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1. OUR STORY



WELCOME ON
OUR JOURNEY
TO ZERO WASTE

It is time to revolutionise the deal with waste. To save as
way we deal with waste! much waste as possible and
We all know that natural accelerate the transition towards
materials are running out yet we a circular economy. We hope to
are sending more waste than Involve as many organisations
ever to be incinerated, waste and individuals on the journey to
that is a valuable resource. zero waste.

The waste system is broken
and needs to change. Seenons W
60x 20c éa U4 ¥£u- ¢ca e“Uc ca

challenge the way we see and Joost Kamermans - CEO




WE NEED TO
STOP WASTING
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*Circularity GAP Report, 2023



MATERIALS ARE RUNNING OUT

We only have 1 world..

..But we are using 3,6!

*Earth overshoot day NL 2023



TIME TO WASTE




MOST PEOPLE THINK AT SEENONS WE
IN STRAIGHT LINES THINK IN CIRCLES




Vision

We see a world
without waste
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Aed é0aecd axieecda Uae O4dabgda; E
Mission
We are building a platform,
bringing together organisations to

save waste and accelerate the transition
towards a circular economy
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How we achieve
our mission

We embrace change
We don'’t stand still

We're open to changing the way we do things. We pivot and iterate.
Mistakes are part of the journey, they help us to learn and grow.

We take ownership

We do not hide behind emails

We keep to our word. We work smart and do the right thing.
A U 2e aaWed@ pro-active - we show our customers we are doing our best.

7 We dare to be different
= We don’t accept the status-quo

We challenge the industry. We have the courage to think outside
cU@ O0aéyY ca aObp@ ¢cUP UadaeaeUORY daeaUORT Oax UeR®

We are In it together

We cannot make impact alone

We do business for good

We’re not here for our own egos

We make decisions that further the mission. We believe that building

O 384 ¢cOORY OéxVUa@aeae Oax UOéUAU daaeUclUéy Uaad0Oc¢ L
We don'’t claim to be perfect, we tell a true story.

We are kind and respectful. We celebrate the successes and have fun.
We build for all users, not for ourselves. Only together we succeed.

13



WE CALL OURSELVES

#
#
-
-
-
-
-

WASTE WARRIORS
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OUR PROMISE To change the way we see 60xecUAU RPaxeae Uad adxec aRO00O

and deal with waste is a huge waste as valuable materials to be

task. It requires system (and saved, to accelerate the transition

mindset) change. It requires to a circular economy and
W E DA R E TO B E guts, determination & courage protect our planet’s resources.

to challenge the status-quo. We

dare to take on that challenge. We cannot do this alone. We have

D I F F E R E N T That makes us different. to do this together as a team and
0 together with others.
We also deal with waste
] differently. We’re not interested in Our brand promise relates to our
W E R E A L L A B U T more waste, we're interested in mission and our values.
SAVING WASTE.

TOGETHER.

15
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Head
Heart
Wallet

What we need to

be happy warriors.

Wallet ——
We are rewarded
UcU OBag cea
(ownership &
wellbeing) and
recognition

P rE
R S ata S R e B
S, A e o = ,
o S - IR SLE, B WA AR AR Y

St LR IYEEELCN R ¥ kAL n.l.u.n“xn-"i‘-"" e BIPR
ot bk b kadanan ok sl e 2

= 2

_{,,111_%?:%. v ':‘
- T 2oy e
S T Sy LJE-:"’

Head

B

‘.“' Fovnd ot r o ,E“, B i A R R
R BN EERE LR SRR R o R
o k. 3
ﬁ::i"“\kg‘dﬂ@\“\# o n A, v
e g 5 & L o
o \‘._‘\.'l{: N %
B, il a3 - 3
o Lk o 'd".'i" 4 Sk ’ e
bt 5" 1 o " ) "
..u'%:x'-z-:h}.ﬁ. ‘Qgé.__ . : Ll
‘;ﬁ\,:ﬂx{\%i\‘t ';\h‘l oo o
‘1\.fﬁ\bakﬁ}:}a}l.{?_}._._?\.!\,,ﬁ?.,._
_.t‘.‘\ﬁ%g\m\i-h\'g:;;q;_{-\,x-_\-‘\'.'h.
.';?.55_"?%a,}"ﬁxﬂ;yﬁ.éh}.pek_b\_c.ﬁ
R S R R g R
R TR, Q-“H-Q'Qé.f\}.gﬁhq%
Pt pa i TR St s dadaaddag
TN daatimd i dala daddadatdgg
‘\.!'?‘\'QEQQ{‘§:$\.\ﬁ"iu-h'}.\’.-‘:“'fn*_
TRt SRR R ARty
] P, o
’~":ttqf\'iité".1}-"'..%‘:'-\."-' R & %
:1‘-“\“&%\1‘-%*?‘k‘{“}'ﬁ*-'u-'.\-e:;;_.;w\\“«\ AT
3 % ' ] \ , ¥,
P daaa T e R e R R AR R A L A A DA R T R
:?»Fi‘"Q‘I:Egﬁ-“'f\iﬁﬂ‘:ﬂ‘:?:t‘-.‘:-“3:"'<<¢Q¥Q‘\\wu*““‘\{\v+1¢~}*:_¢'
o e T R o T T T e AN T

