-c.

AMC BRAND GUIDELINES

January 2012

2.3 MINIMUM MARGINS FOR THE
AMC SHIELD AND COMMAND TITLE

1/4th

of I\
Shield -
height |

Fig. 2.3a The AMC Shield with a margin of 1/4™ of the Shield height
on all sides

MATERIEL
COMMAND

Fig. 2.3b The AMC Shield together with a Command title below the
Shield with a margin of 1/4™ of the Shield height on all sides

U.S. ARMY
s | COMMAND =

1/4th of Shield height

Fig. 2.3c The AMC Shield together with a Command title to the right of the
Shield with a margin of 1/4™ of the Shield height on all sides

OUR LOGO | 10



The AMC Shield must always

be reproduced consistently
and accurately to maintain
the integrity and strength
of the brand. Figures 2.4a-f
demonstrate common
mistakes in displaying the
AMC Shield.

Fig. 2.4a The AMC Shield should never be stretched either vertically
or horizontally.

B <

Fig. 2.4b The AMC Shield should Fig. 2.4c Never rotate the
never be transparent AMC Shield.
on dark backgrounds.

Ny

Fig. 2.4d Do not modify the approved type arrangement.

Fig. 2.4e Do not modify the Fig. 2.4f Do not modify the
typefaces. AMC Shield colors.

AMC BRAND GUIDELINES
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An MSC should co-brand their
externally facing documents
and digital files (web,
advertisement, collateral,
etc) to accurately position
themselves as a subordinate
command to AMC. This
relationship is important to
accurately and consistantly
display by co-branding the
elements in this fashion.

It is important to maintain a
consistent arrangement of
the AMC Shield in conjunction
with other elements. The
Major Subordinate Commands
are under the umbrella

of AMC and are required

to maintain the same

general branding guidelines
established for AMC.

AMC BRAND GUIDELINES
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Ny,
Szt

TACOM Insignia SDDC Insignia

CMA
N

CMA Insignia

ACC Insignia JML LCMC Insignia

U.S. ARMY

RDECOM

TECHNOLOGY DRIVEN. WARFIGHTER FOCUSED.

AMCOM Insignia RDECOM Insignia

CO-BRANDING WITH THE MSCs | 13



3.2 AMC SHIELD AND MSC INSIGNIA
USAGE

When using the AMC Shield
together with the MSC or
other insignias, a 1/4" Shield ol e
height is maintained between —T =
the insignias and a vertical

rule is placed between. The
vertical rule should equal
the width of the black border |\
around the AMC Shield.

sn%éﬁje?;m
The height of any MSC

insignia should be equal to
the height of the AMC Shield

Fig. 3.2a A distance of 1/4" of the Shield height between the AMC
Shield and the MSC Seal with a black rule centered between.

Figures 3.2a-b demonstrates Lo e
- 1 height insignias

the proper display of the AMC -

shield with the MSC insignias.

4D

1/8th of
shiéld height
£

- g S
,,,,,, ZFNNN
T4 /{ paN

,,,,,,,,

Fig. 3.2b A distance of 1/4" of the Shield height between the AMC
Shield and the MSC Seal with a black rule centered between.
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Figure 3.3 demonstrates

the proper distance and
relationship between the U.S.
Army logo and the AMC Shield
or any other MSC Insignia.
Any insignia height should be
90% of the U.S. Army logo
and maintain a distance of at
least 40% of the width. For
more information concerning
usage of the U.S. Army

Logo, please refer to the
ARMY Branding Guidelines
document.

AMC should co-brand their
externally facing documents
and digital files (web,
advertisement, collateral,
etc) to accurately position
themselves as a subordinate
command to the U.S. Army.
This relationship is important
to accurately and consistantly
display by co-branding the
elements in this fashion.

AMC BRAND GUIDELINES
January 2012

| 0.4xt
) Army Star ¢

<+

AMC and
MSC
insignias
are 90 %
of U.S.
Army Star
Logo

height
|

Logo width

AR

TAV U.S.Army Star Logo width

b

Fig. 3.3 The AMC Shield height should equal
90% of the US.Army logo height.
Maintain a gap of 40% of the U.S.
Army logo width between the logo
and any other insignia.
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The AMC Shield has two
primary colors — PMS 187 red
and PMS Reflex Blue.

