Brand Book

Official identity guidelines

Powering the flow of global financial services. /\T T R U S
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The Brand

Who AT TRUS is, how we got here, and what underpins our market authority.



POSITIONING

Who is ATTRUS

ATTRUS is the financial infrastructure that unifies the flow of
international transactions between businesses.

We are not a consumer fintech. We are not a bank. We are the layer that connects
markets, currencies and local rails — with the security of a regulated institution and the
speed of a modern platform.

Powering the flow of global financial services.

ANCHOR DATA

+35

countries connected via local rails

2023

first regulated Payment Institution for FX in Brazil

Brazil - Mexico - Colombia - Chile - USA

operational presence - Argentina coming soon



TRAJETORIA

Our story beganin 2017

Founded by three partners with a clear goal: to close the innovation gap in payments between
developed countries and emerging economies.

2017

THE BEGINNING

Three partners found
the company to
revolutionize payments
in Brazil.

2018-19

INTEGRATIONS

Clients in more than 10
countries and US$ 2
billionin TPV.

2020

FEATURE
EXPANSION

Expands beyond
payments, integrating
fraud prevention.

2021-22

LOCAL OPERATIONS

Reaches Colombia and
Chile. 350% growth in
2022.

2023

REGULATORY
MILESTONE

First regulated Pl for FX
in Brazil.

2024

EXPONENTIAL
GROWTH

+220% TPV - +37%
client base - +260%
revenue.

2025

SUSTAINED GROWTH

H1 surpasses full year
2024.



BRAND ANCHOR THE BRAND -

Manifesto

The economy is global, but the path of money is still fragmented. Each country, currency and regulation creates a different way of doing the same
thing: paying and receiving.

We exist to simplify financial operations between countries, reducing the complexity that makes it hard for businesses to operate beyond their
borders — offering clarity, structure and consistent support.

Where the world sees borders, we draw routes.

We face every challenge as a natural part of the evolution of our business and our clients. We believe proximity is a genuine differentiator and we
uphold transparency as a principle. Our focus goes beyond technology: we work to remove barriers, expand borders and enable opportunities —
so businesses can operate with safety, predictability and efficiency.

Somos a ATTRUS, a infraestrutura financeira que unifica o fluxo de transacoes internacionais entre empresas. We deliver simplified transactions,
controlled risk and structured international operations to sustain consistent growth.

05



CHAPTER 02

Essence

What drives us, how we behave, and the territories we choose to speak about.




FUNDAMENTOS

Our essence, our strength

Mission

To revolutionize the way
businesses handle the global
payments market.

Vision

Our unwavering focus on client
satisfaction and success drives us
to deliver innovative and
technological payment solutions.

Goal

Sustainable Growth: Growing is
essential, but growing sustainably
is what defines us.

Philosophy

Global Perspective, Local Action:
Being global is not just a goal, it is
our way of operating. With a global
vision, we adapt our strategies to
meet the local needs of each
market.




PILARES CULTURAIS

Our values

O 1 Commitment to Results O 2 Collaboration

Emphasizes personal and team responsibility and effort to Complementarity: each person has a unique and
deliver. complementary role.

Reinforces each person's commitment to the company and its Everyone is needed to complete the company.
results. Alignment and integration of talents.

O 3 Continuous Development O 4 Excellence

Constant learning and improvement. High performance.

Growth and development. Quality.




WHAT WE DELIVER

Our promise

More than moving money, AT TRUS delivers structure. Predictable operations. Guaranteed compliance.

Frictionless scale.

\ S v

Operational predictability Regulatory compliance Scalable by design

Stable rails. APl integration. Consistent response Regulated payment institution, auditable Infrastructure built to grow alongside the client,

time. processes, native control. without rework.



HOW WE BEHAVE

Our personality

Four attributes that organize how AT TRUS thinks, speaks and presents itself at every touchpoint.