We grow and develop
our skills and knowledge

Heart

We belong and we
are connected to the
values & purpose
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3. TONE
OF VOICE
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3.1 Elevator talk

What kind

of product

or service
do we
offer?

Seenons

IS a
plaftorm
to save
waste

What
kind of
company
are we?

Seenons
IS a tech
company.

What
would you
say In the
elevator?

At Seenons our mission is
to save as much waste as
possible. We are building a
platform that brings together
organisations, all those In
the waste chain, matching
organisations that have waste
with those that re-use waste
to accelerate the transition
towards a circular economy.

19



3.2 Let’'s talk about It

RULE 1

We talk to people

« Even though we'’re a tech company,
even though we’re selling to
organisations, we’re targeting human
decision makers. People!

e We use ‘we’. We make it personable but
professional. We don’t use acronyms
that people do not understand

RULE 2

Tell the story first

right story for the right audience
* No tech jargon, less words is more

RULE 3

Make It different

e CORR ¢cUD @xcadl aeseci AObPD xeadd b Wese diffé@nt. People like us for

who we are

 We're not afraid to look or say
something different

* We keep it positive and make it fun

20



We are We are not

B2B > Marketplace

Organisations > Businesses

Platform > Enterprises

Platform fee > Tech-Platform

Easy to use > Start-up

Growing > App

Innovative > SAAS

Pioneers > Sustainable

Positive > Green or Eco

Independent > Clean-tech

Inclusive > Waste Management Company
Trustworthy > Recycling company
Transparent > Logistics company or transport
1IR@eUORYD X company

Tech-company > Orchestrators

Ambitious > Monetizing

,éagPacee > A unicorn



3.3 Slogans we like to use NO TIME TO WASTE
TOGETHER FOR AVASTE-FREE WORLD WE'RE ALL ABOUTSAVING WASTE
TOGETHER ON AJOURNEY TO ZERO WASTE ~ GOODBYE WASTE,HELLO MATERIALS

,CU@ Yaedaagi 00a 00 4082a4a0RUigx 0OaeRx O O UUU¢ Uad %cAY O 4Ux@ Uad COBxeRO BcOa

WASTE IS ONLY WASTHF WE WASTE IT THE BEST WAY FOR YOUR WASTE

22
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Lineair logo = Main logo

This is the linear logo, and the preferred logo for

- Horizontal compositions

- When you need a small size logo

- To ‘sign’ something with our brand, like emails, documents, slide sho WS etc.

4.1 Our logo

The seenons logo represents the combination

between circularity, tech and people:

 We thrive to accelerate the transition
towards a circular economy. We want this
ambition to be visible in our logo, since our
logo is the core of our identity. Therefore the
logo is a circular shape Compact logo

C Ugd auoiaaiu ac AU A= cCa ¢ Ug %) OU R This is the compact logo, which is the preferred logo for:

that enables circular waste management - When the linear logo doesn’'t work in a composition
The logo includes the word ‘ons’ which - Vertical compositions, when the logo is the main element of a composition

(S) seenons

means us

=

You can download the full logoset here (kﬂ )

&
Seenons




-y @ seenons ~
, o= > = = ( -£4é aa !¥aa ~£4é aa l¥aa
\ , ) s V V I I ] I I s Minimum logosize Fingerprint icon
~£38¢é aa |¥aa For placements smaller than
S’ ~f£aaéci¥aa

White space Minimum size

This is the main logo, it needs some space to be clearly visible. To keep the logo readable, it should not be used too

Therefore please keep in mind the whitespace around the logo. small. Therefore, there is a minimum size to keep in mind:

This whitespace Is scalable and applicable to any d esign, whether ~f3dec¢c!¥aa eUxg); EV0ga cUQ RaUa agPxaxe ca O eae@x |
It is an online social post, or a printed banner. 2a0RRP4E 2UigY c0@ aUuU@azalac 004 00 exedx;

25




Logo colour

Both logo’s can be used in 3 different colours, depe nding on functionality and background.

