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The present style guide is the design guideline for all msg communication media. It is not 

intended as a rigid set of rules, but as a support tool for various design tasks.

The style guide defines the use of the logo, the application of the corporate colors and fonts, 

and determines the design grid as well as the imagery. The individual elements interlock in 

such a way that their interplay results in a distinctive external representation of msg. Despite 

its binding nature, the style guide allows room for product- and target-group-specific solutions.

In addition to specifying important design constants, concrete examples show how the style 

guide can be applied to bring communication materials to life.

Central Marketing & Communication 

msg group

Introduction
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The basic elements define how the various image and text components are combined in the design of the  

communication materials. To create a uniform appearance with a high recognition value, these guidelines 

should be applied consistently in the design process.

Basic
Elements
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Basic Elements

 
Branding gives the corporate identity a visual form. It ensures that msg stands out from 

its competitors, is unmistakable, and recognizable. The logo is the most prominent design 

element of the brand identity.

The idea behind the msg logo

The logo is a distinctive unit consisting of a clearly constructed lettering and a red dot in front 

of the company name. This design gives the logo an additional meaning: it is – comparable to 

.doc, .jpg – like a file extension. This makes it clear that msg sets a quality standard for modern 

software solutions. Accordingly, the red dot is an essential design element. 

Please note:

The logo may not be altered in any way, whether through colors, scaling or combination 

with text!

White conversion on 
gray surface

CMYK 0/100/60/37
Pantone 194

CMYK 0/0/0/70
Pantone Cool Gray 11

Implementation  b/w

CMYK 0/0/0/100 CMYK 0/0/0/100

Logo
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Basic Elements

 
Logo Clear Space

It is important to ensure that the logo maintains the specified distance from the side edges 

and other design elements. No other element – whether textual or design-related – may be  

placed within this protected space. The red dot must always remain free-standing. The business 

stationery uses the left edge of the letter „m“ as the baseline for text blocks positioned 

below the logo. (also see Office Equipment).

The distances between the logo and the page edges may vary, but are always relative to  

the format of the respective communication material  (see Design Grid). The adjacent 

dimensions refer to DIN A4 materials.

Logo placement at the bottom right  
(using the example of a DIN A4 portrait brochure)

42 mm

5 baseline units

10,5 mm

Logo placement at the top right  
(using the example of letterhead)

Text suspension

10,5 mm

10,5 mm

msg systems ag

Headquarter 
Robert-Buerkle-Straße 1
85737 Ismaning/Munich
Phone +49 89 96101-0
Fax +49 89 96101-1113
info@msg.group
www.msg.group

Horizontal Alignment

The logo is generally aligned to the right. 

There must always be a free space to the 

left of the logo. Exceptions are possible in 

special cases and after consultation with ZM.

Vertical Alignment

In the vertical axis, the logo can be positioned 

both at the bottom and at the top of the 

page. The following general rule applies: 

For business stationery or materials that 

require this for visibility reasons (e.g., trade 

fair banners and press releases), the logo is 

placed at the top right. For print materials 

such as brochures, folders, advertisements, 

etc., the logo is at the bottom right.

The clear space of the logo corresponds at least to the height of the „m”.

1m

1m 1m

1m

1m

Logo
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Basic Elements

 
Logo Size and Placement

The distance between the logo and the page edge is defined by the module/modular system 

(see Design Grid). The distance to the right edge is half the width of a module. When positioned 

at the top, this measurement also corresponds to the distance to the top edge. When positioned 

at the bottom, the distance to the bottom edge is 5 units of the baseline grid.

The logo size for portrait formats corresponds to a width of 4 half modules (for DIN A4 =  

42 mm) and for landscape formats to a width of 3 half modules (for DIN A4 = 44.55 mm).

The table lists example logo sizes for different DIN formats.

Specifications for Portrait Format Specifications for Landscape Format

Format Logo Width Distance to 
Page Margin Logo Width Distance to Page 

Margin

DIN A6* 21,00 mm 5,25 mm 22,20 mm 7,40 mm

DIN A5 29,60 mm 7,40 mm 31,50 mm 10,50 mm

DIN A4 42,00 mm 10,50 mm 44,55 mm 14,85 mm

DIN A3 59,40 mm 14,85 mm 63,00 mm 21,00 mm

DIN A2 84,00 mm 21,00 mm 89,10 mm 29,70 mm

DIN A1 118,80 mm 29,70 mm 126,15 mm 42,05 mm

DIN lang 21,00 mm 5,25 mm 31,50 mm 10,50 mm

DIN C6 22,80 mm 5,70 mm 24,30 mm 8,01 mm

DIN C5 22,80 mm 5,70 mm 34,35 mm 11,45 mm

DIN C4 45,80 mm 11,45 mm 48,60 mm 16,20 mm

*  As with the logo, a minimum size also applies to the distance to the edge of the page.  
For formats smaller than DIN A6, these specifications must not be undercut!

half module for DIN A4 portrait = 10.5 mm, 4 half modules = 42 mm half module for DIN A4 landscape = 14.85 mm, 3 half modules = 44.55 mm

1½ modules
44,55 mm

5 baseline units

½ module
14,85 mm

5 baseline units

2 modules
42 mm

½ module
10,5 mm

Format-Dependent Logo Sizes

Logo placement using the example of DIN A4 portrait Logo placement using the example of DIN A4 landscape

Logo
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Basic Elements

 
Red

Petrol

Grey

Rastering of Grey

CMYK 0 / 100 / 60 / 37

RGB 160 / 20 / 65 

Hexcode  #A01441

Pantone  194 

Pantone uncoated   1945U

RAL 3003 (Ruby Red)

HKS  18 Z (for ads in daily  

newspapers)

Oracal 631 030 Dark Red (Film)

Brand Colours
Primary Colors

The primary colors are derived from the colors of the msg logo. The primary color red  

is not rasterized.

Note on the RGB color values:

The RGB color values shown here are not 1:1 conversions from the respective CMYK values, 

but have been separately defined – tailored to the different use cases.

Additional / Accent Colors

The additional color „Petrol“ was chosen as a harmonious accent to complement the logo 

colors. Together with gray, it is used in different rasterizations for the design of graphics  

and diagrams.

CMYK 0 / 0 / 0 / 70

RGB 111 / 111 / 111

Hexcode  #6F6F6F

Pantone  Cool Gray 11

RAL 7012 (Basalt Grey)

HKS  92

Oracal 631 752 Concrete Grey (Film)

CMYK 64 / 20 / 20 / 0

RGB 86 / 163 / 188

Hexcode  #56A3BC

CMYK 0 / 0 / 0 / 100 (<70% )

RGB  111 / 111 / 111

Hexcode  #6F6F6F
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Basic Elements

 
DIN A0 – 40 pt

value – inspired by people 
DIN A1 – 28 pt

value – inspired by people
DIN A2 – 20 pt

value – inspired by people

DIN A3 – 14 pt

value – inspired by people

DIN A4 – 10 pt

value – inspired by people

DIN A5 – 8 pt
value – inspired by people

Claim
The claim of msg is: 

value – inspired by people

It should be placed on all communication 

materials – if possible, in connection with 

the logo. The claim is always set in the 

Carnac Regular typeface, in the primary 

color red, with a letter-spacing of +50 

(InDesign). To ensure good readability, it 

should not be set smaller than 6 pt.

Placement

The claim is placed with a distance of 1 

module from the left page margin and on 

the baseline of the logo. If the msg logo is 

placed at the top right, the claim can also 

be aligned to the right of the logo at the 

bottom edge of the document.

DIN A6 – 6 pt

value – inspired by people

value – inspired by people

1 module ½ module
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Basic Elements

 
The corporate font “Carnac” is a humanist sans serif: minimalist, linear, fresh, clear, modern, 

and individual. It fits very well with the brand values of msg: human, bold, reliable.

With the combination of corners, edges, and rounded shapes, the font reflects the look of  

the msg logo, enhances brand recognition, and thus creates a coherent, consistent brand 

image. 

The Carnac corporate font is characterized by high accessibility and readability. With these 

features, it can be optimally integrated across media – both in print and digital formats.

With its variety of weights, the msg corporate font creates clear hierarchies. 

Carnac Thin 
Carnac Extralight
Carnac Light 
Carnac Regular
Carnac Medium
Carnac Bold
Carnac Extrabold
For all office documents (Word, PowerPoint, etc.), the system font Aptos is used.

Two font weights are available here:

Aptos Light 
Aptos Bold

Corporate Font
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Basic Elements

 Corporate Font

value – inspired by people

Tatia nonsed
eosam rentem

Miliquis preperor rem

Xeruptiis molupictum quam is

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eniasin ciusantio 

vit, cum que nimodip ienderae nosam, qui cullentibus et estior 

aut am, sam, voluptat.

Otat eiusapel ipsam conse dio. Ibus, que quia que volores sedipit 

vollestis quatistia conseque aceatis ma dolorum voloribearum 

reic tem re, seritiur asincto eatem eatio. Nam exerum arcider-

um et voluptae dolupta nistia doloribus aut quo consequo etur 

acculparum sin con pra ium harum aut harunt, occupid quos 

rescim rem acestrum rest ipsa que num est ulluptate voloreicias 

est assunt rehent et rem aligend aerciat quatur? Totam, vollupti 

te comnim quaecullupta id modit aut harion perat experibus 

que verunt quaerero testion nobis experiberia vel untiis sin cum 

dolo con pre el endite ea vel inveleni a porerat omnim issit, cupti 

blandaectus. Endesectum qui coreror endem. Gitibus des se 

vollatus magnim ab ipsa dignim eossit plia di dolorit atiniamus el 

iliquid magnatur, ut milicabo. Ut apelibe atenis ma sum accumet 

elicit adit vol. Ut quat idiscipsaero qui conse debitam si aut labo-

rem voluptur, occus de vel inctenis erfernat. Ut et quodi deliantiis 

quides ad et endio dem adi alibuscia numquaspedi offi  catum di 

atem sam quat eate sequi aut quas eosae cum dolupta que ipsae 

conetus dollor sit magnime venis magnitatur as erit, con net 

eaqui te minullis restia vent, omnis minctat iberupt atiate.

Idunt es con evellent

Em. Ut omnihicipsus explis explam facculp aribus mintis ipsa 

iditempore plaut es autassin nulparibus re pa volupta tuscil maio 

ipis enda dem nimaior magnias picit, vendige ndaerioreiur ant 

quis alibus. Udi alis es et eiusam, quis exero conse consequis sum 

quis entias sunt. Rat aut re de voluptae omnit, offi  c tessit, quide-

ratum harum hario te vit molor sition cus anda cus iniam quistio. 

Natemquiatur soluptatur sequae. Rionet quis illis nulleni enimaio. 