Approachable

To always be within reach and genuinely
connected. The brand speaks in a human,
direct and accessible way. Avoids jargon
and pomposity. It stands beside the client,

not above them.

Reliable

We deliver what we promise, we are solid

and convey security. Projects firmness

without sounding heavy or bureaucratic.

Uses terms that show solidity, with a touch
of lightness.

Adaptable

As a team, we adjust solutions to the
reality of each operation, meeting the
specific needs of each client in an
environment of continuous

transformation.

Simplifying

We translate complexity into clarity,

simplifying our clients' journey and

delivering structured solutions.




BRAND ARCHETYPE

Archetype: the Sage + the Creator

Every strong brand anchors itself in an archetype — a symbolic model that organizes how it thinks, speaks and acts. AT TRUS combines two classic archetypes.

@ The Sage g The Creator

Seeks truth, values technical knowledge, communicates with precision. This is the Builds what doesn't yet exist, values structure and functionality, transforms vision
stance that underpins our market authority: we don't speak about what we don't into reality. This is the stance that underpins our delivery: rails, platform,

know, and when we do spealk, it is with substance. infrastructure — concrete things, built to last.

CONNECTS TO Reliable CONNECTS TO Simplifying - Adaptable

syNTHESIS  We deeply understand the problem and build the solution — with proximity and clarity.



THEMATIC TERRITORIES

What we talk about

All AT TRUS communication — website, social, sales, events, content — anchors to four thematic territories. They
ouide what is worth saying.

Infrastructure Markets Results Team & culture

How we build, why it matters, what Latin America, local particularities, Numbers, cases, evidence. We Who builds, how we think, what
differentiates rails from gateways. cross-border opportunities. grow because we solve. drives us.




CHAPTER 03

Verbal ldentity

The name, taglines, tone of voice and vocabulary that make ATTRUS recognizable across
every channel.




NAMING

ATTRUS

ALWAYS IN UPPERCASE NEVER ABBREVIATE NEVER TRANSLATE

A unified ecosystem of financial services. AT TRUS represents the unique
structure that connects markets, currencies and operations in a single
platform.

Externally, the name gains meaning when accompanied by clarity. That is
why we use descriptive taglines to contextualize who we are and what we
deliver.

ATTRUS correct form — in any context

never in sentence-case
never in lowercase

never abbreviated




INSTITUTIONAL ENDORSEMENT

Our tagline

/\ I I R U S Powering the flow of global financial services.

WHEN TO USE WHEN NOT TO USE
— Always accompanying the logo on institutional pieces (covers, email signature, OOH). — On very small pieces where legibility would compromise hierarchy.
— Always in English — there is no official Portuguese version. — On low-contrast backgrounds or complex images.

— Can appear separated from the logo by a vertical rule.



MESSAGING SYSTEM

Hero lines

Beyond the main tagline, the brand uses hero lines in campaign pieces and institutional materials. These are short, rhythmic phrases that translate the essence of ATTRUS
into ready-to-use formats.

One system. Built for your flow. Ready for every market.

Unified structure. Local precision. Global confidence. \v Always in English.

Everything connected. Everything aligned. Everything simplified. ™ Short — up to 8 words per sentence.
. . . N Reading rhythm.

Unified. Reliable. Adaptlve. Short sentences, with pauses marked by periods.

N Action or state verbs.
operate - power - connect - structure - scale - route

We structure the complexity. You focus on what moves your business.

v Avoid empty adjectives.

incredible - revolutionary - unique




HOW WE SPEAK

Tone of voice

Our tone of voice is close, institutional, technical, confident, consistent and direct. Each trait of the brand personality is translated into a concrete language guideline.

Reliable

Approachable

HOW IT BECOMES LANGUAGE

Adaptable

COMO VIRA LINGUAGEM

Simplifying

Proximity pronouns (we, you, your
company, your business).

Phrases with a natural rhythm, asif in

conversation.

Avoid robotic or generic tone.

side by side - next to - alongside - as one -
on the same page - in sync - feel free to -
joinus

Structural metaphors (bridge,
foundation, direction).