Always keep a good contrast between the logo and the background colour.

SSCNONS SSCNONS

Seenons green Seenons dark green
The preferred option. Can only be used on Used when the logo is displayed on a light
white backgrounds background or when the Seenons green

doesn’t match a colour composition

White
On dark backgrounds only

26



27



Our green Is iconic

It is fresh, vibrant and supports our mission. We use it
for all kinds of elements, from the colour of the logo to
background elements.

The colour palette

Green is our identity, but it doesn’t make us unique. That’s why we use

different kinds of green, to create a high brand recognition. Additionally :
60 exe@ ORePY éUUOU PéedddaeaePde daaU0eae a&ORDA Oax ¢’
matches our tech product. We combine these colours with a lot of white
space, which symbolises that we are transparent and open.

Using our palette

Our palette can be used in many colour combinations. As a general rule,
the Seenons green always needs to be present in a design. You can add
the ‘Dark green’ colour and one or two secondary colours. Almost all
colours match and give enough contrast, but try to avoid using too many
dark colours since our brand is clean, light, open and fun.



Primary colours

‘P - green’ is our main colour, supported by ‘Dark
green’. Make sure to always use these colours in
any design, combined with a lot of white. The CTA
Pink colour is used for Call to Action. CTA's have to
stand out and therefore we carefully use pink in
other elements like details in illustrations.

Secondary colours

In addition to the ‘P-green’ more colours can
be added to a design. You can choose any of
the Secondary colours, as long as the contrast
is high enough between the colours and the
design represents our brand: clean and fun.

Background colours

White is the standard background colour. To add
dynamics, colour circles can be added in the
other background colours.

White
HIfFfff
CO MO YO KO

White
H#Ifffff
CO MO YO KO

P - Green
# 00a891
C80 M5 Y55 KO

S - Green
#a8eld7
C35 MO Y20 KO

BG - Green
#ebf7f5
C10 MO Y5 KO

P - Dark green
#005461

C90 M55 Y50 K25

S - Dark green
#80aab0
C55 M20 Y30 KO

BG - Grey
#edf2f5
C8 M4 Y4 KO

P - Blue
#34b3c3
C70 M5 Y25 KO

S - Light blue
#b6e5f0
C30 MO Y10 KO

BG - Blue
#e9f7fa
C10 MO Y4 KO

CTA - Pink
#fcafrd
CO M80 Y25 KO

S - Pink
#fea7be
C0 M45 Y10 KO

BG - Pink
H#ffe5eb
CO M15 Y4 KO

Accent colours

Use these colours only when

you need more contrast, for
@eOadR@ Ua UdlalUee;

A - Orange A - Green
#ffae3e #b2e38c
C0 M40 Y80 KO C35 MO Y55 KO

29



Gradients

To create motion and depth, we use gradients for
llustrations. Gradients can be used for primary,
secondary and action colours.

100% Accent orange to
50% Accent orange

30
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4.3 Typography

Aéd Uaac Ue Aadalae; EQ e U
elements as headings and bodycopy.

Poppins is a Google font and therefore
easy to use. If this dont doesn’t work,
you can use Roboto or a sans-serif font
as a back-up font

Poppins bold
only for bold statements

AaBbCcDdEeFfGgHhli
JIKKLIMMNNOoPpQQqRr
SsTtUuVVWwWXxYyZz
12345678907!

Poppins regular
for bodycopy

AaBbCcDdEeFfGgHhli
JIKKLIMMNNOOoPpQQgRr

AxeCcEeEEEeEEEIIl

12345678907!

Poppins semibold
for headings

AaBbCcDdEeFfGgHhli
JIKKLIMMNNOoPpQQgRr

EeCcEeEEéEeEEIII

123456 78907!

