
BRING ING THE BEST OF THE WORLD TO YOU®

GLOBAL BRAND STRATEGY



UNDERSTANDING THE VALUE OF BRANDS

The unique history of PIP makes it that, through acquisition and integration, it has  
become by default a “House of Brands”. This means that it must manage many  
brands while trying to protect and grow the notoriety of each one. Doing this can be  
challenging when one considers that brand notoriety is achieved at the optimal intersect 
of “functional differentiation” and “emotional differentiation”. The higher that intersect 
point, the stronger the brand resonates. Near perfect examples of this are apparent in 
safety eyewear where many leading brands have long-standing roots in other markets. 
While they communicate product quality and functional differentiation, it is their  
emotional differentiation that associates them to extreme sports or iconic personalities 
and ultimately attract us to the brand. The PIP brand (and sub-brands) are relatively 
young and thus do not benefit from legacy or emotional differentiation. For the most part, 
they are too numerous, lack association and fragmented internationally. There is a need 
for a defined brand strategy with flexible brand architecture. The objective is to gravitate 
toward a “Branded House” strategy with very few power brands. 

By DeveloPINg a coHesIve BraND sTraTegy,  
PIP creaTes value aND HelPs ITs ProDucTs  
sTaND ouT IN ToDay’s WorlD oF saFeTy  
THaT Is curreNTly DomINaTeD By TWo gloBal 
TecHNology gIaNTs. our ulTImaTe goal Is To 
augmeNT THe value oF PIP INTerNaTIoNally  
aND ITs aBIlITy To leverage ITs Name WITH  
gloBal DIsTrIBuTors aND suPPlIers. 

If we begin with a review of logo presence in current literature and other PIP media  
it is obvious that there is a need to rationalize and systemize brand logo use.  
This first phase is currently underway. equally important to brand architecture and logo 
use are the graphical elements as well as visual and word messaging associated with 
each of the brands.
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ONE WORLD, ONE MESSAGE

our groWTH aND gloBal eXPaNsIoN PreseNTs 
us WITH THe uNIque oPPorTuNITy To PerForm  
aN INTrosPecTIve oN WHo We Have Become.  
IT Is NoW more ImPorTaNT THaN ever THaT our 
corPoraTe IDeNTITy eXPresses THIs clearly.

every day, we carry out thousands of business transactions – buying, selling,  
promoting, advertising and manufacturing. Whenever we do this, our customers,  
vendors, partners and even our very own people get to experience how we perform,  
look or act. When you multiply this by our expanding global reach, we can appreciate  
how important it is to present a consistent and unified image. 

The PIP history is rooted in its spectacular growth and its ability to nurture customer 
relations. our personality is defined by what we do, what we say and how we present 
ourselves. as we expand, it is extremely important that our corporate identity projects an  
image that will help us to succeed in any market, anywhere in the world.

WHAT IS OUR IDENTITY?

although we have earned recognition in the personal safety space, we remain largely 
defined as a glove supplier. While this is changing, our current brand equity is heavily 
burdened on our salespeople’s ability to create lasting business relationships with our  
distributors that are based on flexibility, product portfolio and price and delivery.

our DIsTrIBuTor cusTomers kNoW us For our 
HoNesTy aND “caN Do” aTTITuDe. our curreNT 
corPoraTe IDeNTITy Is oNe THaT reFlecTs THe 
aggregaTe oF our lasT TeN years oF BuIlDINg.  
We are NoW reaDy To elevaTe IT To reFlecT THe 
Full DyNamIc oF WHo We are.

our logo will not change because we are not changing our DNa. However, we are  
becoming more focused, bigger and unified as one global entity. We want to project 
to the safety market that PIP is positioning itself as a referenced-leader in consumable 
safety products while retaining its human centric and collaborative approach to doing 
business. at the same time, we want to reinforce that we are definitely more than 
just gloves. Together with our partners, we will intensify our end-user focus to  
key market channels by offering more of a total solutions approach along with the  
educational support. 

By way of this document, we set in motion a Brand rationalization and  
standardization Program that will be on-going over the next 18 months.  
Full implementation of this program as it affects all media, labeling and packaging  
related to PIP will be complete by august 2014. This program will be led by the  
Director of global marketing.
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BRAND ARCHITECTURE

Power Brands
DeveloPeD To creaTe  
DomINaNce IN a ProDucT  
caTegory - meeTINg key  
crITerIa WHIcH are:

•  Regroup key products that are PIP-owned and have 
acquired notoriety

•  Unique Selling Proposition is functionally differentiated 
with a potential for emotional differentiation

• Extendable

• ROI justified to create high awareness and recall

GLOBAL CORPORATE GUIDELINES FOR PIP’S BRAND IDENTITY

Master Brand
DeFINeD as a BraND THaT  
suPerseDes all ProDucT 
BraNDs aND serves as  
corPoraTe IDeNTIFIer. 

PIP (spelled out as “P I P”, never pronounced as “Pip”)  
is the acronym of Protective Industrial Products Inc.  
Both are interchangeable, but PIP has resonated and is 
used more often. Therefore, PIP will serve as our master 
Brand. our goal is to ensure that it imparts a reassurance 
of quality, exceptional value and consistency to our  
customers. It must remain true to its humble beginnings as 
the company that is “easy-To-Do-Business-With”. It must  
be continually defined as a supplier of broad-based  
consumable personal protective products. It is underscored 
with the “Bringing the Best of the World to you” tag line. 

PIP will serve both as a corporate identifier and the  
product umbrella brand for all PIP consolidated products.

• Master brand of all consolidated products

• Unifying underscore to all Power and Partner brands

•  Emotional differentiation “Easy-To-Do-Business, Flexible, 
we’re here to help you”
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Partner Brands
ParTNereD veNDor BraNDs 
WHere assocIaTIoN aND  
suPPorT ProvIDes PIP WITH  
a leverageBle aDvaNTage  
IN THe markeT.

• Recognized Unique Selling Proposition

• Global recognition

• Emotionally and functionally differentiated

descriPtor Brand
BraNDs assocIaTeD WITH  
sPecIFIc sTyles or  
ProDucT FamIlIes.

They do not meet the criteria of Power Brand,  
but have some functional differentiation and emotional  
differentiation. Typically their names tend to describe  
products function, application or strength.

•  Logo continues to exist only as it appears on product 
and/or packaging 

•  Print and other media will reference with block letters. 
For example:

 - armor® FleX chemical resistant gloves

 - amBIDeX® Disposable gloves

 -  greaT WHITe® cut resistant gloves
and more (see page 16)

ingredient Brands
reFer To THe BraND oF a  
sPecIal comPoNeNT or  
TecHNology useD To  
eNHaNce ProDucT  
PerFormaNce. 

