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BRANDBOOK

ABOUT US
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We develop and market value-added
self-service vending machines.
Today, we are a major player in sectors
as diverse as photography, food,
and laundromats for the general public
as well as for professionals.

GREY MATTER, MATTER TO EXPLORE

We have expertise in all hardware and software
technologies, with top engineers working for
our internal R&D and in our 15,000m2 technocenter.

NEARBY. EVERYWHERE.

Our multi-local proximity distribution network
has no equivalent internationally.
It has 50,000 local outlets that provide over
100 million user contacts per day worldwide!
...and a maintenance network capable of intervening
in the shortest possible time on the whole of this park.

KNOWN AND RECOGNIZED

We are the undisputed experts in regal photo ID.
We have initiated long-standing partnerships
with local governments and authorities.

Be unique,
millions of
times over

SUCH A STRONG LINK

There are brands that escape their creator
and belong definitively to the public.
It is this precious link that unites the Photomaton brand
in France with millions of users who have made it part of
their heritage as a cross-generational landmark.
There is a special relationship between Photomaton
and the French, full of affection and memories...
A story that continues to be written...

Change without
denying ourselves,
but by affirming
our identity.
Change to be
more visible and
more legible to
our audiences.
Changing to
keep pace with
changing uses
and consumption
patterns. Change
to be the same,
only better.

CONTEXT
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THE PHOTO GROUP ME BEGINS A LONG
PROCESS TO CREATE A NEW STRONG
CORPORATE BRAND, with international aims,

carrying its ambitions but also its diversity. For several
years now, the group has been using its experience
and knowledge of automatic technologies to enter new
markets. From photo booths to printcopy, from food to
laundromats, daring, always daring!
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THE MAIN IDEA IS TO CREATE BRAND
CONSISTENCY. This will enable us to better ensure

the coexistence of a wide range of solutions within
our group. It’s also an important step in the way we
communicate. More legible, more visible, in order to be
used on all our communication supports. It is a prism
that will allow us to speak with a single voice to all our
B2B and B2C audiences, putting an end to confusion
or gaps that did not allow us to have a vision of our group
in line with our realities, representative of our real scope.

THIS NEW ME IS INTENDED
TO ACCOMPANY US IN THE YEARS
TO COME COMING SOON. It is simple and

flexible enough to grow with us.
A brand that is noticed. Who reinvents himself.
A brand steeped in history but imbued with modernity.
It’s all us, it’s all ME.

STORYTELLING
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Photo ME has evolved over time.
It’s normal, few brands are so close to their
consumers and connected to their daily
lives. This is why the group has innovated
and diversified. We needed a new word
to define ourselves. We needed two letters
to characterize us.
ME, what could be more personal?
It’s you, it’s us, it’s everyone at once,
but it’s so me.
ME, it’s all our customers who recognize
themselves in each of our solutions.

really

ME, it is all the employees who, through
their involvement and initiatives,
move our community forward.
It doesn’t get more personal than ME.
There is nothing more universal either.
This name suits us so well!
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MY EXPERIENCE
Every day, ME responds to the needs of its customers,
is in tune with their expectations, and works to improve
their daily lives. These are all little experiences that
connect women, men and machines until they become
a kind of extension of themselves. Able to anticipate
their needs, to facilitate their life, to generate
emotions too.

MORE ENGAGED
TWO LETTERS LOADED WITH MEANING

as...

To be number one is a great satisfaction but it’s also
a form of commitment. Being a leader requires us to
be exemplary and to show the way. This is why we
systematically integrate a CSR approach into all our
decisions. Far from being a constraint, our eco-social
concerns are motivating us to imagine new, more
responsible solutions that are more respectful of our
environment. We see social, ecological, digital and
energy transitions as formidable springboards towards
a sustainable future, where life is good.

MINUTE EXPERIENCE
We all know that time is our most precious asset. Just
like natural resources, we save it, we preserve it and we
learn to use it better. This is precisely one of the missions
of our solutions. Perform, quickly, well done, everyday
tasks to preserve users’ time and save them good time!
For instant gratification.

MAKING EASY

What better promise than to make life simpler, more
beautiful, more enjoyable! Making easy is our mantra,
our mainspring. Through fast, easy-to-use services that
do not require instructions or assistance, and above all
are always close to or on the daily path of the general
public, ME is truly simplicity incarnate.

CONSTRUCTION
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A new name,
new momentum.
All our meanings will be
translated into action.
ME. BECOME WHO WE ARE.

This pronoun sounds like a strong commitment.
Personal as it is, it unites us all. It is marked by proximity
and empathy. It’s up to us to earn it every day.
By being ever closer and more connected to the
expectations and aspirations of our customers.
By being ever more united and cohesive within our
group to innovate and diversify. Proximity, innovation,
diversification. This trilogy is our DNA.
It explains our success. It is the foundation of our future.