In addition there are approved
secondary colors for use as
highlight documents

AMC BRAND GUIDELINES
January 2012

AMC Primary Colors

AMC Red

Pantone 485C

xX=<ZO0

0
95
100
0

R 220 HEX
G 41 #DC291E
B 30

Black Conversion: 90% Black

AMC Blue

Pantone Blue 072C

c 100 R O HEX

M 88 G 28 #001CAS8
Y O B 168

K 5

Black Conversion: 75% Black

AMC Secondary Colors

HEX #000000

C 40 R 96
M 70 G 57
Y 100 B 11
K 50

HEX #603913

HEX #O003E7E

HEX #585958

C 40 R 155
M 45 G 133
Y 50 B 121
K 5

HEX #9B8579

HEX #004990

HEX #939598

HEX #0054A4

AMC COLORS | 17






Consistent application of type
will improve the recognition
and recall of the AMC brand.
Display or primary headlines
should always be set in
uppercase Trajan Pro Bold.
Secondary headlines should
be set in Franklin Gothic Bold
and body text should be set in
Franklin Gothic Book upper and
lowercase.

Layouts should always be clean
and evenly balanced, avoiding
heavy blocks of text or busy
and illegible combinations

of text and imagery. To keep
text consistently tight, kerning
the Franklin Gothic body text
should ideally be set at -10
and manually adjusted to
achieve equal spacing between
characters where necessary.

PLEASE NOTE:

All copy should follow the AP
style in all instances. For digital
communications, e.g. Web site
live text, e-mail newsletters
and PowerPoint presentations,
we recommend using Arial as
the substitute body text font
and Arial Black for titles and
headlines.

AMC BRAND GUIDELINES
January 2012

5.1 AMC TYPE FONTS

PRIMARY HEADS & TITLES - TRAJAN PRO BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

SECONDARY HEADS & SUBHEADS - FRANKLIN GOTHIC BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

BODY TEXT - FRANKLIN GOTHIC BOOK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ALTERNATE TEXT - ARIAL
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890

TYPOGRAPHY | 19




To ensure a consistent
appearance of our typeface in all
communications and marketing
materials, it's important that

we get the leading and tracking
right and try to avoid extreme
spacing.

For body copy, the leading should
be ideally between 120% and
150% of the type size.

For headlines, the ideal leading
is between 90% and 100% of
the type size.

AMC BRAND GUIDELINES
January 2012

5.2 LINE SPACING & LETTER SPACING

AN EXAMPLE OF TOO TIGHT LEADING

AN EXAMPLE OF TOO TIGHT LEADING

This is an example of body text s ranklin

Gothic Book where the line sp

Gothic Book where
tight. This is an
Gothic Book w

Ieadmg%zls too

tight. This is an example of ext set in Franklin
Gothic Book where the li acing %Ieadmg%zls too
tight. This is an examp ody text set in Franklin

e spacmg geadln is too
le of body text set in Franklin
the line spacing (leading) is too

AN EXAMPLE OF TOO TIGHT TRACKING

This is an example of body text setin Frankiin
letter spacing (tracking) is too tight. This is
in Frankiin Gothic Book where the
ThlSlsanemmpleofbody
letter spacing (rackd

n Frankiin Gothic Book where the

AN EXAMPLE OF TOO LOOSE TRACKING

This is an example of dy
text set in Frankli
Book where the
(tracking) is
an exampl

er spacing
loose. This is

body text set in

TYPOGRAPHY | 20
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The AMC Brushed Aluminum
background when used
together with design elements
such as the AMC Shield and
photos of our fighting forces
become a critical part of the
AMC brand, representing
strength and determination.

The following are examples
of printed materiel using
the brushed aluminum
background.

AMC BRAND GUIDELINES
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The AMC “Clover Leaf”
represents the four Core
Competencies of the
Command: Equip, Sustain,
Integrate and Enable. Together
with the AMC Shield, this
clover leaf design represents
another element of the AMC
brand and is to be treated
like the AMC Shield, with the
same design guidelines. The
order of the circles and text
should never be altered.

AMC BRAND GUIDELINES

January 2012

EQUIP

ENABLE SUSTAIN

INTEGRATE

Fig. 6.2 The AMC Core Competencies ‘Clover Leaf’ with the embedded
AMC Shield.
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The AMC “5-Lines” represents
the five ‘Lines of Effort’

of AMC. When used as a
background element together
with the AMC Shield and other
AMC design elements, is part
of the AMC brand.