•  Logos may appear on literature and are subject to  
marketing approval based on real estate and possible 
coop allowances

• Ingredient Brand tags may appear discreetly on products

GLOBAL CORPORATE GUIDELINES FOR PIP’S BRAND IDENTITY
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LOGOS

logos are syNoNymous  
WITH a sIgNaTure.

It is a combination of the type style and/or symbol that  
is used to identify the brand. as such it should never  
be embellished, outlined, or altered in any way.  
Do not digitally expand, condense, or otherwise distort 
the proportions of the logo. similarly, avoid outlines, drop 
shadows, and all other graphic treatments.

do not 
STRETCH OR DISTORT THE LOGO

do not 
MANIPULATE OR ALTER THE LOGO COLOR

do not 
USE A DROPSHADOW

do not 
MANIPULATE OR ALTER THE OPACITY

do not 
USE AN OLD VERSION

do not 
MANIPULATE OR ALTER THE LOGO TYPE

do not 
ROTATE THE LOGO

sYMBoL

sYMBoL with tYPe stYLe

incorrect Logo treatMent



5GLOBAL BRAND STRATEGY

COLOR PALLET

our colors are Black aND 
reD, comPlemeNTeD By THe  
suBTle uNDerToNe oF grey.

all appear on a white or light gray background when 
used on marketing collateral. When used with ample 
whitespace, this palette creates a confident,  
yet friendly feel.

C: 0 
M: 0 
Y: 0 
K: 100

R: 35
G: 31
B: 32

Hex: 
231f20

BLacK

C: 8 
M: 97 
Y: 100 
K: 1

R: 220
G: 41
B: 30

Hex: 
CD1B00

Pantone® 485

C: 65 
M: 55 
Y: 52 
K: 24

R: 87
G: 90
B: 93

Hex: 
575A5D

Pantone® 425

C: 52 
M: 44 
Y: 42 
K: 21

R: 113
G: 113
B: 115

Hex: 
717173

Pantone® 425 - 80% tint

identitY coLors
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BerthoLd aKzidenz grotesK 
aBcDeFgHIJklmNoPqrsTuvWXyZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK itaLic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd 
aBcdeFghiJKLMnoPQrstuVwXYz 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK suPer 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 

BerthoLd aKzidenz grotesK BoLd eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd eXtended itaLic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK condensed 
ABCDEfGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK eXtra BoLd condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

TYPOGRAPHY

coNsIsTeNcy IN THe use oF  
TyPograPHy eNHaNces  
commuNIcaTIoNs clarITy aND 
BuIlDs FamIlIarITy.

The font family Berthold akzidenz grotesk is the 
primary typographic voice used on all headers and body.  
Berthold akzidenz grotesk is modern, highly legible, and 
is available in a complete series including condensed and 
extended versions. Berthold akzidenz grotesk is easily 
substituted with arial should Berthold akzidenz grotesk 
not be readily available. 

headLine 
Berthold akzidenz grotesk light condensed

suB head 1 
Berthold akzidenz grotesk medium extended

suB head 2 
Berthold akzidenz grotesk Bold

BodY 
Berthold akzidenz grotesk regular

HEADLINE 
EXAMPLE
SUB HEAD 1 EXAMPLE

suB head 2 eXaMPLe

Body example
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GRAPHICAL ELEMENTS

graPHIcal elemeNTs are  
rePeaTeD key DesIgN FeaTures 
THaT Become syNoNymous 
WITH our BraND IDeNTITy.  
THey Have BeeN DeveloPeD  
To BrINg a DIsTINcT aND  
coHesIve TIe-IN To our  
commuNIcaTIoN.

our graphical elements represent the passion and heart 
of the PIP brand. They add dynamism and emphasis  
to all collateral. When designing advertising, brochures 
and panel, they are strongly emphasized to attract  
the eye. They can also be used as background  
when subtly is important such as is the case with  
specification Data sheets. 

PRODUCT GUIDE

BRING ING THE BEST OF THE WORLD TO YOU®

SPECIFICATION SHEET
 

This document and the information contained herein is the property of Protective Industrial Products, Inc. (PIP) and may not be used or reproduced without permission. Product users should conduct all appropriate testing or other evaluations to determine the suitability of PIP 
products for a particular purpose or use within a particular environment. PIP DISCLAIMS ALL WARRANTIES OTHER THAN AS EXPRESSLY PROVIDED.

VALUE BLACK TRIM BOMBER
• ANSI 107 Class 3 
• Durable waterproof polyester outer shell with taped seams 
• Black trim and collar helps conceal dirt 
• Removable black fleece liner 
• Black knit waist band and cuff 
• 2” silver reflective tape 
• Adjustable hideaway hood 
• 2 mic tabs, 5 pockets with radio and pen pockets

APPLICATIONS
• Roadway construction workers 
• Survey crews 
• Utility workers 
• Railway and metro workers 
• Emergency response personnel

CARE INSTRUCTIONS
Machine wash, 104º F max, 25 cycles. Always wear fastened. The High 
Visibility properties of this garment must be kept clean to be effective. 
If faded or permanently soiled it must be replaced with a new one.

TECHNICAL DATA

MATERIAL 100% Polyester

CONSTRUCTION Main: 100% polyester 300D Oxford with PU coating, lime yellow/
orange. Lining: 280g/100% polyester fleece, detachable,100% 
polyester taffeta 190T, lime yellow/orange. Acc: Local nylon 
reflective tape, resin left insert zipper, gray ribbon tape on each 
shoulder tape.

COLOR  Hi-Vis Lime Yellow (333-1766-LY)
 Hi-Vis Orange (333-1766-OR)

SIZES M - 5X

PACKAGING 1/Polybag, 5/Case

CASE 24” x 16.5” x 8” / 62cm x 42cm x 20cm

CASE WEIGHT 15.5 lbs / 7 kg

COO China

HARM CODE 6201.93.3000

BARCODES

ITEM BAG DOZEN CASE

 333-1766-LY/M 616314118890 --- 02616314118898

 333-1766-LY/L 616314118883 --- 02616314118881

 333-1766-LY/XL 616314118906 --- 02616314118904

 333-1766-LY/2X 616314118913 --- 02616314118911

 333-1766-LY/3X 616314118920 --- 02616314118928

 333-1766-LY/4X 616314118937 --- 02616314118935

 333-1766-LY/5X 616314118944 --- 02616314118942

 333-1766-OR/M 616314118975 --- 02616314118973

 333-1766-OR/L 616314118968 --- 02616314118966

 333-1766-OR/XL 616314118982 --- 02616314118980

 333-1766-OR/2X 616314118999 --- 02616314118997

 333-1766-OR/3X 616314119002 --- 02616314119000

 333-1766-OR/4X 616314119019 --- 02616314119017

 333-1766-OR/5X 616314119026 --- 02616314119024

DIMENSIONS (in)