Avoid exaggerations.

Convey a sense of direction.

LEXICO

pillar - backbone - pathway - track -
foundation - keystone - bridge - compass

Show understanding of different
contexts.

Use analogies.

Allow room for format variation.

Objective sentences, one main idea per
sentence.

Structures that guide reading and
decision.

Eliminate redundancy and excess words.

Firm cadence, without excess

connectives.

LEXICO

structure - route - flow - engine - control -
orchestrate




DO'S & DON'TS

How we speak - How we don't

v WE SAY X WE DON'T SAY

"We're her-e to make your gIObaI payments Simple. That's it." \Ale-araovaae-eHEHhaeo-eageesaitHeonsforvoaHeaanrae A

l'YOur buSinesS goal iS Our goal.ll \YAY R =) Iy et S IS AT RN SY S BN AW SV SraryayYy S NS TO YT E |

"Trust isn't a featur—e. It's Our backbone." \AHe-ara-tha-naact rcalialla larEarina L i A

"We structure your global payments into one clear flow. No friction. Full control." Werevotationize-how-the-wortd-pays<

"Multiple markets. One operation.” A-best-Hh—erass, worte—ctrasspayment

"Less fragmentation. More control." lanaovatina ciceriintina Herancfarmaatng

"BUiIt tO rOUte. Designed tO Scale." | PEETEW- VT R V-V R ITT—OXWH-C S DLW VS ST TP



WORDS WE USE

Our vocabulary

v WORDS WE ADOPT X WORDS WE AVOID

STRUCTURE Revoldeionarto worta—class bestiaclass cdttthgedge garmmechanger

pillar backbone foundation bridge compass pathway keystone Aext-gen jornada famflia sonhe transformarofmtndo liderabsotdto
setucaocompteta

FLOW & OPERATIONS

flow route structure engine orchestrate control settlement FX escala
infraestrutura plataforma transacoes conformidade previsivel auditavel

CLOSENESS

side by side alongside insync onthesamepage asone nextto

WHY Our audience is technical and institutional. Inflated words undermine credibility. We prefer a concrete verb over an empty adjective, and a structural metaphor over a superlative.



USAGE MODELS

Our tone in practice

LINKEDIN - INSTITUTIONAL LINKEDIN - RECRUTAMENTO
"Good results are always rewarding, but more than that, they are a sign "ATTRUS is growing fast, and to keep pace we're opening new positions on
that we are on the right track. Every metric we share today is a direct the commercial team. If you thrive in a hands-on environment, a close-knit
consequence of a conviction we have held since day one: global financial team and real room to build, this might be the right place."

infrastructure should work for any company, regardless of where it
operates or where its clients are."

OOH — RELIABLE + SIMPLIFIER TONE

"We structure your global payments into one clear flow. No friction. Full "Everything connected. Everything aligned. Everything simplified."

control."




CHAPTER 04

Visual ldentity

Logo, symbol, color palette, typography and graphic elements that give language to the
system.




ASSINATURA

Our logo

The wide typographic construction, with geometric proportions and the triangular "A’, visually conveys the
concept of infrastructure — something that sustains, connects and gives direction.

NIl TRUS



APPLICATIONS

Logo variations

Two official versions — one for light backgrounds, one for dark — ensure legibility and contrast in any context.

NT TRUS AN B g =

Dark version Light version

Use on light backgrounds. Use on dark backgrounds.



TECHNICAL RULES

Construction and clear space

The height of the logo's "A" serves as the base unit. The minimum clear space around the logo equals this height
applied to the top, bottom, left and right.

80. 20..

A I I I ; U S The area must be free of any other graphic element, text or image. This

ensures the correct presence and legibility of the brand.



USO CORRETO

What nottodo

X NEVER

2NT T RUS

@ Do not distort.

‘ Do not use opacity.

ncCao4-4>

@ Do not alter the composition.