Fig. 6.3 The AMC “5-Lines”

YARLE SIS

r
4

Prowiding A arica’s Winrfightar

wilth e Docisive Edge

W amc.army.mil
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7.1 POWERPOINT TEMPLATE

@ | @ This an Example of the Title

Aborum faceperum guatus audisti derarror aut ipsunt.

Sedios illguias solorum guas eles voluptat et lam rempore minctur
Ibusandi ¢

n 1:I:;::[12? @ l This Is Another Example
" Tra nons ol Of a “tle

®  Aborum faceperum quatus

audisti deromor aut ipsunt.

PowerPoint
templates are
available on the

AMC website for all ® Sedios iliquias solorum
the MSCs: gquas eles voluptat et lam
’ rempore minctur ibusandi

http://www.amc.army.mil/pa/ eon estio.

2l - -.."

branding.asp ®  consedisguae non rectio L= | -F, ] ll"
omnisgui doluptascto tota . §

porepud lassed magnatur. [ B

Click here to download a PowerPoint template.

AMC BRAND GUIDELINES
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Fact sheet templates
are available on the AMC
website for all the MSCs:

- ARMY MATERIEL COMMAND
Gnad 4400 MARTIN ROAD

REDSTONE ARSENAL, AL 35898
WWW.AMC.ARMY.MIL

http://www.amc.army.mil/
pa/branding.asp

The mission of the U.S. Army Security Assistance
Command is leading the AMC Security
Assistance Enterprise; developing and managing
security assistance programs and foreign
military sales cases to build partner capacity,
supporting COCOM engagement strategies and
strengthening U.S. global partnerships.

USASAC, which traces its origins to the Army's
technical service era, was designated a major
subordinate command of the U.S. Army Materiel ARMY MATERIEL COMMAND
Command in 1975. The command implements 4400 MARTIN ROAD
approved U.S. Army security assistance programs, REDSTONE ARSENAL, AL 35898
including Foreign Military Sales of defense articles WWW.AMC.ARMY.MIL
and services to eligible foreign governments.
USASAC is responsible for life cycle management of
FMS cases, from pre-letter of request, development,
execution and closure. The command manages
approximately 4,000 FMS cases valued at more
than $69 billion. USASAC also manages the Army’s
co-production program. In addition, USASAC is
responsible for Army security assistance information
management and financial policy and provides
policy, procedure and guidance to the Army security
assistance community. The command is also
increasingly responding to the Overseas Contingency
Operation, support of U.S. government emergency
assistance, humanitarian relief and United Nations
peacekeeping operations.

Security assistance is a national program supervised
and directed by the State Department. In conjunction
with the White House, Congress and the Treasury
Department, military security assistance programs
are executed by the Department of Defense (DoD).
Security assistance promotes regional stability,
deters aggression, maintains alliances, enhances
coalition partnerships and disseminates democratic
values between the United States and its allies.

Irity Assistance Command

| il Redstone Arsenal, AL 35898
* SOUTHCOM 256-450-5727
256-450-5679

* Afghanistan/ Iraq i
www.usasac.army.mil

PROVIDING OUR FORCES WITH THE DECISIVE EDGE!

Click here to download a Fact Sheet template.
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Press Release templates are T e >
available on the AMC website . =——

for all the MSCs:
http://www.amc.army.mil/pa/
branding.asp

= U.S. ARMY MATERIEL COMMAND
INIEVVSSRESEAS

FOR IMMEDIATE RELEASE Jan. 21,2011

WHAT: Army Materiel Command (AMC) Band Headquarters Ribbon Cutting,
featuring LTG James Pillsbury, followed by tour of building

WHEN: Monday, January 24th, 10:30 a.m.
WHERE: AMC Band Headquarters, Building 3713, Redstone Arsenal, AL

RSVPTO:  Boyd Collins, no later than Friday, January 21st at noon.
256-975-7558 or 256-842-9828, boyd.collins1@us.army.mil

MEET: Media should arrive at Gate 10 (Patton Road North) no later than
10 a.m. on Monday, January 24th.

The U.S. Army Materiel Command is hosting a ribbon cutting for the new AMC Army Band Headquarters on
January 24,2011 at 10:30 a.m.

The 16,082 sq. ft. state of the art facility includes a large rehearsal room, individual practice rooms, music
library, instrument storage, repair and cleaning, uniform locker rooms and band administration offices.