Poppins italic
only for ‘guotes’

AaBbCcDdEeFGgHhli
JIKKLIMMNNOoPpQgRr
SsTtUUVVWWXXYYZz
12345678907!
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Text sizes
ED éa2@d xUUUBAaDac eUigdae Oax a&ciRdeae ca O
dédai x@aeUU4 au C a &

ag0cgUAaUrQaEOFTRABEVUBAACHTE A aBAY AA@G@ e CUZA0 Ua(G@ adacal
Uigi pnéec U@ 08axCca @@ @z DxPB88-A DRaca @@ Ua cOEC|

STATEMENTS Headline 1

Style: bold Size: No restriction Line height: +14pt (e.g. 70pt font size, 84pt) Spacing: 30 Style: semibold Size: No restriction Line height: +14pt (e.g. 70pt font size, 84pt) Spacing: 0
Headline 2 Headine 3

Style: semibold Size: No restriction Line height: +10pt (e.g. 50pt font size, 60pt) Spacing: 0 Style: semibold Size: No restriction Line height: +6pt (e.g. 22pt font size, 28pt) Spacing: 0
Vaac aaxeoO C Uaa COEc Footnotes and sidenotes

Style: regular Size: No restriction Line height: +5pt (e.g. 22pt font size, 28pt) Spacing: 0 Style: regular Size: No restriction Line height:  +3pt (e.g. 15pt font size, 18pt) Spacing: 0
Bodycopy standard Bodycopy bold

Style: regular Size: No restriction Line height: +8pt (e.g. 18pt font size, 26pt) Spacing: 0 Style: semibold Size: No restriction Line height: +8pt (e.g. 18pt font size, 26pt) Spacing: 0

33



Text colour
CU® abU4a OaRrRaed au cgeéc Uae cUG daUalai Oanraea R-0ap ©
A N R . A o~ o Ao o )
aeAaaQ AaOAO\?ae\U ae |§.e, OO? e xUUUGBaddac Oallaease ED x¢ Text on dark backgrounds
Uaa OalRlaea eaeOUY Ua cQeéc- EOUCO Use cU0@ OaRAGA cA éae
dark backgrounds. When contrast

is too low to use white, you can use
dark green

Dark green is the main text colour
CUg aOUa Oanraea au ¢c@eéc Uae RA
iae aR00@ ¢Péc aa O e0U¢@ a4 RUUU¢g Oaraeagx OOOPUAACAX

.08b °cadgdaa; Rélie &y

Use seenons green for highlights
When you want to highlight an important word (or a few) in a phrase,

you can use the ‘P - Green’ to make those words stand out. You can
use the green in all headings, and in the ‘bold bodycopy’ style.

Use pink for

When you include a hyperlink, you can use the ‘CTA Pink’ colour.
CU@ aUab Ue ¢cUQaQUA&AD aaRi ée@x Uad ¢ax@aRUAaAdx ¢c@éc ¢cUO¢ UaxUOOc@ae O RUAD;
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Thisis O4& @ eé O aaffa@orrect structure,
starting with heading 1

Here we have a short introduction, that introduces the Another heading 3 for easy navigation
document subject or the key takeaways. This is slightly larger After an optional heading, you can start writing your bodycopy. Hil idelic
than the regular bodycopy and in medium. Ciis ea dolupta is totaqui _dis idia sitionet molesti busaperum _as ut eser | erum restis eicatio
Jea 48> TE0A0 c RAC 0aa Oex0a Uaela CAC O C A4 rrumenis remporepro que sandt_J.nd\ rim‘dur]tuim,qu‘e ,derferl o t, cuﬂm faccup.t.. o ) -
If you want to include a Y 1ae O0Oa eax@@dallUa®d cUY cdéc Oax aOpbg Ucg C° al
_ _ aturior ibusam, comnis simod ma nus quunt elia dolorep erferfernam nos
Use heading 3 to make your text easy to navigate 40w a44@@x0 UBax0Bac B6 Paoc Otc ade @@ 0B Uale BmcacaxOd x
After an optional heading, you can start writing your bodycopy. Hil idelic agUea aed Oec Ox aelae Uea 4eUx 4600 0agaea dal0Ucy =ea aele
totaqui dis idia sitionet molesti busaperum as ut es ererum restis eicatio a00eacOayY a0c Bé Oc Taec éBRTec Béa UaOcUAY F§arlUa UdagOes
rrumenis remporepro que sandund anduntiumque derfer it, cum faccupt Ut que nati re nisi aspero ipicaborest eosam di derferi sequiae.
aturior ibusam, comnis simod ma nus quunt elia dolorep erferfernam
invella sum landae doluptur, solor rem est, ellorrum volum qui sus, to v endi
corporem. Ut quis autem viti consed et hil ius sae volorrunto est iunt es
totaqui dis idia sitionet molesti busaperum as ut es ererum restis eicatio dole.
“Do you want to add a quote? These can be in italic.” Using dark
backgrounds?
Your bodycopy can include an important and therefore hightlighted word . Then you can use
voloreium que aut ad quis ium quid quae saperum enihit, sum quis eos cUg 0ad cBéc ac
eea PeaRU¢c a00eacOayY a0c ¥e B¢ Paec éPORBaec Béa UAOc! but then in white
unt estiate plitam intur? Intia pratium ut lab ipsun ti quuntio occullitiur modi