NAT TRUS

‘ Do not change the color.

AT TRUS

‘ Do not use filters or shadows.

/\TTRUS

@ Do not separate elements.

NI TIRUS

@ Do not use outline.

N RUZ

‘ Do not rotate.

AT TRUS Loremipsum dolor sit amet.
AT TRUS Loremipsumdolor sit amet.
AT TRUS Loremipsum dolor sit amet.

@ Do not use as bullet.

AT TRUS

‘ Do not apply in low resolution.

NATTRUS

‘ Do not customize.

‘ Do not apply on low contrast.



GRAPHIC MARK

The symbol

Extraido do logotipo, o "A" estilizado funciona como assinatura sintética da marca. Usado quando ha limitacao de espaco ou se busca uma presenca mais

compacta.

WHEN TO USE WHEN NOT TO USE

— Favicon and app icon. — Infirst institutional appearance (cover, hero, new

— Repeated patterns and decorative elements. OOH).

— In pieces where the audience may not know the
brand.

— Small merchandise (pens, USB drives).
— Back of business card.

— Physical space signage.

A A

SYMBOL - ISOLATED "A" LETTER_A.SVG



COLORS

Our palette

Four tones ranging from near-black to vibrant blue. Together they express institutional authority, technical depth and digital energy.

ATTRUS Black

Institutional dark background color, maximum depth.

HEX #OFOF1A
RGB 15 - 15 - 26

CMYK 85 - 8 - 60 - 80

ATTRUS Navy

Primary brand color. Logo, institutional headings, solid
backgrounds.

HEX #002142
RGB 0@ - 33 - 66

CMYK 100 - 80 - @ - 60

ATTRUS Royal

Support color. Highlight blocks, illustrations, secondary
backgrounds.

HEX #003399
RGB @ - 51 - 153

CMYK 100 - 85 - @ - 25

ATTRUS Sky

Action and energy color. Buttons, links, graphics,
highlights.

HEX #3399FF
RGB 51 - 153 - 255

CMYK 75 - 35 -0 -0



SISTEMA CROMATICO

How to combine colors

AT TRUS favors dark backgrounds as a visual signature, alternating with white pieces to create breathing room
and reading rhythm.

l Navy & Black dominate high-impact pieces: covers, OOH, closings, institutional social.

Branco creates pause, extended reading and clarity. Ideal for documents, dense slides, platform.

Royal appears in pieces with more energy than Navy, but still institutional.
WHITE 22%
ROYAL - 10% I Sky always as highlight or action. Never as the dominant background.
SKY ] 3,

A cada 2-3 pecas dark, intercalar uma peca branca. O escuro carrega o tom; o branco oxigena.



VISUAL ACCESSIBILITY

Approve

APPROVED

Powering
the flow

NAVY / BRANCO

PROHIBITED

Powering
the flow

SKY / BRANCO

Powering
the flow

BRANCO / NAVY

com

Powering
the flow

BRANCO / BLACK

ROYAL / NAVY

Inations

Powering
the flow

BRANCO / ROYAL SKY / NAVY

BLACK / SKY (TEXT. GRANDE)

REGRA

Every combination must ensure minimum contrast for legibility.
Combinations outside this list require brand team approval.

v Navy text on white — maximum institutional legibility.
v Sky on Navy or Black — CTAs on dark.
X Sky on white for body text.

X Royal on Navy — color vibration.



TYPEFACE

Typography: Lato

Tipografia oficial em todas as aplicacoes. Estrutura humanista combinada a clareza geométrica equilibra

autoridade institucional e modernidade técnica.

Lato

SANS-SERIF - HUMANIST

Light

Regular

Medium

SemiBold

Bold

ExtraBold

Black

ATTRUS

ATTRUS

ATTRUS
ATTRUS
ATTRUS
ATTRUS
ATTRUS

Extended body copy, quotes, captions.

Standard body text.

Inline highlights, links.

Subheadings.