Ut ium fugitatiis dolecum hil moluptatem rerovitamus nonsequ 

atiatii sciatempos ut experitat poribus volor aboratempe corro 

blabori oneculparum eossinte que simporepelis estrum que num 

quunt vene libus. Heniae re quia cora doluptaturi tem. Sam es aut 

endam ex es ilibus a vel ipsamus eiur sinture vel.t.

Oditatur?

•  Quis dolo dolupta conet dolese volenti ationse quiate voluptio 

omnihit dit omnimax imoluptia dolentur re prat 

•  Dolorrum ipsae plaut ipsam quasi blamus. Bearcii ssequam, net 

aria sitatempore vollorest quatiis cullorit vellorunt re volorer 

eptumqu iatiumqui dit volut volutas moluptatis am

•  Laceper sperspedi arumquo et faccuptati culpa venieni milibea 

quaturio. Or solupta cusandam qui re conet maio quam verum 

imilles eritaec umquati bea doluptat.

Bildunterschrift

Urepra is quunt abo. Maionse quaerunt opta dolora deniatu recatum int es mil esti cullabor aceratur asse-
quidel ipsunt as etur as niet ut alia volorum ate si cu.

50 %

65 %

60 %

 Roof line:   Carnac bold 
schwarz

 Subheadline:  Carnac bold  
 black

 Teaser text:   Carnac medium 
  black

 Headline:  Carnac thin/extrabod  
 black/red

 Body text:   Carnac light 
  black

 Subline:  Carnac light 
 black 

  Depending on font size and 
  line length, Carnac regular can 
  also be used

Image Caption:  Carnac light 
black

Claim:  Carnac regular 
red, letter-spacing: 50 pt

Bulletpoints: 
• Points in red

Headlines, which are used within a document/ 
brochure for subdivision on subsequent pages,  
are set in the Light/Red or, more strikingly, in a  
mix of Thin/Black and Extrabold/Red.
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Basic Elements

 Corporate Font – Headline System

Roof line:  Carnac bold (black)

Headline:  Carnac thin (black) 
Carnac extrabold (red)

Tatia nonsed 
eosam rentem

Roof line 

Roof line:  Carnac bold (white)

Headline:  Carnac extralight (white) 
Carnac extrabold (white)

Tatia nonsed 
eosam rentem

Roof line 

positive – white background negative – dark/colored background
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Basic Elements

 Design Grid
Module System

To ensure the simplest possible adaptation 

of the design grid to all page formats, a 

corresponding module-based system has 

been developed: The horizontal and vertical 

axes are each divided by 10. This division 

forms the basic design foundation for all 

materials, and all design elements are 

aligned with it. 

A further subdivision of the grid is possible, 

where the modules obtained from the 10-

part division are halved again (see magenta 

lines). This allows a finer adjustment of 

design elements, especially for narrow 

formats such as DIN long, 1/3 portrait 

advertisements, etc.

Note:  

This further subdivision is also necessary 

for determining the logo size and placement 

(see logo).

10-part division using the example of DIN A4 portrait

10-part division using the example of DIN A4 landscape

20-part division using the example of DIN A4 portrait

20-part division using the example of DIN A4 landscape

10 x 21

10 x 29,7 20 x 14,85

20 x 10,5

20 x 
14,85

10 x 
29,7

10 x 
21,0

20 x 
10,5

1 module = 21 mm

1 module = 29,7 mm
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Basic Elements

 Design Grid
Module System

The text area for designing the inner pages 

is defined by a distance of one module height  

or width to the page edge. Within this text 

area, 4 columns are defined, each with a 

width of 36 mm (with a spacing of 8 mm 

between them), where the text can be 

placed.

Depending on the amount of text, the num-

ber of columns is determined – text blocks 

over 2 or 3 columns are preferred. For large 

amounts of text, the text block can span all 

4 columns, but then it should be split into  

2 x 2 columns. Teaser texts can also span 

the full width of the text area.

2121

29,7

29,7

8 8 836 3636 36 8 x 29,7  
= 237,6

8 x 21 = 1682121

8 8 836 3636 36

8 x 21 = 168

14



Basic Elements

 Design Grid
Baseline Grid 

The baseline grid is derived from dividing the module height by 12 for portrait formats  

and 9 for landscape formats, which also determines the leading: every second line. 

For smaller formats than DIN A4, the line spacing may vary slightly. When the font size  

is increased, the leading increases to every third line.

Images in the Grid

Images can be placed within the text area 

or extend beyond it into the lead. The 

image can be aligned along any line of the 

design grid.

Font and Image Interaction

To achieve a harmonious overall design, the width of the image motif should visually align 

with the typographic part.

Baseline Grid and Leading for DIN A4 Portrait Example

Baseline Grid and Leading for DIN A4 Landscape Example

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia Ihic 

to cus eos inus aut et lam expliciis entem volor autemqui dolum-

quist autem fugitatet asimet estion natempelit hic te magnam 

nosam, optame voluptae. 

Nam et lamusa que voluptasped quas nonserem sum et fugia Ihic 

to cus eos inus aut et lam expliciis entem volor autemqui dolum-

quist autem fugitatet asimet estion natempelit hic te modi voluptio. 

Arum doloreh entisti demporerum et, natus, ut magnam nosam, 

optame voluptae. Volor magniste ventore peruptatio blacesci 

seque omnisit eatur, temoles este pariasin rero ellaut eum inci-

magnat mo maio to id quat autatur aut aut volum volum is di odi 

tempore nus asitem ium fuga. Am laceptur? Qui quatur? Eturion 

rese vel id que et.

Nam et lamusa que voluptasped quas nonserem sum et fugia Ihic 

to cus eos inus aut et lam expliciis entem volor autemqui dolum-

quist autem fugitatet asimet estion natempelit hic te modi voluptio. 

Arum doloreh entisti demporerum et, natus, ut magnam nosam, 

optame voluptae. Volor magniste ventore peruptatio blacesci 

seque omnisit eatur, temoles este pariasin rero volum is di odi tem-

pore nus asitem ium fuga. Am laceptur? Eturion rese vel id que et.

Voluptae estiis dolupta ium qui repuda eaquo magnam fuga. Apel-

laccat iusapiene sam facesequam essitatem quat. Ique della dit, 

vendae as antisque dolupta tibere volorpores moluptatis eresequia 

cus est ut quaspel lignatq uaest

Arum doloreh entisti

nihil ilia quo cum sapiscidenet andam faci cum voluptus enda 

dolorion core voluptatur sam solor rehenia ndunti re ad qui berovit 

o�  cipit deribus, con eatur ad quia venihit, cuptasimus eseque 

sitati beatia is sectore nihiti optur reperferibus dolor sam facepudit 

imus dolo to que volo vero volo te peliciam quis escit que pro o�  c 

te ma es iniet, in nesciet fuga. Ga. Ur aped ut as et pellam unt etur, 

tem iusdae sequi berum rectas quam imus doluptatium il mo id 

expelendis voluptatem niam conseritatia solendi gnatias quae 

omnis essinum quiatur, optatemos aut quam fuga. Nam quidebit 

adisquatqui reptat.

Bildunterschrift linksbündig Bildunterschrift rechtsbündig

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia Ihic to cus eos inus aut et lam 

expliciis entem volor autemqui dolumquist autem fugitatet asimet estion natempelit hic te 

modi voluptio. Arum doloreh entisti demporerum et, natus, ut magnam nosam, optame volup-

tae. Volor magniste ventore peruptatio blacesci seque omnisit eatur, temoles este pariasin rero 

ellaut eum incimagnat mo maio to id quat autatur aut aut volum volum is di odi tempore nus 

asitem ium fuga. Am laceptur? Qui quatur? Eturion rese vel id que et

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Visual Adjustment

21 mm / 9  
= 2,333 mm

29,7 mm / 12  
= 2,475 mm
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Basic Elements

 

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

Nam et lamusa que voluptasped quas nonserem sum et fugia 

Ihic to cus eos inus aut et lam expliciis entem volor autemqui 

dolumquist autem fugitatet asimet estion natempelit hic te modi 

voluptio. Arum doloreh entisti demporerum et, natus, ut magnam 

nosam, optame voluptae. Volor magniste ventore peruptatio 

blacesci seque omnisit eatur, temoles este pariasin rero ellaut 

eum incimagnat mo maio to id quat autatur aut aut volum volum 

is di odi tempore nus asitem ium fuga. Am laceptur? Qui quatur? 

Eturion rese vel id que et

graphic captions aligned left graphic captions aligned right

Arum doloreh entisti

Nam et lamusa que voluptasped quas nonserem sum et fugia Ihic to cus eos inus aut et lam 

expliciis entem volor autemqui dolumquist autem fugitatet asimet estion natempelit hic te 

modi voluptio. Arum doloreh entisti demporerum et, natus, ut magnam nosam, optame volup-

tae. Volor magniste ventore peruptatio blacesci seque omnisit eatur, temoles este pariasin rero 

ellaut eum incimagnat mo maio to id quat autatur aut aut volum volum is di odi tempore nus 

asitem ium fuga. Am laceptur? Qui quatur? Eturion rese vel id que et

1
Unit

2
Units3 

Units

Design Grid
Spacing

As a guideline, the distance between the 

image and the headline (or subheadline) 

should be at least 3 units of the baseline  

grid to the text frame. The distance between  

the headline and the body text should also 

be 3 units.

The distance between the image and the 

body text should be 2 units.

In individual cases, these values may be 

exceeded or undercut.

Image and graphic captions should be 

placed with a distance of one unit.

They can be aligned left or right (see the 

chapter on Corporate Font).
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Basic Elements

 

creating value forbusinesses

creating value for
businesses

creating value for
businesses

Design Concept – Standard
Idea 

The design concept focuses on the recurring use of core elements: the 3/4 circle, changing  

gradients as a design element, and a human-centered visual language. By alternating head-

lines and images, the diversity of industries and topics can be visualized in a way that aligns 

with the communicative impact. The combination of these three core design elements gives 

the corporate design a distinctive recognition value.

The three core design elements are based on the brand values of msg:

• human: The images feature a predominantly human component.

• bold: Overlay with color/pattern gradients.

• reliable: The 3/4 circle is the evolution of the msg dot and symbolizes the reliability of msg.  

In its open form, it represents future-oriented dynamism and completeness through the  

message in the open quarter.

Implementation

Through the consistent use of these three core design elements combined with ample white 

space, the design concept ensures a unique visual brand identity. 

This design principle should be applied at the top design level (e.g., cover, title page, web 

header/stage). The levels below should remain largely clean, with plenty of white space, the 

msg colors, color photos, and selectively applied design elements that reinforce the design 

concept. An overly colorful impression should be avoided.