Members of the band have relocated from Aberdeen Proving Ground, MD and this ribbon cutting marks the
first completion of an AMC BRAC 2005 construction project at Redstone Arsenal.

Ground was broken for the band facility on Jan. 12, 2010 and was the final AMC construction project for BRAC
2005.

** [ TG Pillsbury, Deputy Commanding General of AMC and CW4 Peter Gillies, AMC Band Director, will be available for media
interviews following the ceremony.

NOTE: Media wishing to cover the event should RSVP to Boyd Collins, AMC Media Relations, at (256) 450-9375,
cell: (256) 975-5536, or boyd.collins1@us.army.mil no later than Friday, January 21st, noon. Media must arrive
at Gate 10 (Patton Road North) no later than 10:00 a.m. on Monday, January 24h. A current and valid driver
license, proof of vehicle insurance and vehicle registration are required for installation access.

ARMY MATERIEL COMMAND | 4400 MARTIN RD. REDSTONE ARSENAL, AL 35898 | WWW.ARMY.MIL/AMC

Click here to download a Press Release template.

AMC BRAND GUIDELINES
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Business Card templates are

available on the AMC website Your Name .
your.name@conus.army.mil
for all the MSCs: 256-450-9496 or 9497

http://www.amc.army.mil/pa/
branding.asp

4400 Martin Road U.S. ARMY
Redstone Arsenal, AL 35898 MATERIEL
COMMAND

PROVIDING THE DECISIVE EDGE

Check out HQAMC online!

Website: http://www.amc.army.mil

BRAC Blog: http://hgamcbrac.wordpress.com

Twitter: http://twitter.com/hgamc

Facebook: http://www.facebook.com/armymaterielcommand
Flickr: http://www.flickr.com/photos/armymaterielcommand
YouTube: http://www.youtube.com/HQA

U.S. ARMY
MATERIEL
COMMAND

Click here to download a Business Card template.

AMC BRAND GUIDELINES
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7.5 BRIEFING COVER SAMPLES

The Briefing Cover template is
available on the AMC website:
http://www.amc.army.mil/pa/
branding.asp

Click here to download the Briefing Cover template.

AMC BRAND GUIDELINES
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Trifold brochure
templates are
available on the
AMC website for all
the MSCs in Adobe
InDesign:

http://www.amc.

army.mil/pa/
branding.asp

Amus mollaboribus quo maionse quodit et fugiant iorrum vendi
doloria ndandae es quae nonesci odit imperruptam faccum et
quias eum que es event volor aut aliasit empore verferit.

Tendel illa quiatum vel ipsum re coratis experion porum dusciis

int hicit aboribus por accusa dolorep ereremq uatecti con cum

consedis reictor isitaturit od eaquid et ut accum invendam et
vene prae rest, auda volor.

Modiatiore quos et et litior solore voluptiatem volupti ossint
omni dolore sunt undis con res ellent odiam ipsunt que adi od
que il mil ipidita tecusap ellaborum re reicia vidipsunturi dolor
sitiissum quiae nonecumgue vendi corestem quideni hillorum
fugit, conseces moleceperit in ent, officat pro comnimus aut
exerit aut re, volorem ipsam ad que venda volorehendae con
num labo.

Subhead
(Subhead 2)

Oviducienis voluptatur molenditas nem et vento et ipsum

ilit faccume velestia volupta nus inus et est, int, nonseniti
tem volorrunto dolum non restiae voluptas asimoditae qui
net ut vendicia es unt fugias ute verit ipsant ium suntis is
re pro magnis dolorioriae volore perrunt et es inction nectati
onserrum lianime ndioren diciist eum quostem ut elique vel
eius nectatur?

Nesequatet mi, offic te porehenia quae prectistis simporem
idipsaped quasped evenim quam qui dolesequas ipitas

sed magnimp quiatur? Lectati
voluptat rest lautem explit, ipsaes se porio quiam, consequasi
totamus quam quodita volupta turempos dolore minctat
urepedit, alique arum utae et exceptatum net abore suntis
ventur aruptam usandi ut erro.

Ne volupta quibea dent is aut qui totatem dolupta tinvere
mporectemquo erovide rrumet asintur se nulpa ipit ditaturit
odis vent volest, ut res eicieni mporese ntectior sit etus mo
esti vendipit rempores nullicatis anisit acepudis dolorep.