Titles.

Institutional headlines, hero.

Restricted use, high impact.



TYPE SCALE

Text hierarchy

TAG - MEDIUM 16PX

Display
H1 — Title

H2 — Subtitle

H3 — Section

Body — body copy. Lato Regular works well in long reads, maintaining
legibility on screens and in print. Generous spacing is part of the identity.

Display

H1

H2

H3

Body

Caption

Tag/ Label

ExtraBold 800

Bold 700

SemiBold 600

SemiBold 600

Regular 400

Regular 400

Medium 500 - caps

120

72—-80

4448

28—32

2224

18

14-16



VISUAL SYSTEM

Graphic elements

Beyond the logo and symbol, the brand has two elements that give language to the visual system.

O1 Rounded triangle

Form derived from the logo's "A". Applied to covers, dividers, backgrounds
and patterns. Can appear in any palette color and at different opacities to

create depth.

aa NI

APPLICATION ON NAVY BACKGROUND

v Always as support — never replaces logo, text or photo. N Can be cropped at the edge, suggesting continuity. N Maximum 2 instances per piece.



BACKGROUND RESOURCES

Patterns and textures

To create atmosphere and depth in denser pieces, the brand uses two background resources.

O1 Dot pattern

Dot matrix suggesting connectivity and network. Applied at low opacity in the background.




CHAPTER 05

Image Direction

How we handle photography, iconography and diagrams — so every image reinforces the
brand's sobriety.



VISUAL DIRECTION

Photography

Real people in professional contexts. Sobriety, focus and presence — never obvious stock or artificially happy scenes.

TO AVOID

g

Heavy artistic filters (vintage, vignettes). - Artificially increased saturation. - Stickers, emojis or childish elements applied over photos.

01

02

03

04

05

Composed posture

Thoughtful gazes, restrained gestures. Never forced smiles.

Corporate environments

Offices, meeting rooms, urban facades. Natural light when possible.

On-brand tones

Blues, grays, neutrals. Avoid saturated warm colors.

Breathing composition

Negative space is part of the image.

Authentic diversity

Different ages, ethnicities and genders, without theatrics.



ICON STYLE

lconography

Geometric, with a thin stroke and uniform weight throughout the family. Reinforces the brand's technical and

structured reading.

Style
(0))
Al — g @ O Linear (outline), never filled.

Corners
Slightly rounded.

Default
Navy on light - White on dark.

S K & o

<> dD

DO NOT USE

Weight
1.5-2px, uniform.

Base grid
24x24px - 2px padding.

Highlight
Sky for action or energy.

. G ‘ Filled, multicolor, 3D — all break the system.



PRODUCT VISUALIZATION

[llustrations and diagrams

AT TRUS does not use decorative illustrations. Every illustration serves to explain an operation, a flow or an
architecture.

Operation flows Concentric diagrams Organizational structures

Pay-in, payout, FX — the path of money. Platform as a hub connected to multiple actors. Hierarchy and relationships between teams.

CONSTRUCAO \ Official palette colors.  \« Linear icons from the official family. ~  Thin connector lines (1-1.5px).  \« Text always in Lato.




CHAPTER 06

Applications

The brand applied across touchpoints: stationery, digital communications, social, OOH
media and platform.



PRINT MATERIALS

Stationery

Minimalist pieces, with the logo always in an upper position and generous white space. Elegance comes from restraint.

NATTRUS CARTAO DE VISITA

NTTRUS

Dear, Mr. John Doe

Lorem ipsum dolor sit amet. Et quaerat galisum ut corporis magnam aut voluptatem fugit hic voluptate
quia id officiis enim. Ab consectetur excepturi vel atque animi ut pariatur optio et inventore vitae non
necessitatibus iure. Ut facere enim qui facere quisquam id molestias ipsam aut excepturi nesciunt a
nulla autem non asperiores distinctio.