→ →

creating value for
businesses
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Basic Elements

 

creating value for
VR / RA

value – inspired by people

creating value for
life science & chemicals

Design Concept – Alternatives
In addition to the standard display format, there are other design options to use the design flexibly:

value – inspired by people

creating value for
life science & chemicals

Alternative A: Full-Surface Design

This is particularly useful when the formats are very narrow or the headlines are longer.  

In this case, the 3/4 circle is represented in two shades of white and encloses the headline  

in the upper left area.

Since this display format does not show the logo in its original colors, nor does it feature the 

msg red, it should only be used when a clear brand reference is made in the overall context.

Alternative B: White Design

This option, like the full-surface design, is particularly useful when the formats are very narrow 

or the headlines are longer. When used intentionally, it also serves as a break from the standard 

design or to create space in long text blocks. In this display format, the reference to the corporate 

design is established through the use of selectively placed design elements:

The four color gradients can be applied to narrower/delicate surfaces. This is especially suitable 

for the circle outline (A), which is placed in a suitable section, thereby continuing the idea of the 

circle element. A thin stripe (B) can also pick up the design principle and emphasize an elegant 

look. Gradient-filled typography (C), when used selectively, can also have an impact.

In this case, the 3/4 circle is shown 

in red and a 20% gray gradient and 

encloses the headline in the upper 

left area.(A)

(B) (C)
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Basic Elements

 Imagery

The msg visual world reflects our brand value “human.” The focus is on people, as our claim 

“value – inspired by people” emphasizes that the added value we create is always centered 

around people. The people depicted should appear likable and natural. They act in real work 

situations to make the photography feel as authentic as possible. The photos show our diversity 

in terms of ethnic background and disability. If specific msg products are the focus, it should 

still be attempted to include people, e.g., in Motive A.

The overall image mood is modern and friendly, as msg aims to be perceived as a dynamic 

and forward-looking company.

Licensed stock photos are used, which are overlaid with color/pattern gradients on the upper 

design levels (e.g., headers, cover pages, stopper pages, etc.) to give them an individual and 

fresh look.

In addition to the internal image database under GURU/Organizational Assets, msg has licens-

ing agreements with the image agencies Getty Images and Adobe Stock. For any questions, 

please contact the Brand&Design team at msg.grafik@msg.group.

Until the internal AI guidelines are written, please limit the use of AI-generated images to 

internal purposes only.

Motiv A
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Basic Elements

 Imagery (Conceptual Visuals)

To effectively convey the right message for extensive campaigns or complex topics, visuals 

with metaphors, symbols, icons, etc., can be created. These are preferably combined with 

people images, but visuals without people are also possible.

Visual for CKT-Kampagne Digitaler Zwilling Visual for CKT-Kampagne AI Visual for CCoE

Visual for Event Roadmap Camp Visual for Event inscom Visual for Claims Management Visual for CKT-Kampagne Cloud

Visual for CKT-Kampagne Cloud
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Basic Elements

 Imagery – Employer Branding
There is a separate career imagery for employer branding and recruiting measures and  

materials. The four core themes of our employer brand – collaboration, freedom, growth  

and quality - are conveyed via this imagery. Therefore, the images feature people in the  

real workspaces of msg, with scenarios authentically inspired by actual work situations.  

The dress style varies between business casual and casual. The mood of the images is  

modern and friendly. In this way, it reflects, in line with our company culture, not only  

professionalism but also a relaxed and authentic atmosphere. Light colors dominate,  

with (msg-)red color accents.
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Basic Elements

 Imagery – Key-Visuals (Employer Branding)

The following examples illustrate the described characteristics of the career imagery. Many  

of the motifs are specifically intended as key visuals for certain target groups or campaigns. 

The contact person for the employer branding imagery is Andreas Geiger.
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Basic Elements

 Picture Frame

The style of the msg logo and the corporate font is reflected in images through rounded corners 

or a combination of sharp and rounded corners. This creates a consistent brand image.

There are two options:

• Opposite corners rounded, e.g. top right and bottom left (preferred for larger images).

• All four corners rounded.

Values for the corner radius:

As a rough guideline:

• For images up to 200 px in width: 9% of the width.

• For images larger than 200 px in width: 6% of the width.

If multiple images of different sizes are displayed on one page, the corner radius of the  

smaller image should visually match the radius of the larger image.

The radius is 6% of the image 
width = 15 px

100 px

250 px

The radius is 9% of the image 
width = 9 px.
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Basic Elements

 Color/Pattern Gradient
Idea

The msg color gradients are color gradients with pattern overlays and have been implemented in 

four color spectrums. They reflect our brand value „bold“ and create freshness and vibrancy.

Colorless gradients can also be used.

To add variety, it is also possible to use a partial view/zoom in.
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Basic Elements

 

Top layer: Gradient, multiplied with the 

underlying layer: Image b/w, fade-out

Top layer: Gradient, color effect with 

the underlying layer: Image 4c

Implementation

The color gradients are applied to the images, giving them a unique appearance. The result is 

often optimized by converting the underlying photo to black and white, increasing the bright-

ness or contrast, or using a soft fade-out effect along the edges. The gradients can be used 

flexibly, horizontally, vertically, rotated, or mirrored. A gradient should always be visible. It is 

important that the line pattern of the gradients runs subtly over the faces. There is no specific 

color assignment to certain themes or industries. If too much image information is hidden by 

the gradient, an additional duplicated image layer can be used over the gradient (can also be 

just a person cut-out). The image can be further refined with reduced opacity and effects like 

“Multiply negative” or “Luminosity/Luminance” on this layer.

Color/Pattern Gradient

It is important to note: A colorful overall impression should be avoided. White space is 

maintained as a fundamental design principle and acts as a counterbalance to the colored 

elements.

Gradients can be applied in the following modes:

• Multiply: The gradient is placed on the image with the “Multiply” effect.

•  Color: The gradient is placed on the image with the “Color” effect.  

This is particularly useful for darker images.

•  Fade-Out: For images such as executive portraits, the gradient can also fade  

into the original image. 

• White-Gradient: A colorless gradient can also be used. 

Top layer: Gradient, multiplied + fade-out with 

the underlying layer: Image 4c+

Top layer: Colorless pattern, multiplied + fade-out with the 

underlying layer: Image 4c
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Basic Elements

 

value – inspired by people

3/4-Circle 
Idea

The 3/4 circle is part of the visual DNA and represents our brand value “reliable.” To achieve 

this, the point from the msg logo has been given a sense of lightness through the use of the 

outline, and it is opened up in the headline area. The circle “holds” the headline and communicates 

stability and reliability. The 3/4 circle is used exclusively in connection with a headline.

Implementation 

Within the design concept, the 3/4 circle is always used at the top design level. When the 

3/4 circle is placed half on white and half on the image, the ratio of the outline thickness to 

the headline is always 1:10. In the full-surface design, the circle is smaller and uses a slightly 

stronger outline. The color scheme for the 3/4 circle can be derived from the display options 

below:

creating
value for 

automotive

we are
reliable

20 % black

msg-red

msg-red

value – inspired by people

creating value for
life science & chemicals

100 % white

100 % white

value – inspired by people

creating value for
life science & chemicals

100 % white/
mind.  

20 % transparency 
(visibility must be 

ensured)
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Basic Elements

 Graphic Elements
In addition to the realistic photo worlds, infographics are used to illustrate more complex 

topics. For a modern appearance, the color scheme should be a balanced mix between black 

gradients and one of the color/pattern gradients. The delicate use of graphics creates a good 

contrast to the occasionally bold use of typography (e.g., Carnac Extrabold). 

To ensure a consistent icon style, these are predefined. The icon collection is available in 

Quickslide and Sharepoint as an overview, EPS, and SVG. These can be refreshed with colored 

circle outlines if it fits the overall design.

ZurichBasel

Bern

We have concerns regarding IT security

Our current specialist applications
are not cloud capable

The cloud does not meet the
 necessary protection requirements 

48 % 20 %32 %

Namus incipsam explita tiorpor 
molorrum nitas nusanistrum

35 % 21 %44 %

40 % 24 %36 %

50 %

65 %

60 %

30 %

35 %

35 %
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Basic Elements

 

Störer

Tables, Disruptors, Contact Person 

Störer

Maria Musterfrau

Partnerin

+49 123 456 789 0

maria.musterfrau@msg.group

Example: Disruptors on colored or white background

Tables should appear as light as possible. Therefore, generous white spaces and rather light 

black gradients with thin dividing lines are used. In the header area, one of the color/pattern 

gradients can be used to pick up the color principle.

Störer (elements that stand out) are used in circular form and, depending on the background, 

are in white, red, or with a gradient, along with a rotated text.

Contact persons should always be depicted in circular form with a border (3/4 circle), as 

shown. The name is always displayed in red/Carnac Bold, and the position/mobile number/

email in black/Carnac Light.

Example: Tables / Customer Magazine „public“

StörerStörer

Example: Module Contact Person

Competition with active 
attacks, displacement, and 

disruption intent

Competitive Collaborative

Invention and innovation 
that establishes a lead or own 

market and is innovative

Collaboration with equal 
partners pursuing a common 

goal for or against others

Collaboration with partners on 
all levels, especially with cus-
tomers and for their benefit

Programm Investitionsvolumen

NextGenerationEU 750 billion € (20% for digitalization)

Horizon Europe 95.5 billion € (15.3 billion € for 
"Digital, Industry and Space")

Digital Europe 7.5 billion €

CEF 2-Digital 2 billion €

Table 2: Investment Volume of Important Digital Programs

Co-CreativeCompetitive Creative Cooperative
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The design examples illustrate how the various image and text elements interact in the design of communication 

materials such as brochures, etc. The layout shown below should generally be used as the basis for the design 

of all communication media and advertising materials and applied consistently. Individual elements may vary 

or be replaced by others. However, to ensure a consistent appearance and ongoing recognizability of the  

msg brand, this guideline should be followed as closely as possible.

The majority of the formats are available as InDesign templates for download in the Brand Center.

Design
Examples
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Design Examples

 

value – inspired by people

Office Equipment
Letterhead

The location-specific sender line, the 

individual address block, and the company 

legal information are printed using a Word 

template. 

The stationery itself can be obtained from 

the Marketing-Shop.