PROVIDING OUR FORCES
WITH THE DECISIVE EDGE!

\

Subhead
(Subhead 2)

Aliquam facimil iquatia voluptatiur magnis magnimustios deb-
itistibus di omnis as unt, conseni reperum derupid maximaio.
Nem elent maximol orerum dest, ommo ius asimintor simos
reheniment vendam etumqui simust pel mollaut ipsam eos
quae volupta tquat.

Ovid ma volorum ium simus ea nis eum inum alique veristi
ntorem nias nemperiones doluptas quiamus venimin perati id
qui ommodipsae dolo elit es estiaspis eribusda pos magnimini
officiet que deles estrum faccabore simusam, vollant re none
omnis eicid qui conse eat min entiis experia digendebis aut
voluptatia et voluptasi bea quatat ex expedip santet, sunt quos
volest pelibus, officiti doluptam, quo dicit, od que nihicietur, om-
nitatia quaecto tatibus qui to cones del explaborro imenimenda
sum deligen digent omnitatils is experum arciam ium hicit mil
iducillaut ium is accus, experrovidel id qui auta con rem viderup
tatiuscia perum reniae. Itas eatem quibus ma quam quibusd
anduntia nonsequo doluptat.

Magnihil leserum iderrorporia dolendaectem fugit assi corrum
que everion coria sedi utem landit veribus perfercia ipic tempel
molutemqui nam rae perchiciis rehendenimi, omni tem vendu-
citae laut ipsam quibus volorepero volesec torerum, quasperita
quo te di utem abo. Ximus.

Udam rentisqui consediam quam, seditem. Ut essimus quatur,
officiis acerepro deligenda quo ipsunt volore odigend itaquatur?

Lo volor as sim doluptam eius, cus nos aut iduciam fugitempe-
dis venis eost evelit aut eate acimus.
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o Ulpa con rem remod mo enturem volupie
nimporem.

o Ipic tem ditat magniminci consequatur ant inciis
sit atur res elique inimolutent veliqui odion
reremporecus estiorempos andame occus, et
quatias.

o Plicae il inctionsed quibus, sed ulpa volupta
temporia.

SIDEBAR SUBHEAD
1. Volestrunt, nonsedipsunt et, se sequibe aquatium
dolut dolupiet.

2. Untoreium assiment et que la iurenimpos mod
quae preprep reprent dolorpos sin cus.

3. Ximporeped maxime nistio coritatem.
4. Epeditas aut veles eatio officiusdae conem qui
omnis.

5. Escidem porrum exeris mod quid qui nonsequi ut
odit aut et ium eatem fuga.

Ota quodi te ad expereptur, ut excerun tibeaqu atiatius nos
ped qui officim sitis simus re seque voluptio. Nequibus nonet
earum aut verit, ut ommolup tatiate mporita corro qui con
ratenim cust, sequam esenis reium alique imus ex et maioXim
fugiam fuga.

Ut maxim dici blaut reriorem qui odis molenem sandige
ndellandi offic tem quod magnatem quam, si dolor mo bea ni
sequatem excea con nima porestores explibu scipisi nciam,
que voluptas estiasit lam eum fuga. Nam corro quam facerae
suntis vitatqu istiuntur andae sunto dolor aut occus re latur.

Subhead
(Subhead 2)

1) Tectet maximusam inum aut omnisti dolore, sent quas del-
labo restiam nobisqui con cullabo rionsequissi optat aspisqui
sit molupti issimos est venim qui quidest hit exceatae
restiatibus, omnim ipidis si cus quo ma aut fugit fugit enis
volorro dolorum autaquidunt quis si inverrum fugitat.

2) Libus con cone dolorumet et ullorrunt.

3) Ovid ullescia sam sediati busant omnihil et hic tem eostem-
peliti none andelibus inus cum, i sit qui berro que molore
pores rehenimpe eium sus.

4) Fugia di core volupta essitat archicaerum as qui dest, tectur
sunt, nem volorep ercius, aut am qui ipsa numenis aliqui
autem labo. Ebisseque con cone et ligenda ndessi conseque
voloris porem se aut faccum que laboris senisincils il mos ra
aligende net ullabor ataectem eatur sed ut ut liquatur sunt
ipsam reici offici con consed qui alit, omnihicit.