Qui minus repellendus in iste rerum vel quasi ratione a sunt corporis et ullam alias non perspiciatis quasi Y

qui sunt rerum! Non facilis dolores rem placeat dolore eos velit enim eos illo voluptas et ducimus J h S t h
quibusdam. Aut quaerat quia vel autem sint ex tempore autem quo dicta placeat et aliquid quibusdam 0 n m I

quo nihil fugiat. Et iure asperiores At eligendi rerum quo inventore sequi aut illum voluptatem aut mollitia
molestiae eos iste consectetur.

NAT TRUS

attrus.com
Account Manager

Cum fugit expedita nam eligendi ducimus et perferendis repellendus! Ex modi consequatur qui facilis
sunt eos reiciendis commodi sed optio omnis et porro fugit.

Lorem ipsum dolor sit amet. Et quaerat galisum ut corporis magnam aut voluptatem fugit hic voluptate +OO OO OOOO OOOO

quia id officiis enim. Ab consectetur excepturi vel atque animi ut pariatur optio et inventore vitae non
necessitatibus iure. Ut facere enim qui facere quisquam id molestias ipsam aut excepturi nesciunt a

nulla autem non asperiores distinctio. jo h n .S m ith @att r- u S.CO m

Qui minus repellendus in iste rerum vel quasi ratione a sunt corporis et ullam alias non perspiciatis quasi
qui sunt rerum! Non facilis dolores rem placeat dolore eos velit enim eos illo voluptas et ducimus
quibusdam. Aut quaerat quia vel autem sint ex tempore autem quo dicta placeat et aliquid quibusdam
quo nihil fugiat. Et iure asperiores At eligendi rerum quo inventore sequi aut illum voluptatem aut mollitia

molestiae eos iste consectetur. B A C K

Cum fugit expedita nam eligendi ducimus et perferendis repellendus! Ex modi consequatur qui facilis F R E N T E
sunt eos reiciendis commodi sed optio omnis et porro fugit.

Lorem ipsum dolor sit amet. Et quaerat galisum ut corporis magnam aut voluptatem fugit hic voluptate
quia id officiis enim. Ab consectetur excepturi vel atque animi ut pariatur optio et inventore vitae non
necessitatibus iure. Ut facere enim qui facere quisquam id molestias ipsam aut excepturi nesciunt a
nulla autem non asperiores distinctio.

Qui minus repellendus in iste rerum vel quasi ratione a sunt corporis et ullam alias non perspiciatis quasi
qui sunt rerum! Non facilis dolores rem placeat dolore eos velit enim eos illo voluptas et ducimus
quibusdam. Aut quaerat quia vel autem sint ex tempore autem quo dicta placeat et aliquid quibusdam
quo nihil fugiat. Et iure asperiores At eligendi rerum quo inventore sequi aut illum voluptatem aut mollitia
molestiae eos iste consectetur.

Cum fugit expedita nam eligendi ducimus et perferendis repellendus! Ex modi consequatur qui facilis
sunt eos reiciendis commodi sed optio omnis et porro fugit.

Lorem ipsum dolor sit amet. Et quaerat galisum ut corporis magnam aut voluptatem fugit hic voluptate
quia id officiis enim. Ab consectetur excepturi vel atque animi ut pariatur optio et inventore vitae non

necessitatibus iure. Ut facere enim qui facere quisquam id molestias ipsam aut excepturi nesciunt a
nulla autem non asperiores distinctio.

Rua Senador Milton Campos, 35 | 14° Andar | Nova Lima - MG/Brazil | CEP:34006-050 | +55 3131956300

A4 LETTERHEAD



PROMOTIONAL MATERIALS

Brand merchandise

Institutional items used at events, team integrations and relationship actions. Each piece maintains the brand's sobriety — no excess elements, no

ornamentation.