Letterhead
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Design Examples

 

value – inspired by people

Office Equipment
Letterhead – Dimensions 

42 mm

10,5 mm

10,5 mm

Carnac Regular, 7 pt

Carnac Bold, 7 pt

Carnac Light, 7 pt

Carnac Bold, 9 pt

99 mm

99 mm

99 mm

Text positioning

The company legal information is printed 

using a Word template.

msg systems ag

Board of Directors
Dr. Jürgen Zehetmaier (Chairman)
Dr. Andrea van Aubel
Karsten Redenius
Dr. Frank Schlottmann

Chairman of the Supervisory Board
Johann Zehetmaier

Headquarter 
Robert-Buerkle-Straße 1
85737 Ismaning/Munich
Phone +49 89 96101-0
Fax +49 89 96101-1113
info@msg.group
www.msg.group

Register of Companies
Amtsgericht München
HRB 140 149
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Design Examples

 Office Equipment

Business Card Front Business Card Back

msg systems ag 
Robert-Buerkle-Straße 1 | 85737 Ismaning/Munich | Germany

First Name Last Name
Academic degree
Job Titel
Job Variant
Branche

+49 175 12345678
name.name@msg.group

www.msg.group

Business Cards

Business cards can be obtained through the 

Marketing Shop.
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Design Examples

 

www.msg.group

msg systems ag 
Robert-Buerkle-Straße 1 | 85737 Ismaning/Munich | Germany

First Name Last Name
Academic degree
Job Titel
Job Variant
Branche

+49 175 12345678
name.name@msg.group

Office Equipment

Business Card Front

Business Card Back

Business Cards – Dimensions

Business cards can be obtained through the 

Marketing Shop.

Carnac Regular, 7,5 pt

Carnac Bold, 6,5 pt

Carnac Regular, 9 pt

Carnac Bold, 12 pt

15 x 15 mm

Carnac Regular, 6,5 pt

55 mm

85 mm

17 mm

5 
m

m5 mm
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Design Examples

 Flyer
Standard flyers are designed in A4 portrait format and are usually set in two columns, but 

they can have a teaser text across the entire width. The headline can be placed in the header 

image or beside it. The protective space of the msg logo must be strictly adhered to.

value – inspired by people

Tatia nonsed
eosam rentem

Miliquis preperor rem

Xeruptiis molupictum quam is

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eniasin ciusantio 

vit, cum que nimodip ienderae nosam, qui cullentibus et estior 

aut am, sam, voluptat.

Otat eiusapel ipsam conse dio. Ibus, que quia que volores sedipit 

vollestis quatistia conseque aceatis ma dolorum voloribearum 

reic tem re, seritiur asincto eatem eatio. Nam exerum arcider-

um et voluptae dolupta nistia doloribus aut quo consequo etur 

acculparum sin con pra ium harum aut harunt, occupid quos 

rescim rem acestrum rest ipsa que num est ulluptate voloreicias 

est assunt rehent et rem aligend aerciat quatur? Totam, vollupti 

te comnim quaecullupta id modit aut harion perat experibus 

que verunt quaerero testion nobis experiberia vel untiis sin cum 

dolo con pre el endite ea vel inveleni a porerat omnim issit, cupti 

blandaectus. Endesectum qui coreror endem. Gitibus des se 

vollatus magnim ab ipsa dignim eossit plia di dolorit atiniamus el 

iliquid magnatur, ut milicabo. Ut apelibe atenis ma sum accumet 

elicit adit vol. Ut quat idiscipsaero qui conse debitam si aut labo-

rem voluptur, occus de vel inctenis erfernat. Ut et quodi deliantiis 

quides ad et endio dem adi alibuscia numquaspedi offi  catum di 

atem sam quat eate sequi aut quas eosae cum dolupta que ipsae 

conetus dollor sit magnime venis magnitatur as erit, con net 

eaqui te minullis restia vent, omnis minctat iberupt atiate.

Idunt es con evellent

Em. Ut omnihicipsus explis explam facculp aribus mintis ipsa 

iditempore plaut es autassin nulparibus re pa volupta tuscil maio 

ipis enda dem nimaior magnias picit, vendige ndaerioreiur ant 

quis alibus. Udi alis es et eiusam, quis exero conse consequis sum 

quis entias sunt. Rat aut re de voluptae omnit, offi  c tessit, quide-

ratum harum hario te vit molor sition cus anda cus iniam quistio. 

Natemquiatur soluptatur sequae. Rionet quis illis nulleni enimaio. 

Ut ium fugitatiis dolecum hil moluptatem rerovitamus nonsequ 

atiatii sciatempos ut experitat poribus volor aboratempe corro 

blabori oneculparum eossinte que simporepelis estrum que num 

quunt vene libus. Heniae re quia cora doluptaturi tem. Sam es aut 

endam ex es ilibus a vel ipsamus eiur sinture vel.t.

Oditatur?

•  Quis dolo dolupta conet dolese volenti ationse quiate voluptio 

omnihit dit omnimax imoluptia dolentur re prat 

•  Dolorrum ipsae plaut ipsam quasi blamus. Bearcii ssequam, net 

aria sitatempore vollorest quatiis cullorit vellorunt re volorer 

eptumqu iatiumqui dit volut volutas moluptatis am

•  Laceper sperspedi arumquo et faccuptati culpa venieni milibea 

quaturio. Or solupta cusandam qui re conet maio quam verum 

imilles eritaec umquati bea doluptat.

Bildunterschrift

Urepra is quunt abo. Maionse quaerunt opta dolora deniatu recatum int es mil esti cullabor aceratur asse-
quidel ipsunt as etur as niet ut alia volorum ate si cu.

50 %

65 %

60 %

value – inspired by people

Tatia nonsed
eosam rentem

Urepra is quunt abo. Maionse quaerunt opta dolora deniatu recatum int es mil esti cullabor aceratur asse-
quidel ipsunt as etur as niet ut alia volorum ate si cu.

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eniasin ciusantio 

vit, cum que nimodip ienderae nosam, qui cullentibus et estior 

aut am, sam, voluptat.

Otat eiusapel ipsam conse dio. Ibus, que quia que volores sedipit 

vollestis quatistia conseque aceatis ma dolorum voloribearum 

reic tem re, seritiur asincto eatem eatio. Nam exerum arcider-

um et voluptae dolupta nistia doloribus aut quo consequo etur 

acculparum sin con pra ium harum aut harunt, occupid quos 

rescim rem acestrum rest ipsa que num est ulluptate voloreicias 

est assunt rehent et rem aligend aerciat quatur?

Totam, vollupti te comnim quaecullupta id modit aut harion perat 

experibus que verunt quaerero testion nobis experiberia vel untiis 

sin cum dolo con pre el endite ea vel inveleni a porerat omnim is-

sit, cupti blandaectus. Endesectum qui coreror endem. Gitibus des 

seque nestiatem quae ea il id quam ius eos namenis voluptiatem 

quas apit volor re peliciaeptat harum. 

Aborest aut hillendae

Vollatus magnim ab ipsa dignim eossit plia di dolorit atiniamus el 

iliquid magnatur, ut milicabo. Ut apelibe atenis ma sum accumet 

elicit adit vol. Ut quat idiscipsaero qui conse debitam si aut labo-

rem voluptur, occus de vel inctenis erfernat. Odi a doluptaspiet fu-

git ut od et estia est vit inusand iamenditat audignam quat fuga. 

Ne mo odis quia ipienes toribus cone pro qui axim fugita quiaten-

dia cum que num cuptatur? Vit qui ad molupta vendit ute alitasp 

ellecto beris sum est, quam, cum ea cusam, comnihillis nus mos 

pa comniandae porum, verrorem re volora conseque sume senis 

quas ilit ab iduciunto explam iurem assimusant faccaec turenem. 

Ut as eossequist reperov idemped everum dempore ma perum 

solor aut laccuptas que laborem nonsequ unturit volore nullorum 

quam, estiatem ut ullorrovid ea qui nes nos rero blabore hendis 

dolore, omnisqu assitaspiet reratur sae optatur? Aria volut re 

dolestia dolupta tiorest ibe vellabo. Faccae voluptatium inum a 

sus nieni dolore et et quae nonsequis apit, sunt voluptur?

Miliquis preperor rem quossi

Necum labore repel inveria volupta ssequam, incto eosanda 

veliquia dolore pore eicidunt earitat emperae pudiae vel isimin 

ent omnihillania pa providunto blabore aborrum volupta tentur, 

omnis aut ut volorit et idusci core inctesed mintes milici.

Bildunterschrift

Parum et accus voloris earcimuscias quibus conem et exerehenda 

plabore icienia con esciendit eos doluptiis quis consequi quibus 

rem aceatiaest, vel id quis ipsam eum fugia duciae sae des 

adiorpor anitemp oriandi taturep ediorerro blant, qui aut utet vid 

magnim idel etumquatur? Qui con planderatur, ut odit minisqui-

am exerumet volorpos rem dis rehenis pror andusci mintisquiae 

possunt mi, omnisqui seque sequid enim licia nulluptur atur, 

inctur asimet derum iuntis aut desecti atiis veniendae expe 

enducia cus, cusdant. Liqui occus derorio teturec tionsed ma et, 

ullatquibus adit esti omniendi doluptate debis dolorpo rrovit 

vidende liquiscipiet molestet eicitae cusamen tiandanis et ut que 

cusciducit aut ad quiduscia dolorit que sus, test quam iditam fugit 

aut doluptatem vel imet laboris accum esequia epedis imet recae 

re quia nonsed ea con re moditis asperum unt porum doleniet eos 

exerciam quiatquat et quam, quatum qui consequid eaquam.

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Example: Flyer A4 portrait format, with header image Back page

Offi  c temoditiunt

El estiis as de eri debis inumquia prem et ellaut volupietur, ernam 

inullaborum facest, ipisinc iistrum eveliquia nos cust et earum 

quo estia aut quiam liandic itibeaquo veribus andanimporro con-

sed quo erovidebis ipsum fugianihicte asserumenet laccusaest 

occus etureium, quo omniatur, simustem quid maio. Nam, aut 

accuptatem dem quibus imusant vitas niatis cum illupta tibusam 

iusa aut rest, cuptae. Nam, tem non conseque velenet quae 

earumet quatum resersp eriste explaut et exerae plitis as reces 

dolorio repudae. Consed eos ut ex eliquaspis aut veratem porupta 

tiandunto ma nias sitatem qui que opturiore vid qui offi  cid essit 

enihill uptatque volorerum.

Obis as aut eum nectur?

Riam rem qui tem non pa abor accaborit autem audae net 

quam sam quis molupta volum exeriti busanihilit, sit repudi ut 

minctem laborepudit omniatis ma doloreic tem facerae pudaes 

dem dolorpos sim fuga. Pienihicias as sit de peles estore num 

auda sus volorroresed ut alit esequib usciass equam, quos rerae. 

Am fugitiusa sus vent res in pro bereper ferest explis periberum 

quidel isquis aut volupta tioria consedi ommolupti cus, ullaborit 

quunt lictecabore iniaernam el inctemquae perum, voluptatur res 

di doluptum repuditiam, cum eostem aspe pa alit ulloris quas alit 

esed evel iur, cullor moditiis ut as entiatus.