M L XL 2X 3X 4X 5X

A 27 28 29.5 31.5 33 35 37

B 31 31.5 31.5 32 32.5 33 33.5

C 12.5 13 13.3 13.7 14 14.5 15

D 26 26.5 27 27.5 28 28.5 29

2 3 EBREAK
AWAYNON-ANSI

333-1766

B

A

C
D

2 3 EBREAK
AWAYNON-ANSI

2 3 EBREAK
AWAYNON-ANSI

BRINGING THE BEST OF THE WORLD TO YOU®

Protective Industrial Products, Inc.
26 Computer Drive East • Albany, NY 12205

Phone: (800) 262-5755
Fax: (518) 861-0144

www.pipusa.com

BRINGING THE BEST OF THE WORLD TO YOU®

Anthony Di Giovanni
Director of Global Marketing

Protective Industrial Products, Inc.
26 Computer Drive East

Albany, NY 12205
Phone: (518) 595-1234

Fax: (518) 795-1031

adigiovanni@pipusa.com
www.pipusa.com
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PHOTOGRAPHY | PRODUCT USE

close uPs oF our ProDucTs IN 
acTIoN. ProDucT DescrIPTIoNs 
or logos sHoulD Be vIsIBle. 
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FuNcTIoNal close uPs  
oF ProDucT oN a WHITe  
BackgrouND or sIlHoueTTeD. 
use Is relaTeD To caTalog  
aND ProDucT vIsualIZaTIoN. 
gloves are HaND sHaPeD.  
garmeNTs WorN oN HeaDless 
maNNequINs For easy  
comParIsoN. No ITem Is  
ever To aPPear FlaTTeNeD.

PHOTOGRAPHY | PRODUCT BEAUTY SHOTS
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Product
close uPs oF key ProDucT  
uNDer eXTreme coNDITIoNs  
To emPHasIZe qualITy aND  
PerFormaNce.

PHOTOGRAPHY | MOOD SETTING
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ModeL
ProDucT sHoTs THaT are IN  
use oN a moDel emPHasIZINg  
qualITy aND PerFormaNce. 
moDels are coNceNTraTeD  
oN Work eNvIroNmeNT NoT 
smIlINg To camera.

PHOTOGRAPHY | MOOD SETTING
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THE BRAND APPLIED | MARKETING COLLATERAL

PRODUCT GUIDE

BRING ING THE BEST OF THE WORLD TO YOU®

BRINGING THE BEST OF THE WORLD TO YOU®

INNOVATIVE SAFETY SOLUTIONS

SPECIFICATION SHEET
 

This document and the information contained herein is the property of Protective Industrial Products, Inc. (PIP) and may not be used or reproduced without permission. Product users should conduct all appropriate testing or other evaluations to determine the suitability of PIP 
products for a particular purpose or use within a particular environment. PIP DISCLAIMS ALL WARRANTIES OTHER THAN AS EXPRESSLY PROVIDED.

VALUE BLACK TRIM BOMBER
• ANSI 107 Class 3 
• Durable waterproof polyester outer shell with taped seams 
• Black trim and collar helps conceal dirt 
• Removable black fleece liner 
• Black knit waist band and cuff 
• 2” silver reflective tape 
• Adjustable hideaway hood 
• 2 mic tabs, 5 pockets with radio and pen pockets

APPLICATIONS
• Roadway construction workers 
• Survey crews 
• Utility workers 
• Railway and metro workers 
• Emergency response personnel

CARE INSTRUCTIONS
Machine wash, 104º F max, 25 cycles. Always wear fastened. The High 
Visibility properties of this garment must be kept clean to be effective. 
If faded or permanently soiled it must be replaced with a new one.

TECHNICAL DATA

MATERIAL 100% Polyester

CONSTRUCTION Main: 100% polyester 300D Oxford with PU coating, lime yellow/
orange. Lining: 280g/100% polyester fleece, detachable,100% 
polyester taffeta 190T, lime yellow/orange. Acc: Local nylon 
reflective tape, resin left insert zipper, gray ribbon tape on each 
shoulder tape.

COLOR  Hi-Vis Lime Yellow (333-1766-LY)
 Hi-Vis Orange (333-1766-OR)

SIZES M - 5X

PACKAGING 1/Polybag, 5/Case

CASE 24” x 16.5” x 8” / 62cm x 42cm x 20cm

CASE WEIGHT 15.5 lbs / 7 kg

COO China

HARM CODE 6201.93.3000

BARCODES

ITEM BAG DOZEN CASE

 333-1766-LY/M 616314118890 --- 02616314118898

 333-1766-LY/L 616314118883 --- 02616314118881

 333-1766-LY/XL 616314118906 --- 02616314118904

 333-1766-LY/2X 616314118913 --- 02616314118911

 333-1766-LY/3X 616314118920 --- 02616314118928

 333-1766-LY/4X 616314118937 --- 02616314118935

 333-1766-LY/5X 616314118944 --- 02616314118942

 333-1766-OR/M 616314118975 --- 02616314118973

 333-1766-OR/L 616314118968 --- 02616314118966

 333-1766-OR/XL 616314118982 --- 02616314118980

 333-1766-OR/2X 616314118999 --- 02616314118997

 333-1766-OR/3X 616314119002 --- 02616314119000

 333-1766-OR/4X 616314119019 --- 02616314119017

 333-1766-OR/5X 616314119026 --- 02616314119024

DIMENSIONS (in)

M L XL 2X 3X 4X 5X

A 27 28 29.5 31.5 33 35 37

B 31 31.5 31.5 32 32.5 33 33.5

C 12.5 13 13.3 13.7 14 14.5 15

D 26 26.5 27 27.5 28 28.5 29

2 3 EBREAK
AWAYNON-ANSI

333-1766

B

A

C
D

2 3 EBREAK
AWAYNON-ANSI

2 3 EBREAK
AWAYNON-ANSI

BRINGING THE BEST OF THE WORLD TO YOU®

Protective Industrial Products, Inc.
26 Computer Drive East • Albany, NY 12205

Phone: (800) 262-5755
Fax: (518) 861-0144

www.pipusa.com

BRINGING THE BEST OF THE WORLD TO YOU®

Anthony Di Giovanni
Director of Global Marketing

Protective Industrial Products, Inc.
26 Computer Drive East

Albany, NY 12205
Phone: (518) 595-1234

Fax: (518) 795-1031

adigiovanni@pipusa.com
www.pipusa.com

Poster or PoP-uP disPLaY Product guide or Brochures

PowerPoint 
teMPLate

eMaiL signature

stationerY

Business card Banners

sPeciFication sheets weBsite



13GLOBAL BRAND STRATEGY

302-WCENGZ-OR
XL

THE BRAND APPLIED | LABELING & PACKAGING

BRANDING TEMPLATES 
FILE TRANSFER

outer carton Vest PacKaging

aPPareL Branding

PreMiuM 
FuLL coLor 
outer carton on 
white cardBoard

econoMY 
one coLor 
outer carton 
on corrugated 
cardBoard

302-WCENGZ-OR
XL To DoWNloaD FIles

• Go to: www1.pipusa.com/global-guidelines 

• Enter the password: pip123 

• Here you will have access to download:

 - PIP global Brand strategy Book 

 -  all acceptable PIP logos, fonts and  
marketing templates

This resource will be evolving and new files will be 
added on a constant basis.

this LinK is For PiP internaL use onLY. 
do not share with anYone outside the 
PiP organization.

To uPloaD FIles

use this resource to send files to PIP global marketing 
for review:

• Go to: www.wetransfer.com 

• Add a pdf file for review 

•  Add the following email address for  
global marketing contacts:

 - adigiovanni@pipcanada.ca 

 - jamyot@pipusa.com

•  Include a message explaining the project details

quesTIoNs

contact Joshua amyot in PIP global marketing 

 - jamyot@pipusa.com

 - 518-595-1542
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Brand tYPe use Logo PLaceMent coMMent 1 coMMent 2

masterbrand corporate stationery and templates as per guidelines Discrete placement with consistency on all mediums
Tag line for reassurance of the value proposition may be used where appropriate

an attempt must be made to standardize the use of the PIP logo globally – all under one consistent logo.  
Discourage all local adaptations. standard color palette. only allowable change is the translation of  
“Protective Industrial Products.” standard PPT, Word templates for correspondence.

masterbrand Products consistent placement to maximize brand presence. goal is to build brand equity while taking optimal advantage of real-estate and compliance issues When useing a Master product brand, there is enough association that it is encouraged to drop the 
“Protective Industrial Products” underscore. When used along with an Ingredient brand, they must be far 
enough away that they do not clash on the product, or create confusion. large real-estate items may support 
both logos as long as PIP is consistent in size and positioning through the entire line. When used with a  
descriptor brand, typically, PIP will be on the inside and not visible. avoid dual logos.

masterbrand Piece literature consistent placement to maximize brand presence If representing channel piece where multiple lines and brands are featured, PIP logo takes precedence. 
descriptor Brands may only be featured if they are visible on product pictures. They can be emphasized with 
close ups, but no logo of the descriptor brands should appear along with PIP logo. Descriptor brand in head-
ers and copy should not be stylized other than in caPs

all imagery and graphics should be along the lines of the new PIP Product guide. Tone should remain  
industrial and there should be more dynamic action shots to evoke emotion and identification. Piece literatures 
must go beyond Product Identification and FaBs. They must engage and educate the reader. comparatives 
and simplistic performance charts are vital.

masterbrand Product guides and market channel literature If combining Power or Partner brands along with PIP master brand, eg. channel brochure for all electrical products – 
containing both PIP apparel and Novax gloves. PiP Master brand and imagery takes precedence. PiP Master brand is prominent 
at front and back.

only other logos featured are Power Brands and Partner brands. Power brands or Partner brand logos 
must be reduced size and consistent in positioning throughout. descriptor brands logos only appear when 
visible on products. descriptor brand in headers and copy should not be stylized other than in caPs. 
ingredient brands logos may be featured, but must be significantly smaller and close to each product. 
(exceptions are highlight boxes where we maximize coop allowance.)

all imagery and graphics should be along the lines of the new PIP Product guide. Tone should remain  
industrial and there should be more use of dynamic action shots to evoke emotion and identification.  
Piece literatures must go beyond Product Identification and FaBs. They must engage and educate the reader. 
comparatives and simplistic performance charts are vital.

Power brands Products uniquely the power brand priority placement. Power brand logo appears prominent on those products where there is adequate real-estate (preferred). Never clutter by cramming dual logos when there is not too much real-estate on the product surface. e.g. 
gloves, PIP logo may appear on the inside of the glove.

Power brands Piece literature Power brand takes precedence over master Brand PIP. master brand appears only at the back of literature piece as a 
“PIP Family Product” logo underscore creating a “paternal” link to the Power brand.

Power brand logo takes precedence. ingredient brands logos may be featured, but must be significantly 
smaller and close to each product. (exceptions are highlight boxes where we maximize coop allowance.)

Power brand has creative latitude on imagery that must accent the functional and emotional differentiator of 
the Power brand. There must be functionality and consistency as well as standardization and alignment so it 
is clear and easy to pick up on product differentiators. Tone should be in line with brand and the use of unique 
dynamic action shots to evoke emotion and identification. Piece literatures must go beyond Product Identifica-
tion and FaB. They must engage and educate the reader. comparatives and simplistic performance charts are 
vital. Imagery and graphics unique to Power brands must not be shared with other brands.

Power brands Templates Power brand with PIP master Brand as footnote or underscore preferable living in a band. No power brand stationery or correspondence material

Power brands Web Integration see above “master Brand Product guides and compilation literature – same basic rules apply. Distinct tabs appearing on PIP site may portal user to micro site or unique literature

Partner Brands Products uniquely the Partner brand some exceptions on dual branding but case by case.

Partner Brands Piece literature Partner brand takes precedence over master Brand PIP. master brand may appear only at the back of literature piece as the  
“PIP sales Partner”logo underscore creating a “leverageable “link to the Partner brand. 

Partner brand logo takes precedence. ingredient brands logos may be featured, but must be significantly 
smaller and close to each product. (exceptions are highlight boxes where we maximize coop allowance.)

Partner brand where the partner allows us creative latitude will follow the same rules as Power brands when 
related specifically to imagery that must accent the functional and emotional differentiator of the original brand. 
There must be functionality and consistency as well as standardization and alignment so it is clear and easy to 
pick up on product differentiators. Tone should be in line with brand and the use of their dynamic action shots 
to emphasize emotion and identification. Piece literatures must go beyond Product Identification and FaB. 
They must engage and educate the reader. comparatives and simplistic performance charts are vital. Imagery 
and graphics unique to Partner brands must not be shared with other brands. In all cases, it is worthwhile to 
request imagery and graphics from the Partner brand.

Partner brands Templates Partner brand with PIP master Brand as footnote or underscore preferable living in a band. Never power brand stationery or correspondence material. This is not our brand.