GUIDELINES FOR CREATING MERCHANDISE

Logo or symbol — use the isolated "A" symbol on smaller objects. The full logo when the format Colors — Navy, Black or Sky as backgrounds. White or Sky for the brand element. Never use colors
allows. outside the official palette.
Finish — prefer matte, embossing or screen printing. Avoid glossy or finishes that clash with the Simplicity — one element per piece. No illustrations, gradients or ornaments. Sobriety is part of

identity. the identity.



SLIDE TEMPLATES

Presentations

All commercial and institutional presentations follow the same system. There are two official templates.

TEMPLATE 01 Investors - partners - formal content TEMPLATE 02 Proposals - events - pitch

Institutional - clean Commercial - impact

POSICIONAMENTO

Powering the flow of + 2 600/
global financial services. O
We connect global businesses to Latin America's payment network. revenue growth in 2024.

NTTRUS ATTRUS - 2026 NT TRUS

Required slide masters \« Cover - Contents - Divider - Standard content - Full-image - Data (large numbers) - Closing.



DIGITAL COMMUNICATIONS

Social media

LinkedIn is ATTRUS's main social channel. Pieces follow a consistent visual system, with controlled variation between formats.

|mprovements
that enhance
the client
experience

New portal

Operations and
transactions unified
Inasingle place

NPS 9

A reflection of client
satisfaction and trust

NTTRUS

“We wanted companies
to be able to do

without dealing with
all the local
complexity.”

Stephano Maciel,
CEO of ATTRUS

the future

Click the link in the
caption to apply.

Square feed
1080x1080 - institutional posts.

Vertical feed
1080x1350 - data and quotes.

Carrossel

Up to 10 cards - product and
cases.

Profile cover

Banner - tagline + graphic
element.

Institutional — dark
background (Navy or Black).

Product — light background
with Sky highlights.

People / culture — photo with
blue overlay, human tone.



OUT-OF-HOME MEDIA

OOH media

On large-format pieces, we prioritize one message per piece. Short tagline, logo present, supporting graphic element. The rest is breathing room.

NATTRUS

Structured to
scale globally.

Horizontal billboard Roll-up banner Display OOH
Impact format. One message, one graphic element, logo present. Navy, Royal or Sky backgrounds with Vertical format for events and indoor spaces. Logo at Digital or print display for institutional spaces and
institutional tagline in prominence. top, central message, tagline at bottom. trade shows. Dark background composition with

tagline in prominence.



INTERFACE APPLICATION

Platform and product

The ATTRUS platform interface reflects the brand's values: structure, clarity and control. Product design is a direct extension of this manual —
not a separate territory.

ATTRUS PORTAL -

OPERATIONS PLATFORM

Ul PRINCIPLES

® Light background as the operational standard — extended legibility for intensive platform use.

® Split-screen login — form on a light background left, institutional Navy/Royal message right.

® Type hierarchy — identical to the scale defined in this manual (Display, H1, H2, Body, Caption).

® Sky #3399FF — exclusive to primary actions: confirm buttons, active links, highlighted charts.

® Navy #002142 — main text, headers, navigation structures and sidebar.

Neutral grays — secondary text, card backgrounds, borders and separators. Do not use brand palette colors in this role.



CLOSING

Brand governance

This manual is a living document. Every application of the ATTRUS brand — internally or through external suppliers — must follow the guidelines described

here. Adaptations require prior approval from the brand team.

01
Responsibilities
- Marketing / Brand — guardian of the manual, approval of

pieces and exceptions.

— Internal teams — correct use of official versions in all

communications.

- Suppliers and agencies — receive this manual and source
files before any delivery.

02

File repository

Logos (SVG, PNG, PDF) in all official versions.

Lato typeface — fonts.google.com/specimen/Lato

Templates Keynote - PowerPoint - Google Slides.

Palette .ase for Adobe - .clr for Sketch/Figma.

Editable mockups and graphic elements.

03

Brand contact

Questions about brand usage, adaptation requests or
approval of new pieces.

mkt@attrus.com

AT TRULIS | AtTrRUs.COM

Powering the flow of global financial services.



NA\T TRUS