Lignatat imaiorem aut eat quiducitas id quae velecepudam rest, 

iminumquis essum rem et ex et re voluptaspite arcit destibus 

molupture sinulluptat. Faccus, cum debitii scipitat mos qui ipsum 

vendion sequas dempor maximus velignat voloris etus. Milla-

cerfera explabo reptasimil iusciis et eicia porectas doluptaesci 

ommod moluptatur? Quibus et es nobitas aboruntio blaborerit, 

acearciasi con es quae consequ ossitaquame ma as nonsedit hilit 

ratiae dolorum vel moluptatur? Pe nimet asped ea diciatet hicia 

dolore porum ipsae omni rem. Edis quis dolor sinis sam renturem 

nonsequas ipid untia et offi  ctae culpa et parci de optam dolupti-

atur, secatqui de pero quia quis mod maion eos et vollam fugia 

consequi sum quo ditiis doluptatur? Ficiatenis magnam, cum 

inum eum et a cus neturepudae aut volorpo rerisim aut qui dis 

sum que idus, odio berovit, quis rem hil is alite nonsecum es mil 

in rest ate velles reprectur, qui vellites que et pliquiantur?

Ullanihic tota que volupta 

•  Quis dolo dolupta conet dolese volenti ationse quiate voluptio 

omnihit dit omnimax imoluptia dolentur re prat 

•  Dolorrum ipsae plaut ipsam quasi blamus. Bearcii ssequam, net 

aria sitatempore vollorest quatiis cullorit vellorunt re volorer 

eptumqu iatiumqui dit volut volutas moluptatis am

•  Laceper sperspedi arumquo et faccuptati culpa venieni milibea 

quaturio. Or solupta cusandam qui re conet maio quam verum 

imilles eritaec umquati bea doluptat.

Idem es ea aut liquiberitam dipicto et parchil il id quibus, sitas 

seniendam veliqui volo et, tes dipsusament ut lit alitaspis 

ut liberatint res ad quam, solores ditia nem fuga. Rovita 

sae nonsecumquid mo odipsum et aut adit aut esequam, 

qui dolorem porempel explaceptati ut hilit, aliquae essit 

aboruptae et poriorp orestior aute enimpori aut explaccume 

velluptaqui berum fuga. Tetur aut lit volo et, temo im autenet 

fugiassed quis eaconectint ipitaquo ditia nem fuga. Rovita sae 

nonsecumquid elendae enimusd aessuntis earunt, quide dit 

experehent:

•  Tiuris aligenist qui aboreic quaeproria

•  Voluptas dit aut ullupta num dolupic illorest rerorecta

•  Inulpa quostio et ium am est

•  Qui aborernam, sed quos debis aute voluptas

Maria Musterfrau

Partnerin

+49 123 456 789 0

maria.musterfrau@msg.group

Wir helfen Ihnen gerne weiter, damit Sie mehr Zeit für Ihre Kunden haben. Sprechen Sie uns an:

msg systems ag

Robert-Bürkle-Str. 1  |  85737 Ismaning/München  |  Telefon: +49 89 96101-0

www.msg.group  |  info@msg.group
value – inspired by people

Founded in

1980

Board of directors

Dr. Jürgen Zehetmaier, CEO

Dr. Andrea van Aubel

Karsten Redenius

Dr. Frank Schlottmann

Turnover

€ 1.46 billion (preliminary 2024)

Industries

Automotive, Banking, Consumer Products, Defense & Aerospace, 

Food, Healthcare, Insurance, Life Science & Chemicals, Manu-

facturing, Public Sector, Telecommunications, Travel & Logistics, 

Utilities  

Portfolio of services

Consulting: Business and IT strategy | Optimization of

Business Processes | Organization | Applications |

Business Intelligence | IT Architectures | IT Technologies |

IT Security

Industry Solutions: Development of Standard Software

and Individual Solutions | Development of SAP-based

Software Systems | System Integration | Business Process 

Outsourcing

Seminars and Training Courses: Product Training Courses |

Specialist Seminars | Customized Seminars

Cross-Industry Services: Program and Project Management |

Test, Quality & Lifecycle Management | System Services |

Service Management | Platform Services | Migration / Post

Merger Integration

Factsheet
msg auf einen Blick

msg is an independent, international group of companies with more than 10,000 employees worldwide. It is represented in
 34 countries and supports its customers with a comprehensive end-to-end range of services in the digital transformation – 
from strategic consulting to tailored solutions to successful implementation and continuous optimization. The range of ser-
vices of the company, founded in 1980, includes business and IT consulting, development of standard software and custo-
mized solutions, including cloud and AI solutions for the optimization of business processes and digitalization of companies. 
Within the group, independent companies cover the wide range of industry and topic areas. msg systems ag forms the parent 
company of the group of companies.

Our Unique Selling Points:

• 28 DAX-listed corporations are among our customers

• Strategic Focus: Thought Leader, among other things in  

  the areas of AI, Cloud and Business Transformation

• Industry expertise in 13 industries

 

• E2E consulting

• Software-as-a-Service solutions

• 3,000 SAP experts

• Global Delivery

Locations in Germany 

Ismaning/Munich, Berlin, Braunschweig/Wolfsburg, Chemnitz, Cologne, Dissen, Dusseldorf, Essen, Frankfurt/M., Görlitz, Hamburg, Hanover, 

Karlsruhe, Lingen (Ems), Münster, Nuremberg, Passau, Schortens/Wilhelmshaven, St. Georgen, Stuttgart, Walldorf/Heidelberg, Würzburg

Europa & International

Austria, Bulgaria, Croatia, Czech Republic, France, Germany, Hungary, Italy, Malta, The Netherlands, Poland, Portugal, Romania, Serbia, 

Slovakia, Slovenia, Spain, Switzerland, Ukraine, United Kingdom

Australia, Brazil, Canada, China, India, Japan, Kazakhstan, Korea, Mexico, The Philippines, Singapore, USA, Uzbekistan

Flyer A4 portrait format, without header image
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Kundenlogo

Lendame praecest, odistia digendel et eatis et et dolorro vitatatios molore praeptas cus, omniant volupta 
turibus di bea dolessi molupti doluptati dicius necabo. Ut aut ra consedis expelia velitamus. Perumqui nos-
simet odionsequi berro te volupti orepel mo qui consequat occus molore omnis sam lab illiciatur, ellis eni-
me eari deseces et fuga. Itaqui id ex et verum re sin etur am adigend iossum quo volorum, comniss umquia 
sitatem que sit rem harum ut et aut quodis ut aut utem qui non plic.

Kunde

Sum esequasit eatur res serum dolum qui alicimi llest, sitiunt 

volupta dolupta spideni hillor restior epudia volupta de magnatis 

molenisquo molupti od eos volorem vent omnimpe rspit, senim-

por reicient, cus dempersperio et mosam, torundam fuga. Itatet id 

maximodit arum haruntiume verchil iusantis audite il eum quaspis 

nulpa dempor sinus mint quat.

As sunt eum exerferum qui officim enienim poresciam nia duciae. 

Aximo voloreius eveles sum facepud antisintotas magnam, exeri-

onsequi audaectum et molless inctendipsam imoluptio vendicima 

dolupta ectiost quo offictur, culparupti aut lita seque sunt fuga. 

 

Bitiis dolorro riatur, apis ex et volo ento iligent eium nis ut quis 

ma volorporepro ipiet moluptas dis explaut omnis aruptati que 

poruntur molupta temporitet lam nos magni res dus ipsandit 

perae cullaut qui volessi sitio.

Herausforderung

Asit, nient volo velis ditaquu ndenisquam, qui ut et quis atia sequi 

aperum autem aut endipsunt. Maio et etus, odiandis commodis 

id quibusc iatisquat. Bis ne dolor sit qui doluptatur as ent volore, 

nobis dolorerum que con reiumqui omnis molent occusci eni-

menis ate volore voluptur maio officipsus el iusti ullamus. Nam, 

inum quament, imusdamus. Imi, od ut mosam, volorecto esequo 

consectecus molorpo rrorem faccupis aut pos modiam andi imin-

vent laborporunt. Cus, ut lit deliqui dolestist, sequunt rat velesti 

onserspis ad modi necturiam volo ium atectia spicto blaborro 

quam faceatem fuga. Illorem incil molupti velit aut illiquis accupti 

nverchi liquate peliqui omnihictis ventur acerro qui que opti 

solorecum quam voluptaest, Fsendicidest, officit, omniminctem 

quaeptat estibus aliat ea voloratecto volorep eliquam, omniend 

enimi, ut pres doluptatur? 

Asit, nient volo velis ditaquu ndenisquam, qui ut et quis atia sequi 

aperum autem aut endipsunt. Maio et etus, odiandis commodis id 

quibusc iatisquat. Bis ne dolor sit qui doluptatur as ent volore, nob

Lösung

Lorum exerum nector susam, omnihitecum in pa dolorempore 

ventur re nos commoditem accumet et accus dolessim fuga. 

Nequae et laborum aut rat a aut veritaepudit aperitatur?

Sumetur? Liquidel moluptaquam acim audanimi, simpor re, sit at 

qui odi con pero volor serehen dipsandit officius ellam ulpa.

Cus, ut lit deliqui dolestist, sequunt rat velesti onserspis ad modi 

necturiam volo ium atectia spicto blaborro quam faceatem fuga. 

Illorem incil molupti velit aut illiquis accupti nverchi liquate peliqui 

omnihictis ventur acerro qui que opti solorecum quam voluptaest, 

sendicidest, officit, omniminctem quaeptat estibus aliat ea 

voloratecto volorep eliquam, omniend enimi, ut pres doluptatur?  

Illorem incil molupti velit aut illiquis accupti nverchi liquate peliqui 

omnihictis ventur acerro qui que opti solorecum quam volup  

Illorem incil molupti velit aut illiquis accupti nverchi liquate peliqui 

omnihictis ventur acerro qui que opti solorecum quam volup 

quam voluptaest, sendicidest, officit, omniminctem quaeptat 

estibus aliat ea voloratecto ut pres doluptatur.

Lorem exerum
nector susam at

Success Story

Accus aut experro quae
natur aut doloristius, isinctur

FOTO 

Success Stories
The format and layout grid of the Success Story are the same as those of the standard flyers 

and follow the same design guidelines. It generally consists of a cover page, a follow-up page, 

and concludes with a project profile. The customer‘s logo can be placed to the left of the msg 

logo with a dividing line. Additionally, the logo can be included again in the project profile. 

In some cases, however, the customer‘s name is mentioned only in the body text. A photo 

relating to the company described (e.g. building image) should be used on the cover page and 

optionally on the project profile.