Partner brands Web Integration see above “master Brand Product guides and compilation literature – same basic rules apply Distinct tabs appearing on PIP site may portal user to micro site or unique literature

Descriptor Brands Products descriptor Brands logo take precedence. only on those products where there is adequate hidden real-estate (eg inside of garment) may include PIP logo Never clutter by cramming dual logos

Descriptor Brands all literature descriptor Brands will no longer appear as logos. They will only live on the product images and close ups. PIP logo takes precedence. Descriptor brand should be featured as close-up on the product. all Descriptor 
brands when mentioned in print will be caPs BoLd on headers and caPs oNly -No BolD on body.

avoid clutter and confusion by clashing multiple logos.

Ingredient Brands Products Ingredient brand on a product, always in a subtle area any inclusion must include coop dollars to PIP

Ingredient Brands all literature reduced size logo, as an endorsement must be a true ingredient brand such as Dupont™ kevlar® or 3m scotchlite™ any inclusion must include coop dollars to PIP

BRAND ARCHITECTURE | DETAIL OF USE
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Brand tYPe use Logo PLaceMent coMMent 1 coMMent 2

masterbrand corporate stationery and templates as per guidelines Discrete placement with consistency on all mediums
Tag line for reassurance of the value proposition may be used where appropriate

an attempt must be made to standardize the use of the PIP logo globally – all under one consistent logo.  
Discourage all local adaptations. standard color palette. only allowable change is the translation of  
“Protective Industrial Products.” standard PPT, Word templates for correspondence.

masterbrand Products consistent placement to maximize brand presence. goal is to build brand equity while taking optimal advantage of real-estate and compliance issues When useing a Master product brand, there is enough association that it is encouraged to drop the 
“Protective Industrial Products” underscore. When used along with an Ingredient brand, they must be far 
enough away that they do not clash on the product, or create confusion. large real-estate items may support 
both logos as long as PIP is consistent in size and positioning through the entire line. When used with a  
descriptor brand, typically, PIP will be on the inside and not visible. avoid dual logos.

masterbrand Piece literature consistent placement to maximize brand presence If representing channel piece where multiple lines and brands are featured, PIP logo takes precedence. 
descriptor Brands may only be featured if they are visible on product pictures. They can be emphasized with 
close ups, but no logo of the descriptor brands should appear along with PIP logo. Descriptor brand in head-
ers and copy should not be stylized other than in caPs

all imagery and graphics should be along the lines of the new PIP Product guide. Tone should remain  
industrial and there should be more dynamic action shots to evoke emotion and identification. Piece literatures 
must go beyond Product Identification and FaBs. They must engage and educate the reader. comparatives 
and simplistic performance charts are vital.

masterbrand Product guides and market channel literature If combining Power or Partner brands along with PIP master brand, eg. channel brochure for all electrical products – 
containing both PIP apparel and Novax gloves. PiP Master brand and imagery takes precedence. PiP Master brand is prominent 
at front and back.

only other logos featured are Power Brands and Partner brands. Power brands or Partner brand logos 
must be reduced size and consistent in positioning throughout. descriptor brands logos only appear when 
visible on products. descriptor brand in headers and copy should not be stylized other than in caPs. 
ingredient brands logos may be featured, but must be significantly smaller and close to each product. 
(exceptions are highlight boxes where we maximize coop allowance.)

all imagery and graphics should be along the lines of the new PIP Product guide. Tone should remain  
industrial and there should be more use of dynamic action shots to evoke emotion and identification.  
Piece literatures must go beyond Product Identification and FaBs. They must engage and educate the reader. 
comparatives and simplistic performance charts are vital.

Power brands Products uniquely the power brand priority placement. Power brand logo appears prominent on those products where there is adequate real-estate (preferred). Never clutter by cramming dual logos when there is not too much real-estate on the product surface. e.g. 
gloves, PIP logo may appear on the inside of the glove.

Power brands Piece literature Power brand takes precedence over master Brand PIP. master brand appears only at the back of literature piece as a 
“PIP Family Product” logo underscore creating a “paternal” link to the Power brand.

Power brand logo takes precedence. ingredient brands logos may be featured, but must be significantly 
smaller and close to each product. (exceptions are highlight boxes where we maximize coop allowance.)

Power brand has creative latitude on imagery that must accent the functional and emotional differentiator of 
the Power brand. There must be functionality and consistency as well as standardization and alignment so it 
is clear and easy to pick up on product differentiators. Tone should be in line with brand and the use of unique 
dynamic action shots to evoke emotion and identification. Piece literatures must go beyond Product Identifica-
tion and FaB. They must engage and educate the reader. comparatives and simplistic performance charts are 
vital. Imagery and graphics unique to Power brands must not be shared with other brands.

Power brands Templates Power brand with PIP master Brand as footnote or underscore preferable living in a band. No power brand stationery or correspondence material

Power brands Web Integration see above “master Brand Product guides and compilation literature – same basic rules apply. Distinct tabs appearing on PIP site may portal user to micro site or unique literature

Partner Brands Products uniquely the Partner brand some exceptions on dual branding but case by case.

Partner Brands Piece literature Partner brand takes precedence over master Brand PIP. master brand may appear only at the back of literature piece as the  
“PIP sales Partner”logo underscore creating a “leverageable “link to the Partner brand. 

Partner brand logo takes precedence. ingredient brands logos may be featured, but must be significantly 
smaller and close to each product. (exceptions are highlight boxes where we maximize coop allowance.)

Partner brand where the partner allows us creative latitude will follow the same rules as Power brands when 
related specifically to imagery that must accent the functional and emotional differentiator of the original brand. 
There must be functionality and consistency as well as standardization and alignment so it is clear and easy to 
pick up on product differentiators. Tone should be in line with brand and the use of their dynamic action shots 
to emphasize emotion and identification. Piece literatures must go beyond Product Identification and FaB. 
They must engage and educate the reader. comparatives and simplistic performance charts are vital. Imagery 
and graphics unique to Partner brands must not be shared with other brands. In all cases, it is worthwhile to 
request imagery and graphics from the Partner brand.

Partner brands Templates Partner brand with PIP master Brand as footnote or underscore preferable living in a band. Never power brand stationery or correspondence material. This is not our brand.

Partner brands Web Integration see above “master Brand Product guides and compilation literature – same basic rules apply Distinct tabs appearing on PIP site may portal user to micro site or unique literature

Descriptor Brands Products descriptor Brands logo take precedence. only on those products where there is adequate hidden real-estate (eg inside of garment) may include PIP logo Never clutter by cramming dual logos

Descriptor Brands all literature descriptor Brands will no longer appear as logos. They will only live on the product images and close ups. PIP logo takes precedence. Descriptor brand should be featured as close-up on the product. all Descriptor 
brands when mentioned in print will be caPs BoLd on headers and caPs oNly -No BolD on body.

avoid clutter and confusion by clashing multiple logos.