LET’S LIVE «MY EXPERIENCE”

More than ever, let’s be committed to providing
a unique experience to our users.
Our solutions will be all the more attractive if they offer
added value: in terms of autonomy, freedom,
time saving, and the pleasure that comes with it.
Our technologies hold promise.

LET’S ALWAYS BE “MORE ENGAGED”

Where we’re
going...

Let’s think about the implications of our actions.
Let us act ethically. As number one, we have a duty
to contribute to building greener and more inclusive
development models. We are and will be a force
of proposal to allow the emergence of new sources
of sustainable growth at the service of the citizens
consumers.
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THINKING AND ACTING “MAKING EASY“
This is our signature, this is our motivation,
this is our daily goal.
This is the perfect summary of our brand promise.
This is our obsession as well as our motivation.

LET’S DEVELOP “MINUTE EXPERIENCES“

We were visionary in understanding very early on that
tomorrow’s consumption patterns would require ever
greater immediacy. Get services without having to wait.
At the same time that technologies allow this speed of
execution, consumers are becoming hedonistic. Their quest
is no longer to consume for the sake of consuming but to
enjoy themselves and to blossom. They know how valuable
their time is. Good, we know how to make them win.

VISION
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ME ANYWHERE, ANYTIME

The future of commerce is proximity!
No more long waiting lines, no more random
delays, no more complicated procedures.
The consumer wants everything, right away,
or at least without wasting time. The digital
age has come and gone and has profoundly
changed the way things are done while
raising the level of expectations. What can
be done in a few clicks on the net must
be done in a few minutes in a physical
commercial space. Everything is designed
to save this precious time.
We want to consume outside of opening
hours and receive what we order as soon as
possible. Impatience is no longer a defect
but a selection criterion. As a major player
in self-service automatic solutions,
we have a role to play in these new uses.
Our solutions are more than ever in phase
with the new generations.

a vision

MISSION
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a mission

REVOLUTIONIZE EVERYDAY LIFE

Revolutionize the convenience store
by providing innovative instantaneous
automated services and a more
autonomous and simpler user experience
on a daily basis.

AMBITION
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MEET NEW EXPECTATIONS

Responding to major individual
and societal challenges through the
development of innovative, responsible
self-service solutions that are close
to our customers and consumers.

an ambition

A REASON TO EXIST

MAKE LIFE EASIER

Saving time for eco-citizens to help them
cultivate their identity, responsibly,
by making their lives simpler every day.

a reason
to exist
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OUR VALUES

27

THE VALUES THAT BRING US TOGETHER

Innovation

Spirit of conquest

Diversification
Customer satisfaction

Agility

Social responsibility

THESE VALUES THAT INSPIRE US

Proximity
Eco citizenship

Freedom
Eco responsibility

Security
Simplicity

OUR POSTURE

A MEANING TO OUR ACTION...

We are everywhere.
In large-scale distribution, in public bodies
and corporate companies,
in administrations and in places of transit.
Wherever we are found, we are committed
to user satisfaction and to making ourselves
simple and accessible, at the service of as
many people as possible. As the market
leader in self-service machines, we are
becoming more and more involved
in the daily lives of millions of users.
This is our role.
We are a group conscious of its positive
social and societal impact through
the development of innovative
and high value-added vending services.

We are
number one.
Every day
we want
to earn
our place.

How do you do it?
Through our innovations, our entrepreneurial
spirit, our boldness, our excellence and
the agility we know how to demonstrate
in our development processes. But still and
more than ever, by our ability to listen
to better anticipate consumer expectations.
By being close but reliable to gain
their trust and loyalty.
By being qualitative and attractive in order
to meet our commitments on a daily basis.
By being safe and responsible to obey
our values.
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Visionaries

OUR STYLE

31

Influencers
in our
markets

In the daily
life of our
customers

Empathetic

Accessible

Nearby

OUR PRODUCTS
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OUR PRODUCTS
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E
M
WASH

Wash.
To provide a professional laundry service,
accessible 24 hours a day, 7 days a week,
for all inhabitants of small towns and cities.

OUR PRODUCTS
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E
M
O
T
PHO

Photo.
Facilitating the administrative
procedures of several hundred thousand
citizens every day throughout the world
in government-approved connected
photo ID booths.

OUR PRODUCTS
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Print.

E
M
T
PRIN

Immortalize your most beautiful memories
on paper in a few minutes thanks to the latest
generation of photo printing kiosks for the
greatest pleasure of your friends and family.

OUR PRODUCTS
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E
M
Y
COP

Copy.
Reproduce all your private or professional
documents on your way to work or while
you are shopping with the latest technology
photocopiers.