Success Story Cover Page

msg systems ag

Robert-Bürkle-Str. 1  |  85737 Ismaning/München  |  Telefon: +49 89 96101-0 

www.msg.group  |  info@msg.group

Nutzen

fugitias sa plignatem iliquidunt, sintiam facepta quuntion etur 

maxim enet latem eos seni nulparunt volorpos aditasped es et 

aut assi dolupis modigent illaccaepe voluptus entibus dolorro 

min provide cuptaqui ut eum que voluptae elesene provit vendio. 

odi to consedisti estiata siminum apiet am, num eossed modit 

voluptatur reictota eictat.

As sunt eum exerferum qui officim enienim poresciam nia duciae. 

Axaut lita seque sunt fuga. Bitiis dolorro riatur, apis ex et volo ento 

iligent eium nis ut quis ma volorporepro ipiet moluptas dis explaut 

omnis Omniasit eaquas mo que voluptur, custium rerci aliquis 

ipsapelis sedit ut magnieniet arum laut et et facepre antibus estio 

quat. Exerupt ature, volorem poreperum sit quossum quias sandis 

et fugiatur re nonsed mincillpic torum enit incil intur, con nihiressi-

me nihitatque nones voluptatur? Uscid esequi offic totae voluptus 

ditaspelles quo moluptatia di renis dellest liaspistetur aligendant. 

Excessequam quae. Enis simusa solorum voloria dolore vellupta 

alit a voluptate pratia con cuptist, 

sus nia veribus ut lam, aperibus et, culpari orporem evelent 

facepudam fugiam archit ommolor si autesse reius eata coribus 

et lam quosti dissunt de sequam et essi occus es dus ipsaniae 

dolorit, volorem quam ea dolupti duntincipid quam eumqui archill 

iatenducid et, tet aut laut doluptae quia

„It fugitiis consedi officid uciunt assus dolori doloria velloreiust videm remolup tatur? 
Quibusant id mo beatur? Quis cor mint litecto min coria dolecab ius et enis aute nonempos 
veroviditis esequi blaborem exceped que samus doluptatur aspis necum siti doles dolores 
magnient, cones incto iliquiant rereratiam, sunt ipsum id quibus dendae nobites volut ant.“
 

Name Vorname, Jobbezeichnung bei Firmenname

Zahlen & Fakten

Mehr als 

XX Millionen  
generierte Nachrichten

Mehr als 

XX Seiten  
Analyse und 

Handlungsempfehlung

Mehr als 

XX GB  
Analysedaten

Success Story Follow-up Page

msg systems ag
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Projekt Steckbrief

Kunde

Kundenname

Branche

Branchenname

Ausgangssituation

 • As sunt eum exerferum qui officim enienim

 • Cus, ut lit deliqui dolestist, sequunt rat velesti 

Aufgabe

 •  As sunt eum exerferum qui officim enienim poresciam

 •  Aximo voloreius eveles sum facepud antisintotas magnam

 • Aximo voloreius eveles sum facepud

Lösung

 •  Ur aut etur re niet magnis est vellorepro et eost, commolo ruptas et paruntibusci

 •  Utatian derovide liant aut antia quis illaborae.

 •  Angepasste Steuerung der Web-Agenturen

Nutzen

 •  Nisincto earum volorepra con res disciis repercius dollupta volupiet dest volo

 •  Liquidel moluptaquam acim audanimi, simpor re, sit at qui odi con pero 

 •  Latem aligent dolesequati ipicimpe quis nem dolut laut fuga

 •  Itatet id maximodit arum haruntiume verchil iusantis audite il eum quaspis nulpa 

dempor sinus mint quat

Kundenlogo

Maria Musterfrau

Partnerin

+49 123 456 789 0

maria.musterfrau@msg.group

Wir helfen Ihnen gerne weiter, damit Sie mehr Zeit für Ihre Kunden haben. Sprechen Sie uns an:

Success-Story Project Profile

35



Design Examples

 Postcards

Postcard Landscape Format/Back

value – inspired by people

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eni-

asin ciusantio vit, cum que nimodip ienderae nosam, 

qui cullentibus et estior aut am, sam, voluptat. Otat 

eiusapel ma dolorum voloribearum reic tem re, seritiur 

asincto eatem eatio.  

 

Nam exerum arciderum et voluptae dolupta nistia do 

rescim rem acestrum rest ipsa que num est ulluptate 

voloreicias est assunt rehent et rem aligend aerciat 

quatur?

Evel eum vendand iorpo-

rae vitas enis adia imus

•  Um que lam id quam 

suntisqui officidi di officae 

quo experer

•  Hiciumet unduntotas abor 

asincto eatem

•  Moloreiurios con nimus es 

seritiur asincto

•  Eatem eatio. Nam exerum 

arciderum et voluptae 

dolupta nisti

Postcard Landscape Format/Front

Tatia nonsed 
eosam rentem

Miliquis preperor rem quossi

value – inspired by people

value – inspired by people

Tatia nonsed
eosam rentem

Miliquis preperor rem quossi

value – inspired by people value – inspired by people

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eniasin ciusantio 

vit, cum que nimodip ienderae nosam, qui cullentibus et estior 

aut am, sam, voluptat. Otat eiusapel ipsam conse dio. Ibus, que 

quia que volores sedipit vollestis quatistia conseque aceatis ma 

dolorum voloribearum reic tem re, seritiur asincto eatem eatio. 

Nam exerum arciderum et voluptae dolupta nistia do rescim rem 

acestrum rest ipsa que num?  

 

Ihicitaqui conse consenem il milia conserit qui dit as quiderferae 

nonsequ ossimus. Acia nis maio. Ut est eius et quam fugia non 

nihille ctisquid quaepra turesequae nonsequati comnihicae et 

ipiciam ustiosani occabor porpore.

Aspitati ut omnim qui ius porentia autat facias expeliam:

 • Evel eum vendand iorporae vitas enis adia imus

 • Evel eum vendand iorporae vitas enis adia imus

 • Um que lam id quam suntisqui officidi di officae quo exp

Postcard Portrait
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 Brochures
Brochures present individual products, services, offerings, or topics in more detail over several 

pages. The format should be chosen freely based on the requirements. If the brochure is used 

exclusively online, it should be created in RGB mode and saved as an interactive PDF.

Brochures/Cover Page Brochures/Example Inside Page

update
nach

haltig
keits 

report
1716

Ressourcen 
Zu den ökologischen Auswirkungen, die wir in unseren Geschäftsent-

scheidungen und -prozessen berücksichtigen, gehört auch die Reduzie-

rung des Ressourcenverbrauchs. Wir passen unsere Bestrebungen in 

diesem Bereich regelmäßig den neuen Entwicklungen an. Zu den von 

uns im Rahmen unserer Geschäftstätigkeit genutzten natürlichen Res-

sourcen gehören insbesondere: Energie in Form von Strom und Wärme, 

Kälte, Kraftstoffe, Wasser und Papier. Alle Mitarbeitenden bei msg sind 

im Zuge ihrer täglichen Arbeit dazu angehalten, einen aktiven Beitrag 

zur Ressourcenschonung und den Umweltschutz zu leisten und achten 

darauf, bei der Entwicklung von Produkten und Technologien sowie 

unseren Dienstleistungen, den Ressourcenverbrauch zu reduzieren und 

den Wirkungsgrad zu erhöhen.  

Abfälle 

Im Rahmen unserer Geschäftstätigkeit als nicht-produzierendes Unter-

nehmen fallen an unseren Standorten überwiegend haushaltsübliche 

Abfälle ohne Gefahrstoffe, Elektronik-Abfälle, Verpackungsabfälle und 

Papierabfälle an. Bei msg setzen wir gezielt Maßnahmen um, um Ab-

fälle zu reduzieren und natürliche Ressourcen zu schonen: 

•  Möglichkeit der individuellen Zubehörbestellung  

(statt Standard-Ausstattung) 

•  Leasing-Partner der CIT-Clients und CIT-Smartphones:  

Second Life als „refurbished IT“  

• Digitalisierung von Prozessen 

•  Ordnungsgemäße Trennung von Abfällen  

in verschiedene Kategorien für eine optimale Verwertung  

 •  Schulung und Sensibilisierung der Mitarbeitenden  

zu Abfallvermeidung und Ressourcenschonung 

•  Gegen Lebensmittelverschwendung: 

(Reste-)Mitnahmekonzept an unserem Standort Ismaning (Kantine)  

  
In einer Zeit, in der der Klimawandel zu einer der größten Herausforde-

rungen unserer Gesellschaft zählt, ist es auch für uns als IT-Unterneh-

men unerlässlich, aktiv zur Reduzierung von Emissionen beizutragen. 

Unsere Emissionsreduktionsstrategie zielt darauf ab, nicht nur unsere 

eigenen Auswirkungen zu minimieren, sondern auch unsere Kunden 

und Partner auf ihrem Weg zu mehr Nachhaltigkeit zu unterstützen.  

Wir überprüfen regelmäßig unseren CO2e -Ausstoß und identifizieren 

unsere Hebel für Reduktionsmaßnahmen. Dabei achten wir sowohl auf 

direkte als auch indirekte Emissionen, die durch unsere Geschäftstätig-

keit entstehen. 

Wir haben uns bereits im Jahr 2020 das Ziel gesetzt, die Treibhausgas-

emissionen der msg Deutschland bis 2030 klimaneutral zu stellen.  

Dabei bieten unter anderem Virtualisierung und Cloud-Lösungen für 

unsere Geschäftstätigkeit Möglichkeiten, die Anzahl der notwendigen 

Geräte zu reduzieren und damit geringere Energiebedarfe zu erreichen. 

Mit Strom aus erneuerbaren Quellen und gezielten Energiesparmaß-

nahmen optimieren wir unsere Energieversorgung. 

Im Jahr 2023 wurden 
73,1 % der Standorte, 
die von uns verwaltet 
werden, mit Strom 
aus erneuerbaren 
Energien versorgt

Im Bereich des Mobilen Arbeitens mit Fokus auf das klassische „Home 

Office“, gaben im Rahmen einer Befragung im Jahr 2023 knapp 40 % 

unserer Mitarbeitenden an, Strom aus erneuerbaren Energien zu nutzen.  

Unsere Produkte und Dienstleistungen sind ein weiterer wichtiger 

Baustein unserer Nachhaltigkeitsstrategie. Wir entwickeln Lösungen, 

die unseren Kunden helfen, ebenfalls Ressourcen zu sparen und ihren 

CO2e -Ausstoß zu reduzieren. Wir beraten unsere Kunden zu energie- 

effizienten IT-Lösungen und bieten Schulungen und Unterstützung bei 

der Einführung neuer Technologien an. 