Ingredient Brands Products Ingredient brand on a product, always in a subtle area any inclusion must include coop dollars to PIP

Ingredient Brands all literature reduced size logo, as an endorsement must be a true ingredient brand such as Dupont™ kevlar® or 3m scotchlite™ any inclusion must include coop dollars to PIP
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 oLd Brand consoLidated action

 safetygear PIP Begin process of elimination of safetygear brand and replacement with PIP on all literature,  
   packaging and product

 cesg PIP Begin process of elimination of cesg brand and replacement with PIP on all literature,  
   packaging and product

 alliance PIP First responder Products once NFPa 2013 products are passed, we will elevate this

 mcHenry / mmI  PIP Begin process of elimination of mcHenry or mmI brand and replacement with PIP on all literature, 
   packaging and product

CURRENT BRAND ARCHITECTURE (USA)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands

 PIP Bouton optical aTg armor Dupont kevlar
  g-Tek Bollé safety chemgrip 3m scotchlite
  assurance JsP great White Dyneema, Diamond
  Brahama Pacific Helmets PermFlex 
  mud Novax extraTuff 
  West county e-flare Procoat 
   Flamesafe ambi-dex 
   cool medics Journeymen 
    maximum safety 
    gunner 
    auto X 
    cleanTeam 
    Tempgard 
    cabaret 
    esP by PIP 
    eZ-cool 
    e-cooline 
    Falcon 
    Torque

ACTION PLAN
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UNDERSTANDING BOUTON OPTICAL

recently acquired H.l. Bouton is rebranded Bouton optical. The addition of the “optical” 
moniker reinforces that Bouton isn’t the same old company, but is reborn as a full line offering 
multiple styles and lens technologies. Bouton optical is rebranded as the “worker’s brand.” 
choices are easy, prices are competitive and Bouton optical talks to the end-user. 

THe BraND WIll Be PosITIoNeD as a FrIeND To 
THe Worker. easy To uNDersTaND, accessIBle 
aND FocuseD oN THe user, BouToN oPTIcal WIll 
make use oF IDeNTIFIaBle vIsuals THaT relaTe To 
THe Worker. THe lINe Is TougH aND BolD aND 
coNNecTs WITH WHaT THe Worker WaNTs To  
see aND Hear. 

Bouton optical represents and acts as a true power brand of PIP. It lives and is projected as 
practically its own company. outlined below are the guidelines for its use and representation.

POWER BRAND 
STRATEGY
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By

®

LOGOS

THe BouToN oPTIcal logo  
Is BolD aND slIgHTly reTro,  
BuT aPProacHaBle.

It includes a tag line that effectively helps to identify the 
product category. The logo should never be embellished, 
outlined, or altered in any way. Do not digitally expand, 
condense, or otherwise distort the proportions of the 
logo. similarly, avoid outlines, drop shadows, and all other 
graphic treatments.

do not 
STRETCH OR DISTORT THE LOGO

do not 
MANIPULATE OR ALTER THE LOGO COLOR

do not 
USE A DROPSHADOW

do not 
MANIPULATE OR ALTER THE OPACITY

do not 
USE AN OLD VERSION

do not 
MANIPULATE OR ALTER THE LOGO TYPE

do not 
ROTATE THE LOGO

Logo with tagLine Logo without tagLine

incorrect Logo treatMent
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COLOR PALLET

BouToN oPTIcal’s colors  
are oraNge aND gray -  
coNTrasTINg yeT FamIlIar  
colors THaT gIve vIeWers  
a seNse oF aPProacHaBIlITy 
aND FamIlIarITy.

secondary colors are used soley for product  
segmentation or put over a background on  
specific image enhancement.

C: 0 
M: 0 
Y: 0 
K: 100

R: 35
G: 31
B: 32

C: 13 
M: 0 
Y: 100 
K: 0

R: 232
G: 231
B: 0

Hex: 231f20Hex: E8E700

C: 15 
M: 3 
Y: 22 
K: 0

R: 217
G: 228
B: 205

Hex: D9E4CD

Pantone® 
7485

C: 39 
M: 39 
Y: 86 
K: 10

R: 153
G: 134
B: 67

Hex: 998643

Pantone® 
4505

BLacK 

C: 77 
M: 27 
Y: 20 
K: 0

R: 44
G: 149
B: 181

Hex: 2C95B5

Pantone® 
7459

C: 100 
M: 66 
Y: 24 
K: 6

R: 0
G: 90
B: 140

Hex: 005A8C

Pantone® 
7462

Pantone® 
395

C: 8 
M: 97 
Y: 100 
K: 1

R: 220
G: 41
B: 30

Hex: 
CD1B00

Pantone® 166

C: 65 
M: 55 
Y: 52 
K: 24

R: 87
G: 90
B: 93

Hex: 
575A5D

Pantone® cool gray 11

identitY coLors

secondarY coLors

C: 33 
M: 92 
Y: 71 
K: 37

R: 122
G: 37
B: 49

Hex: 7A2531

Pantone® 
188

C: 0 
M: 0 
Y: 0 
K: 0

R: 255
G: 255
B: 255

Hex: ffffff

white 
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caPsuuLa reguLar 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK 
aBcDeFgHIJklmNoPqrsTuvWXyZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK itaLic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd 
aBcdeFghiJKLMnoPQrstuVwXYz 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK suPer 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 

BerthoLd aKzidenz grotesK BoLd eXtended 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd eXtended itaLic 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK condensed 
ABCDEfGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK Light condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK MediuM condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK BoLd condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

BerthoLd aKzidenz grotesK eXtra BoLd condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890

TYPOGRAPHY

coNsIsTeNcy IN THe use oF  
TyPograPHy eNHaNces  
commuNIcaTIoNs clarITy, 
BuIlDs FamIlIarITy.

capsuula regular is the font used for headlines. The font 
family Berthold akzidenz grotesk is the primary typographic 
voice used on some headers and body. Berthold akzidenz 
grotesk is modern, highly legible, and is available in a  
complete series including condensed and extended versions. 
Berthold akzidenz grotesk is easily substituted with arial 
should Berthold akzidenz grotesk not be readily available. 

headLine 
capsuula regular

suB head 1 
Berthold akzidenz grotesk Bold extended

suB head 2 
Berthold akzidenz grotesk Bold

BodY 
Berthold akzidenz grotesk regular

HEADLINE 
EXAMPLE
SUB HEAD 1 EXAMPLE

suB head 2 eXaMPLe

Body example
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GRAPHICAL ELEMENTS

graPHIcal elemeNTs HINge  
oN THe use oF DIagoNal  
FloW elemeNT.