Subhead
(Subhead 2)

Inim fugiae vitet verum rerum denis eruptatis doluptis vellam
ilis eumquid ucimodio te cullam nulleni molorem poresci
pictatem adigeni muscipsam quis resequid quidus aligent
endisci pident issum fuga.

Nemoluptatia quae omnis acias eicitat

Subhead
(Subhead 2)

At est, sit porate qui volorest, seque labo. Ut omnihil imus,
cus dios est vitia quae vende si ne nonse vendici nulparchil
ipsuntur? Qui conseque porum vellignihit fuga. Et aut a
consequis es deniendes que enducimus, si quis consedis ut
adi ditatur aut volorporios ipidebis mi, quodi alia que quae
venientur? Hiliquis sum fuga. Et quam volest hitiscipsam aliqui
diae quiam, consenest, consequi nobis doluptas estiore iciunt
aut utempella voles et officiet erchit quibea doluptatem vitatem
qui in nonserchic tem volupta plant, nus molectempore dest, si
officiet qui sitae nit eaquia sum que delendus.

Edi as dolupti acerum sae. Facepudit ariat.

Seditiur mo beriberi sinctecum, ius, nonseriae. Ut mi, sam
et et volorporent verferum quatia quaecto ipsa consequi im

Equat aut aperorist inis mossum rem alibus rem remporecum
doluptur? Quibus et arcia ditempore natur, niandissit, tes-
siminctem is modio et quaepediorat pos magniendit, cus
sectur audanto blaccus nobit faccuptat.

Qui odit faceribustis es nonsequi bersperibus niet paria adi
tem as magnatus, audae. Itati della vendant accuptae mincto
beatiaepe volo que volor mo qui dollendi im etur? Erchil in res
natem et faciates incturesedis doluptatur ad quosaped magni
doluptam, odis quo coribusaes modit ut reptae num faceate
res et qui non nobis perum ut et, volendi autem aut expla
simoditam volum es endellectia iunt ut vendit que qui cuscimo
loribea rchit, aut a volora si doluptat et duciendisti omnimus
andisimpe officia pori ut exceaque inulpar uptatia tiassi bea
am fuga.

Tem lam fugit quaepedi dolorum quistrum fugiaspediam aut
dent, ut dolenis quiaspel maximol oremqui asitem exeri rem el
maio doluptas et auditatinis simil intorem es aut est ent eni-
maxi mporrum hictem res dis exceriam faccus ipsanto dipitis
am que cor assinci llest, ut aceped ut et dis aliquam, quaspici
vid que voluptam, cus et ex et, necti que eumauid utem rem
conse apit eatur autaqui dis et ulluptatium alit et faccatemolut
et fugiam faciis enem verisitem alitia volutem issimin exerit od
entia dit plaboritiis molorum faccupt atiunt dellacc ullorem ut
lam, testi ut magnate seritio riamusc illorro ea voluptatem incto
dest, sam, culluptatqui sumaue cupiendae.

que pore, tem nonsed explignatis ius ullendigni
utem harum eaquas di alit faccaborum utaqui iur re.

Subhead
(Subhead 2)

Enis apedi volupta sum ullandame di ut et, officia quibusantur,
quiaessiti nonseque etur arum volore cum andent doluptamus,
et quo blant, quam endisquist, omnis eatem adio culparuntis
nonet qui cora provitam, cusamet ere consedi occatur, init as
sima quo conempos pore, quamusa sitatecus, quid magnihi
libusam es vera qui il ium explit int ipsam niministrum cuptati
orestibus.

Alignihictem utatius consequiant ullame latur aut estrum fugia
doleces tianimusamus nonest abo. Ut voluptate alibus, et
atem inum volut inctur, omnit, voluptatur, ape porunde lluptat
uritiumquas sandipic tem faccus dolorio molestemped eaque
que volorem hillatiaerum facius ad maxim volorer ferioreres
dior audae. Duntem que doloribust ut endelles molent omnim
que voluptaspis eicae.

Et est ut lab ide volesti tem fugit et, aut acipsum ipsam
eniendignit at illabo. Itaquo idelent quas nullatur sequo ius
dolupta tempor alitionseque si abore nesto et quas con et
quibus, consequam re volupta turerum volentiam quam et
dipidicia quaepraes dolest ullento reressus, sapid eritionseque
pedicidebis magnis expe eturiat emporeseque ventoratus a
quis commolo rioreium eosa velestis et quo.
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