OUR PRODUCTS
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E
M
FEED

Feed.

To offer a balanced diet through a wide range
of top-of-the-range juicers and vending
machines for food professionals
and their customers.

OUR PRODUCTS
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Amuse.

Safely entertaining thousands of children
on traditional or interactive rides to enchant
their parents’ daily lives as well.

E
M
E
S
AMU

OUR PRODUCTS
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E
M
P
KEE

Keep.
Keep all your personal photos
and videos in one place in a secure cloud
where they can be accessed at any time,
shared and printed on our photo
printing kiosks.

GRAPHIC CHARTER
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A MEANING TO OUR ACTION

A new, more coherent
and ambitious
strategy is necessarily
accompanied by
a completely
redesigned graphic
universe.
From the logo,
to the typographies,
to the colour codes
and the visual
universe, find out here
what ME Group looks
like from now on.

GRAPHIC CHARTER
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PRESENTATION OF THE LOGO

Mirror effect

Presentation of the concept
We reflect the needs of our users and
customers. We put all our expertise to work to
bring products and services that are right for
them. The Brand and its Clients are perfectly
symmetrical and overlap each other by halfturn.

GRAPHIC CHARTER
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LOGOTYPE WITH BASELINE

Colour code

the colours of the logo

CMJN

RVB

WEB

C
M
J
N

R 30
V 22
B 78

#1e164e

CMJN

RVB

WEB

C
M
J
N

R 0
V 156
B 221

#009CDD

100
100
0
50

100
0
0
0

Making Easy

GRAPHIC CHARTER
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On a light background, use
the logo in blue or black.

On a slightly denser
background use the logo in
white.

The different funds
The logo is flexible enough for
a multitude of different coloured
backgrounds.
It can even live on slightly more
nuanced visuals.
NB:
If the visual is very clear, add a very light
grey tinted background (between 10 to
20% of 100% black) as a product on the
image to bring out the typography and
the logo (see opposite).

On a visual, it is better to place the logo on a part that is
not very «hectic» and that will allow good readability.

ME

GRAPHIC CHARTER
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Making Easy
Making Easy

Making Easy

Making Easy
Making Easy
Making Easy

Making Easy
Making Easy

Making Easy
Making Easy
Making Easy

Making Easy

Making Easy
Making Easy

Making Easy

Editorial typography
Fieldwork

This typography comes in a
wide variety of line/character
thicknesses, and letter designs...
it has features numerous signs and
punctuation marks to be found in
all languages... all of which makes
this typography suitable for use
with all subsidiaries.

Making Easy
Making Easy

Making Easy

Making Easy
Making Easy

Making Easy
Making Easy
Making Easy

Making Easy

GRAPHIC CHARTER
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LOOK AT ME
Editorial typography

Titular

In order to complete and bring
additional richness, the Titular
typography finds it use with elements
such as posters. It will tend to be used
mainly as a tagline typography.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

GRAPHIC CHARTER
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CMJN

RVB

WEB

CMJN

RVB

WEB

C
M
J
N

R 30
V 22
B 78

#1e164e

C
M
J
N

R 0
V 156
B 221

#009cdd

100
100
0
50

Chromatic universe
the corporate

100
0
0
0
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The black and white photos represent the
corporate part of the ME Group.

Corporate visual universe
black and white photos

It’s the play of colours and words between the
black and white of the photos and the blue
of the typography that energise the concept.

GRAPHIC CHARTER
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CMJN 40/90/50
RVB 149/71/141
WEB #95478d

CMJN 50/0/100/0
RVB 154/196/85
WEB #9ac455

CMJN 0/35/100/0
RVB 238/177/67
WEB #efb143

CMJN 0/65/90/0
RVB 226/157/69
WEB #e27f45

CMJN 0/90/15/0
RVB 217/79/132
WEB #d94f84

CMJN 0/90/90/0
RVB 218/80/60
WEB #da503c

Chromatic universe
The products

We offer a more nuanced version
of the product colour palette.

CMJN 30/5/40/0
RVB 188/208/173
WEB #bcd0ad

CMJN 60/0/10/0
RVB 116/196/221
WEB # 74c4dd
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Feed.

Visual product universe
Soft and vibrant colours

Keep.

To make the separation between the body part
and the «products» sections, we use a colourful
universe combining the bitter and the sweet.

Photo.

See.

Copy.

Print.

GRAPHIC CHARTER
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Photo.

Print.

Keep.

Copy.

Wash.

Refill.

Feed.

See.

Amuse.

Care.

Variations

by pictos and colour codes

To discover
the graphic charter
in its entirety,
simply flash
this QRcode

Making Easy