Mobilität  
Die Dienstwägen der msg-Gruppe sowie die für einen IT-Dienstleister 

unbedingt notwendigen Dienstreisen machen zusammen mit der 

Pendelmobilität einen hohen Anteil des CO2e -Ausstoß bei msg aus. 

Deshalb ist es ein strategischer Schwerpunkt des Bereichs Mobilität, 

umfangreiche Maßnahmen zu initiieren, um diesen Prozentsatz zu 

reduzieren. Die Maßnahmen lassen sich wie folgt bündeln: 

• Elektrifizierung des Fuhrparks 

• Förderung der Fahrradmobilität (Job Rad) 

•  Erhöhung des Nachhaltigkeitsfaktors bei Dienstreisen  

und Reisekostenabrechnungen 

Insbesondere die beiden ersten Punkte wirken sich maßgeblich auf den 

CO2e-Ausstoß der Pendlermobilität aus. 

Dienstwagen 
und Fuhrpark 
Durch die Einführung einer neuen Carpolicy im November 2021 mit 

CO2e-Richtwerten, einer definierten CO2e-Obergrenze sowie Zielvorga-

ben der E-Nutzung bei Hybrid-Dienstwägen, ist es im Berichtszeitraum 

gelungen, den Anteil der bestellten BEV-Dienstwägen auf 40 % zu 

erhöhen (im Vergleich zu 2021: BEV 27 %), was sich mittelfristig positiv 

auf den Elektrifizierungsgrad des msg-Fuhrparks auswirkt. 

Um die Beschaffung von Elektro-Dienstwägen weiter zu incentivieren, 

wurde mit dem Aufbau der Ladeinfrastruktur an den msg-Standorten 

begonnen. So ist am Standort Ismaning der Aufbau von 10 Doppel- 

Ladesäulen mit einer Ladeleistung von max. 220 kW geplant. Auch an 

anderen Standorten sind wir im engen Austausch mit den Vermietern 

von Gebäuden und Tiefgaragen, um Ladeinfrastruktur zur Verfügung 

stellen zu können.  

Darüber hinaus wurde auch die Nutzung privater Wallboxen durch eine 

Anbindung an ein Backend zur automatisierten Erstattung privater 

Ladungen unterstützt. 

Förderung der 
Fahrrad-Mobilität 
Die Motivation der Mitarbeitenden, für den Weg zur Arbeit auf das 

Fahrrad umzusteigen, ist ein ausgewiesenes Ziel der msg-Gruppe. 

Daher bieten wir an den meisten msg-Standorten Duschen und Spinde, 

Lademöglichkeiten für Elektrofahrräder, Ausleihmöglichkeiten für 

Räder (wie z.B. die mvg-Radstation in Ismaning) an. Der Standort 

Frankfurt erlangte Anfang 2022 als erster msg-Standort die ADFC-

Zertifizierung Silber als „Fahrradfreundlicher Arbeitgeber“. Die dahinge-

hende Optimierung weiterer Standorte ist in Planung. Darüber hinaus 

beteiligt sich msg an Fahrrad-Aktionen, z.B. mit der Aufstellung von 

msg-Stadtradeln-Teams. 

Bereits seit 2018 haben die msg-Mitarbeitenden die Möglichkeit, sich 

über JobRad ein Fahrrad zu attraktiven Konditionen zu beschaffen. 

Dabei werden die Verwaltung sowie die Inspektionskosten von msg 

übernommen. 

Treibhausgas-
emissionen

Zurück zum Inhaltsverzeichnis ▸

1918

Ein hoher Anteil der Dienstreisen (2022: 60,2 % / 2023: 64,2 %) wird bei 

msg bereits mit der Bahn und somit durch Kompensation durch die  

Deutsche Bahn „CO2e-neutral“ absolviert. Durch die enge strategische 

Partnerschaft mit der Deutschen Bahn haben wir immer wieder die  

Möglichkeit, von attraktiven Sonderkonditionen zu profitieren, die den  

Anreiz zum Umstieg unserer Mitarbeitenden auf die Bahn weiter fördern.  

Bei Flügen setzen wir auf die enge Kooperation mit der Lufthansa. 

Dadurch konnten wir 2022 einen neuen Lufthansa-Rahmenvertrag 

Wir bilanzieren nach Greenhouse Gas Protocol (GHG-Protocol). Das 

Greenhouse Gas Protocol stellt eine Standardreihe zur Erfassung und 

Berichterstattung von Treibhausgasemissionen dar.  

Das Greenhouse Gas Protocol kategorisiert die Treibhausgasemissionen 

eines Unternehmens in drei Bereiche: Scope 1, Scope 2 und Scope 3. 

Scope 1-Emissionen im GHG-Protokoll umfassen alle direkten Treib-

hausgasemissionen, die durch die Aktivitäten eines Unternehmens 

entstehen. Dazu gehören unter anderem Emissionen aus stationärer 

Verbrennung von Brennstoffen wie Heizkesseln oder Öfen oder auch 

aus mobiler Verbrennung, also aus der Nutzung von Fahrzeugen oder 

mobilen Geräten, die ein Unternehmen besitzt oder kontrolliert.  

Scope 2-Emissionen im GHG-Protokoll umfassen alle indirekten Treibhaus-

gasemissionen, die durch den Verbrauch von eingekaufter Energie ent-

stehen. Dazu gehören Emissionen aus Strom, Wärme, Kälte und Dampf. 

Scope 3-Emissionen umfassen alle indirekten Treibhausgasemissionen, 

die entlang der gesamten Wertschöpfungskette eines Unternehmens 

entstehen. Diese Emissionen werden in 15 Kategorien unterteilt, 

darunter eingekaufte Waren und Dienstleistungen, Kapitalgüter, Brenn-

stoff- und energiebezogene Aktivitäten, Transport und Verteilung, Abfall-

behandlung, Geschäftsreisen, Pendelverkehr der Mitarbeiter, Nutzung 

verkaufter Produkte, End-of-Life-Behandlung verkaufter Produkte.  

Diese Kategorien decken eine breite Palette von Aktivitäten ab, die nicht 

direkt unter Kontrolle eines Unternehmens stehen, aber dennoch durch 

dessen Geschäftstätigkeit verursacht werden. 

Unsere Scope 3-Emissionen beinhalten auf Basis verfügbarer Daten 

Emissionen aus eingekauften Waren und Dienstleistungen, Brennstoff- 

und energiebezogene Aktivitäten, Abfall, Dienstreisen und Pendeln der 

Mitarbeitenden. 

Scope 1    3.253 tCO2e 

Scope 2    638* tCO2e 

Scope 3    9.815,91 tCO2e 

*  Scope 2-Emissionen spiegeln marktbezogene Werte für das 

Geschäftsjahr 2022 für msg-Unternehmen in Deutschland wider.  

Als Referenz und Ausgangspunkt unserer Reduktionsstrategie dient 

uns das Basisjahr 2019: In jenem Jahr hatte msg Emissionen von ca. 

3,7 t CO2e je Mitarbeitenden in Deutschland. Für 2021 betrug der CO2e-

Wert je Mitarbeitenden nur noch 1,03 t, wobei die Erreichung dieses 

Wertes maßgeblich politischen Maßnahmen zur Eindämmung der 

Corona-Pandemie zugeschrieben werden muss.  

Mit Blick auf das entsprechend außergewöhnliche Jahr 2021 haben wir 

2022 aufgrund umfangreicherer Datenauswertungen und der Tatsache, 

dass wir wieder verstärkt auf Geschäftsreisen und/oder an unseren Stand-

orten waren, einen Anstieg der Emissionen auf 2,08 t CO2e je Mitarbei-

tenden zu vermerken. Im Vergleich zu unserem Basisjahr 2019 konnten 

wir dennoch eine absolute Reduktion von 1,62 CO2e je Mitarbeitenden 

erreichen (eine relative Reduktion von 2019 auf 2022 um 43,78  %). 

Entwicklung CO₂e-Wert 
je Mitarbeitenden 
der Systemgrenze msg 
Deutschland: 

Treibhausgasemissionen 2022 
für Systemgrenze: msg Deutschland 

CO2e je msg-Mitarbeitenden in Tonnen  

Vermiedene Emissionen von ca. 143,44 kg CO₂e 
durch digialisierte Reisekostenabrechnung 

2023 
in progress

2022
2,082021

1,03

2019
3,7

(Partner Plus Progress) abschließen, der uns eine CO2e-Kom-

pensation der Flüge der LH-Gruppe (LH, Austrian Airlines, Swiss, 

Brussels Airlines) in ermöglicht. Die Bonuspunkte des bisherigen 

Firmenförderprogramms wurden vollumfänglich für den Erwerb 

einer CO2e-Kompensation in Höhe von 36 t entsprechend 12 t SAF 

(Sustainable Aviation Fuel) genutzt. 

Bei der Auswahl unserer Partnerhotels, insbesondere im 

Rahmen der jährlichen Ausschreibung (RFP), achten wir auf 

Nachhaltigkeitskriterien wie z.B. Erreichbarkeit des Hotels mit 

öffentlichen Verkehrsmitteln, Abfalltrennung, Handtuchwechsel-

verzicht oder Nutzung von Strom aus erneuerbaren Quellen.  

Durch die Einführung der digitalen Reisekostenabrechnung 

im Berichtszeitraum leisten wir einen weiteren Beitrag zur 

Nachhaltigkeit. Dieser digitale Prozess ersetzt die bisherigen 

Abrechnungswege über Papiervorlagen und Belegeinreichung 

per Post. Damit konnten wir im Jahr 2023 ca. 35.000 Blatt Papier 

sowie 45.500 Ausdrucke einsparen.   

Dienstreisen und Reisekostenabrechnung 
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Design Examples

 Brochures

Brochure Landscape Format/Title Page Brochure Landscape Format/Example Inside Pages

Governance 
Check Sachsen 

value – inspired by people

Gesamtbericht, Stand 16.09.2024
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3.5 Landesebene

Die 16 Bundesländer übernehmen im Akteursgeflecht eine besondere Rolle bei des 
Aushandlung der Rahmenbedingungen sowie der Festlegung von finanziellen und 
rechtlichen Vorgaben mit der Bundesebene. Strukturell lassen sie sich grundsätzlich 
in Flächenstaaten und in Stadtstaaten unterteilen. Eine Besonderheit der Stadt-
staaten Hamburg, Bremen und Berlin liegt in ihrer Doppelstellung als Bundesland 
und Großstadt innerhalb derselben Verwaltungsgebietskörperschaft. Als landesspe-
zifische Verwaltungsaufgaben sind u.a. der Betrieb von Fachhochschulen, Univer-
sitäten, Polizei und Strafvollzug sowie die Landesplanung (bspw. Umwelt- und 
Naturschutz, Herstellung gleicher Lebensbedingungen Stadt/Land, etc.) zu nennen. 
Den Landesverwaltungen obliegt grundsätzlich die Ausführung von Bundes- und 
Landesrecht. 