It adds the modern twist to the Bouton optical logo which 
alone has strong elements of legacy.

PUT  YOUR  FACE IN IT.TAKE THEBOUTONOPTICAL CHALLENGE!

®

SPECIFICATION SHEET

PROTECTIVE INDUSTRIAL PRODUCTS, INC.   //   26 Computer Drive East   //   Albany, NY 12205

800-262-5755   //   518-861-0144 fax   //   sales@pipusa.com   //   www.pipusa.com

DESCRIPTION
One-piece lens design with stylish 
temples that are sure to get you noticed
•   Lightweight, rimless design offers  

optimal protection
•  Bayonet temples are rubber co-molded  

for a comfortable fit
•  Non-slip rubber nose pads provide  

a secure fit
•  FogLess™ lens coating as standard  

(except on clear AR lens)
•  Also meets CSA Z94.3 requirements  

for Canada
•  10  Base curve lens

TECHNICAL DATA
LENS
TYPE Single

MATERIAL Polycarbonate 
99.99% UVA and UVB light absorption

THICKNESS ? mm

BASE CURVE 10

TEMPLES M
DESIGN Rimless

MATERIAL ?

SAFETY STANDARDS
ANSI Z87.1 Yes

CAN/CSA Z94.3 Yes

PACKAGING
PACKAGING ?

CASE SIZE in:  ? x ? x ? 
cm:  ? x ? x ?

CASE WEIGHT ?

COUNTRY OF ORGIN ?

HARMONIZATION 
CODE

?

ITEMS NUMBERS & BARCODES
ITEM # TEMPLE COLOR LENS COLOR & COATING EACH BOX CASE

250-45-0020 Gray Clear, Anti-Scratch/Anti-Fog ? ? ?

250-45-0021 Gray Gray, Anti-Scratch/Anti-Fog ? ? ?

250-45-0010 Gray Clear, Anti-Reflective/Anti-Scratch ? ? ?

250-45-0226 Gray Indoor/Outdoor Blue, Anti-Scratch/Anti-Fog ? ? ?

250-45-1020 Red Clear, Anti-Scratch/Anti-Fog ? ? ?

250-45-1021 Red Gray, Anti-Scratch/Anti-Fog ? ? ?

250-45-1010 Red Clear, Anti-Reflective/Anti-Scratch ? ? ?

250-45-1226 Red Indoor/Outdoor Blue, Anti-Scratch/Anti-Fog ? ? ?

RADAR

2 3 EBREAK
AWAYNON-ANSI

USED FOR GENERAL MANUFACTURING AND ANYWHERE 
EYE PROTECTION IS NEEDED

MEETS ANSI
Z87.1+RIMLESS SAFETY GLASSES

UPC BARCODES

Polycarbonate lenses block 99.9% of the sun’s ultraviolet rays. This ultraviolet protection has already been 
incorporated within the lens material when the lenses are being produced.

EYE PROTECTION 
DEPENDABLE

GUIDE TO
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PHOTOGRAPHY | PRODUCT USE IN DEFINED CHANNELS

Workers usINg our ProDucTs 
are alWays IN acTIoN aND are 
True Workers. logos may Be  
vIsIBle. acceNT Is oN clearly 
IDeNTIFyINg THe markeT  
cHaNNel. all Images are  
HD eNHaNceD To acceNTuaTe 
THe TougHNess oF THe  
INDusTrIal maN.
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FuNcTIoNal close uPs oF  
ProDucT oN a TraNsPareNT 
BackgrouND.

PHOTOGRAPHY | PRODUCT BEAUTY SHOTS
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PUT  YOUR  FACE IN IT.TAKE THEBOUTONOPTICAL CHALLENGE!

®

THE BRAND APPLIED | MARKETING COLLATERAL, LABELING & PACKAGING

SPECIFICATION SHEET

PROTECTIVE INDUSTRIAL PRODUCTS, INC.   //   26 Computer Drive East   //   Albany, NY 12205

800-262-5755   //   518-861-0144 fax   //   sales@pipusa.com   //   www.pipusa.com

DESCRIPTION
One-piece lens design with stylish 
temples that are sure to get you noticed
•   Lightweight, rimless design offers  

optimal protection
•  Bayonet temples are rubber co-molded  

for a comfortable fit
•  Non-slip rubber nose pads provide  

a secure fit
•  FogLess™ lens coating as standard  

(except on clear AR lens)
•  Also meets CSA Z94.3 requirements  

for Canada
•  10  Base curve lens

TECHNICAL DATA
LENS
TYPE Single

MATERIAL Polycarbonate 
99.99% UVA and UVB light absorption

THICKNESS ? mm

BASE CURVE 10

TEMPLES M
DESIGN Rimless

MATERIAL ?

SAFETY STANDARDS
ANSI Z87.1 Yes

CAN/CSA Z94.3 Yes

PACKAGING
PACKAGING ?

CASE SIZE in:  ? x ? x ? 
cm:  ? x ? x ?

CASE WEIGHT ?

COUNTRY OF ORGIN ?

HARMONIZATION 
CODE

?

ITEMS NUMBERS & BARCODES
ITEM # TEMPLE COLOR LENS COLOR & COATING EACH BOX CASE

250-45-0020 Gray Clear, Anti-Scratch/Anti-Fog ? ? ?

250-45-0021 Gray Gray, Anti-Scratch/Anti-Fog ? ? ?

250-45-0010 Gray Clear, Anti-Reflective/Anti-Scratch ? ? ?

250-45-0226 Gray Indoor/Outdoor Blue, Anti-Scratch/Anti-Fog ? ? ?

250-45-1020 Red Clear, Anti-Scratch/Anti-Fog ? ? ?

250-45-1021 Red Gray, Anti-Scratch/Anti-Fog ? ? ?

250-45-1010 Red Clear, Anti-Reflective/Anti-Scratch ? ? ?

250-45-1226 Red Indoor/Outdoor Blue, Anti-Scratch/Anti-Fog ? ? ?

RADAR

2 3 EBREAK
AWAYNON-ANSI

USED FOR GENERAL MANUFACTURING AND ANYWHERE 
EYE PROTECTION IS NEEDED

MEETS ANSI
Z87.1+RIMLESS SAFETY GLASSES

UPC BARCODES

Polycarbonate lenses block 99.9% of the sun’s ultraviolet rays. This ultraviolet protection has already been 
incorporated within the lens material when the lenses are being produced.