oditam hit quo od et voluptur? Cea de niendipsum aceribus ea oreceptam
@ a0elUa oea gaeacUeae aelU;
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4.4 Visuals



Our people are our strength
We show our people. They are the
ones driving the tech!

4.4.1 Pictures

We use pictures as much as possible
to keep communications personal,
fun and clear. Our best known

brand assets are our waste warriors,
who are the best combination of
gearOUalau é0eaec® éUcU O Ue
while also making our service
personal. In every communication
item, we would like to add pictures of
our waste warriors.

The waste warrior pictures can be
used with their original background,
or on another secondary or
background colour as a cut-out.

0000 0
AR BN BN BN BN 24
Y X
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Our photography shows who we
are. We photograph real people
and real situations. The pictures
we use are light, clear and
simple, to support our story. Our
goal: our brand is recognisable
In every photo or video

We use pictures to:

e Showcase our waste warriors

 When we want to show the
Impact of waste on the
environment

e Show our software with a
personal touch

e Show cases of our current
d04cadaeyY ca éUxeORRI ¢
how waste management is
done in certain industries.
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4.4.2 lllustrations

Our illustrations are clear, easy to
understand and created with the
Seenons colour palette. To keep
llustrations vibrant and attractive, we
mostly use gradients. The ‘Seenons
green’ doesn’t have to be used in every
llustration, but be mindfull that the
llustration needs to be recognisable as
part of the Seenons brand.

We use illustrations when pictures
are not available or when we want to
address product features. We do not use

e0adgddaxelUace AU 468 2aUcé0agyY éeg dearOUa
UZOced@ae Ua O ®2UaanRU @x URResecalOcUaa;

We use illustrations

When we cannot use a picture

When there is no personal touch

aPDx@Px ca PeaROUA ORPDadacee
EUD4 é0 e =2UaanRU @x aalOb edea
Data insights

Infographics

lcons

Scheme’s and diagrams

©)

Jugh.
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4.4.3 Combining pictures
with lllustrations

Seenons is a tech company,

but we are also a personal and
approachable organisation. That’s
why we want to keep our tech
simple and easy to understand.
We support that by combining
tech features with waste warrior
photography to emphasise this
personal element.

When a personal element in an

Illustration Is visible, a waste warrior

picture is used for this element
In the illustration. We never use
llustrated persons.

40



4.5 Shapes

41



4.5.1 Circles

We want people to think in circles to accelerate the transition

towards a circular economy. Therefore, the perfect shape that
represents our business is a circle. Circles are th e main shape of
our designs, in models, images and as illustrations.

42



4.5.2 CTA's 4.5.3 Rectangles

The round shapes are also incorporated in our CTA’s As a contrast to the circles, we also use rectangula r shapes for pictures
and buttons, which have full rounded corners. Oax Oaéaej EQ xa dac éx @ daeax@x 0adagdaae Uad O0ai ag0cOaURD;

Primary CTA (only on white or light backgrounds)

Secondary CTA (only on white or light backgrounds)

Secondary CTA (on P-Green backgrounds)

AFaDd0OP ca 04 J¢
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4.6 lcons

44



4.6.1 Photography icons

We use pictures as icons for waste streams and
assets, to make them the most recognizable.
Preferably the images are placed on a white
background or a light background colour.
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4.6.2 lllustrated icons

To clarify concepts and USP’s, we use
llustrated icons. We use the Sharp Line
iconset, which is characterized by both
circular shapes and straight corners.
The icons can be used in the colours

‘P - Green’ on a white background,

‘P - Dark Green’ on a white or light
background or in white on a dark
background.
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ENOUGH
OF THE TALK.

LET'S SAVE
SOME WASTE!




TOGETHER FOR A
WASTE-FREE WORLD

(S) seenons
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