EYE PROTECTION 
DEPENDABLE

GUIDE TO

PowerPoint teMPLate Poster or PoP-uP disPLaYouter cartondisPLaY BoX

Product guide or Brochures sPeciFication sheet

ADVERSARY 
• Sleek, lightweight and semi-rimless design 

• Comes with an adjustable neck cord 

• Wraparound lens design  

• Ribbed rubber nose pads  

• Bayonet temples with rubber tips 

• Temple tips curve out at ends for ease of placement on face 

• 8 Base curve lens 

• Meets ANSI Z87.1+ 

• CSA Z94.3 certified 

PRODUCT LAUNCH 
2013 
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POWER BRAND ARCHITECTURE

PiP FaMiLY Product Logo hYBrid Power Brandsall PoWer BraND markeTINg 
maTerIals musT FeaTure THe  
PIP FamIly ProDucT logo. 

The master brand appears only at the back of the  
literature piece, or as a footer “PIP Family Product”  
logo creating a “paternal” link to the Power brand

Albany, NY 12110 // 800-262-5755 // 518-861-0144 fax

sales@pipusa.com // www.pipusa.com

EYE PROTECTION 
DEPENDABLE

GUIDE TO

The g-Tek brand is well known in hand protection. yet it 
will not be ready to morph into full power brand status until 
there is a reorganization and possible rationalization of the 
hand protection line. g-Tek will likely be associated with 
coated knits only.

The assurance brand started as a power brand. However, 
it has not had anywhere near the notoriety enjoyed by its 
main competitors. once again this must be assessed,  
but, as a minimum, the assurance brand must be featured  
prominently on all marketing of its products.

These retail brands will remain as they currently are.

Check out these other great brands from PIP
26 Computer Drive East

Albany, NY 12205

866.916.1563
BRAHMAGLOVES.COM WESTCOUNTYGARDENER.COM

Mud® Glove is a division of Protective Industrial Products

QUALITY. INTEGRITY. SAFETY.

26 Computer Drive East  //  Albany, NY 12205

518-861-0133  //  800-262-5755 toll free

sales@pipusa.com  //  www.pipusa.com

USE THIS QR CODE  
TO DIRECT YOU  
TO OUR WEBSITE

g-tek™ maxiflex® elite™ 
by atg
Designed and developed to be the lightest, fully breathable coated glove, 
the G-Tek™ MaxiFlex® Elite™ extends hand protection to new heights.
Weighing 36% less and 30% thinner than traditional foam nitrile gloves,  
G-Tek™ MaxiFlex® Elite™ delivers a user experience that sets game-changing 
new standards.

360° breathability means they can be worn comfortably all day.

STrenGTh-To-WeiGhT rATio
in hAnD ProTeCTion

Unprecedented
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BASIC APPLICATIONS
Particularly advantageous on tasks where maximum 
sensitivity, dexterity and tactility is required, typically 
related to smaller parts or finer work such as:

Fabrication

Final Assembly

Packaging

Finishing & inspection

Maintenance

Logistics & Warehousing

Wire Assembly (not live)

Airport Security

Food & Beverage Stores

ATG TEChNOLOGy MAkES IT hAPPEN
AirTech® Technology combines the advantages of thinner materials with 
breathability along with patented micro-foam nitrile coating. The result is  
an estimated 40% increase in breathability. 

ErgoTech® Technology 
• 30% thinner foam nitrile gloves with comparable mechanical performance.
•  Ultra-light liner to produce smooth and rounded fingertips, maximizing  

fingertip sensitivity
•  ATG’s superior design in form, fit and feel - mimics the “hand at rest”,  

reducing hand fatigue and increasing comfort
• Proven penetration free liner, long-lasting soft liner resting against the skin

PERFORMANCE PROPERTIES: EN388: 4121
ABRASION  0  1 2  3  4
CUT  0  1  2  3  4  5
TEAR  0  1  2  3  4
PUNCTURE 0  1  2  3  4 

SELECTING ThE RIGhT GLOVE FOR ThE JOB
•  No dots best suited for dry applications, while dots on coating will significantly  

improve handling of wet pieces.
•  ¾ dipped gloves will extend coating to just beyond the knuckle on the back side.  

This offers enhanced protection.

Item # CoatIng  FInIsh Color  lIner  sIzes  Palm en388 sIlICone 
      thICkness  Free

34-274  Palm  n/a Blue Blue  Xs - XXl 0.75 mm 4121 Yes

34-275  ¾ dipped  n/a Blue Blue  Xs - Xl  0.75 mm 4121 Yes

34-244  Palm  dots Blue Blue  Xs - Xl 0.75 mm 4121 no

34-245  ¾ dipped dots Blue Blue  Xs - Xl  0.75 mm 4121 no
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PiP saLes Partner LogoParTNer BraND colleTeral 
WIll reTaIN THe look aND Feel 
oF THe BraND; HoWever, all 
collaTeral musT Be aDaPTeD 
To THe regIoNal markeT. 

What to look for: 
• Conversion (imperial/metric) 
• Local standards and certifications 
• Addition of PIP Sales Partner logo as the paternal link

PARTNER BRANDS

PARTNER 
BRAND 
STRATEGY
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WHIle PIP Is PreseNT  
gloBally, ITs maIN BraND  
aND suB-BraNDs are  
curreNTly rePreseNTeD  
DIFFereNTly. THe goal Is To 
alIgN all BraNDs aND FormaTs 
INTo oNe IN orDer To PreseNT 
oNe gloBal comPaNy.

going forward, all new and significant marketing collateral 
will follow the guidelines of this document and should  
be reviewed by global marketing in albany to ensure  
consistency. Below are examples of PIP variations that  
we must change:

ONE GLOBAL COMPANY

sYMBoL with chinese tYPe stYLe

sYMBoL with French tYPe stYLe

sYMBoL with sPanish tYPe stYLe

sYMBoL with itaLian tYPe stYLe

sYMBoL with greeK tYPe stYLe

THE INTERNATIONAL FACTOR

incorrect Logo treatMent
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BRAND ARCHITECTURE PLANNER (ASIA/PACIFIC)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands

o
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e
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BRAND ARCHITECTURE PLANNER (EUROPE)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands

o
r

g
a

n
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BRAND ARCHITECTURE PLANNER (MEXICO)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands
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BRAND ARCHITECTURE PLANNER (LATIN AMERICA)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands
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BRAND ARCHITECTURE PLANNER (OTHER)

 Master Brand Power Brands Partner Brands descriPtor Brands ingredient Brands

o
r
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BR ING ING THE BEST OF THE WORLD TO YOU®
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