Als Alleinstellungsmerkmal des Landesumfelds lässt sich im Vergleich zur Bundese-
bene eine steigende Nähe von Bürgern zu Verwaltungsmitarbeitern formulieren. 
So gibt es mehr Berührungspunkte zwischen klassischen Verwaltungstätigkeiten in 
Fachbehörden und Ämtern und der Bevölkerung im Alltag. 

Als Aufgaben der IT-Dienstleister lassen sich die Bereitstellung und Betrieb von 
Infrastruktur, die Betreuung spezifischer Fachverfahren, IT-Sicherheit, den Betrieb 
der Datennetze sowie die operative IT-Beratung identifizieren. Diese werden für 
den Landesdienstleister SID nachfolgend genauer dargestellt.

 

Rahmenbedingungen

ITDLZ, Saarbrücken

Dataport, Altenholz

Dataport, Hamburg

Dataport, Bremen

IT.Niedersachsen, Hannover

DVZ-MV, Schwerin

ITDZ Berlin, Berlin

IT.NRW, Düsseldorf
RZF NRW, Düsseldorf

HZD, Wiesbaden
LDI, Mainz

TLRZ, Erfurt
SID, Dresden

LZfD, Karlsruhe

LfSt (RZ-Nord),
Nürnberg

LRZ/Dataport, 
Magdeburg

ZIT-BB, Potsdam

AKDB, München
LDBV (IT-DLZ), MünchenBITBW,  

Stuttgart

Abbildung 7: IT-Landesdienstleister in Deutschland
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Länderübergreifende Arbeit und Dienstleister des Bundes
Der Bund verfügt im engeren Sinne über zwei Dienstleister, die BWI GmbH und ITZ-
Bund, die im Rahmen der Rechenzentrumsleistung, der Projekt- und Entwicklungs-
leistung sowie der Umsetzung der Betriebs- und Dienstekonsolidierung Leistungen 
erbringen. Diese werden nur berücksichtigt, wenn sie Teil länderübergreifender 
Programme (wie EfA oder ELFA) im Kontext des OZG oder Gesundheitsdienstes sind 
und finanziell auf den kommunalen Markt wirken.

Betrachtet man alle hier dargestellten Digitalisierungsmaßnahmen gesamtheitlich 
werden Konsolidierung, Standardisierung und Nachfragebündelung, Aufbau und 
Etablierung gemeinsamer Architekturen und Standards sowie die ebenenübergrei-
fende Bündelung der IT-Beschaffung als übergreifende Trends auf Bundesebene 
erkennbar. Die Strategie auf Länderebene sollte somit mit der hier dargestellten 
Stoßrichtung auf Bundesebene korrespondieren.  

Sächsischer Landesdienstleister/ Staatsbetrieb Sächsische Informatikdienste
Sachsen betreibt mit dem SID, Staatsbetrieb sächsische Informatik Dienste, auf 
Landesebene einen zentralen Dienstleister.  Der SID ist eine obere Landesbehörde 
mit 340 Mitarbeitenden. Gegliedert ist der SID in fünf Bereiche. Neben der Zentral-
abteilung gibt es die Bereiche Anwendungen, IT-Fabrik und Digitale Transformation. 
Eine Sonderrolle nimmt das Landesrechenzentrum Steuern ein. Dieses ist zwar Teil 
des SID untersteht aber dem Sächsischen Finanzministerium, wie es in Grundge-
setz Artikel 108 vorgeschrieben ist.

Die Aufgaben des SID sind in der Verwaltungsvorschrift der Sächsischen Staatsre-
gierung über den Staatsbetrieb Sächsische Informatik Dienste geregelt.

Dort aufgeführt sind IT-Beratung, Vergabe, Planung, Test, Betrieb, Wartung und 
Pflege der IT-Infrastruktur, Entwicklung, Test, Verfahrensbetrieb und -betreuung 
übergreifender und fachspezifischer IT-Verfahren, CERT, das sächsische Verwal-
tungsnetz (SVN) sowie Scan- und Druckdienstleistungen.

Der SID agiert im Auftrag der Staatskanzlei und entwickelt hauptsächlich Verfah-
ren für die Landesverwaltung. Durch die Mitnutzungsvereinbarung der Basiskom-
ponenten z.B. wirkt der SID aber auch in die Kommunen hinein. Die sächsischen 
Kommunen werden an der Finanzierung des Betriebs der Basiskomponenten 
beteiligt. So zahlen die Kommunen einen nutzungsabhängigen Beitrag für die 
Leistung. Der Finanzierungsumfang für die Kommunen ergibt sich aus einem 
Kennzahlensystem. Die Nutzung der Angebote ist also nicht kostenneutral und 
mit bestimmten Hürden (neben der Einschränkung der Nachnutzbarkeit) verbun-
den. Trotzdem sind, z.B. Onlineformulare oder Anträge auf Basis der Basiskom-
ponente Formularservice, mit dem Formulare erstellt, online bereitgestellt, sowie 
die Daten ausgefüllter Formulare digital weiterverarbeitet werden können, in den 
Kommunen weit verbreitet.

Rahmenbedingungen
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4.6 Vergleich mit anderen Bundesländern

Betrachtet man die Landschaft kommunaler IT-Dienstleister in Deutschland, 
so zeigt eine WIK-Studie des Jahres 2021, das damals bereits die Effekte der 
Konsolidierung in den Bundesländern zu beobachten waren.

Umfeld der kommunalen IT-Dienstleistungen

Abbildung 12: Vergleich Umsetzungstand EfA-Leistungen Abbildung 13: Kommunale IT-Dienstleister in Deutschland
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�üringen
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Saarland
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Sachsen-Anhalt

Sachsen

Bayern

Mecklenburg-Vorpommern

Niedersachsen

Nordrhein-Westphalen
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Ummeldung EfA Onlinedienst im Rollout

Wohngeld EfA Onlinedienst im Rollout

Führerschein EfA Onlinedienst im Rollout

Elterngeld Keine EfA Nachnutzung geplant

Kraftfahrzeugzulassung, Um- und Abmel-
dung

EfA Onlinedienst im Rollout

Bürgergeld EfA Onlinedienst im Rollout

Anlagengenehmigung und Zulassung EfA Nachnutzung geplant

Einbürgerung EfA Onlinedienst im Rollout

Öffentliche Vergabe EfA Onlinedienst im Rollout

Bauvorbescheid und Baugenehmigung EfA Onlinedienst im Rollout

Personalausweis EfA Nachnutzung geplant

Eheschließung EfA Nachnutzung geplant

Unterhaltsvorschuss EfA Onlinedienst im Rollout

Handwerksgründung, -register und -karte EfA Nachnutzung geplant

Energiepreispauschale für Studierende, 
(Berufs-) Fachschülerinnen und Fachschüler 
(bereits deutschlandweit verfügbar)

EfA Onlinedienst im Rollout
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Umfeld der kommunalen IT-Dienstleistungen

Die Abbildung beinhaltet in den Nordländern eine Mehrfachnennung der Dataport 
AöR. Insgesamt trennt sich die Dienstleistungslandschaft in Deutschland in eine 
Reihe konsolidierter, teilweise länderübergreifend agierender Kommunaldienstleis-
ter und regional differenzierte Einheiten, allem voran in Nordrhein-Westfalen. Für 
Sachsen sind die Lecos GmbH, der Zweckverband KISA; die Komm24 GmbH, die 
KDN GmbH sowie der Eigenbetrieb der Stadt Dresden aufgeführt.

In Bayern wurde bereits 1971 die AKDB als landesweite Anstalt öffentlichen Rechts 
in Trägerschaft der vier kommunalen Spit¬zenverbände Bayerns gegründet. Laut 
eigener Angaben hatte sie bereits 2016 in Bayern einen Marktanteil von über 60 %.48 
 Zudem gibt es in Bayern Eigenbetriebe einzelner Städte und KommunalBIT, den 
IT-Dienstleister von Fürth, Erlangen und Schwabach, sowie Tochterunternehmen 
der AKDB. In Berlin sind seit 2018 Behörden und Einrichtungen der Berliner Ver-
waltung nach dem Berliner E-Government Gesetz (EGovG Bln) zur Abnahme der 
Leistungen des ITFZ verpflichtet. Dataport ging im Jahr 2004 aus dem Zusammen-
schluss der Datenzentrale Schleswig-Holstein (DZ-SH), des Hamburger Landesamts 
für Informations¬technik (LI) und der Abteilung für Informations- und Kommuni- 
kationstechnik des Senatsamtes für Bezirksangelegenheiten (in Hamburg) hervor. 
Die AöR ist heute IT-Dienstleister der Länder Hamburg, Schleswig-Holstein, Bremen 
und Sachsen-Anhalt. Alle schleswig-holsteinischen Kommunen wurden 2012 
über den IT-Verbund Schleswig-Holstein (ITVSH) Träger von Dataport. In Hessen 

fusionierten 2008 fünf kommunale Gebietsrechenzentren in Hessen zur ekom21 
und in Baden-Württemberg 2018 die vier größten kommunalen IT-Dienstleister zu 
Komm. ONE. Träger der Komm.ONE sind die Kommunen mit 88 % und das Land 
Baden-Württemberg mit 12 %. Der Zweckverband DIKOM bündelt unter Beteiligung 
des Landes seit 2020 die IT-Dienstleistung für die Kommunen in Brandenburg.

Betrachtet man die Rechtsformen der IT-Dienstleister, so stell sich ebenfalls  
zunächst ein diverses Bild ein.
 

Abbildung 14: Rechtsformen der kommunalen IT-Dienstleister im Jahr 2021
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Design Examples

 Email Binders
Email binders can graphically represent current topics or projects and are placed at the bottom 

of the email signature. To ensure optimal display on mobile devices, they should not exceed a 

width of 600 px, while the height can be chosen freely.

The binders must include the msg logo and follow the general graphic guidelines mentioned. 

The file size must not exceed 150 KB – animated binders (file format: .gif) should be avoided 

for this reason. Any links must be manually added in Outlook.

Email Binder “value – inspired by people”

Email Binder “value – inspired by people” with Disruptor. Arrow is inserted for links.
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Design Examples

 Notepads 
Folders and Notepads can be ordered through the Marketing-Shop.
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https://msg.companymediashop.de/web2print/msg
https://msg.companymediashop.de/web2print/msg


Design Examples

 Flags
Flags are available in two different designs and are adapted in format to the respective  

flagpoles on-site. They can be ordered through ZM.

Design “Logo” Design “Claim”
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Design Examples

 Roll-ups
The following design principles apply to the implementation of the roll-ups: good long-distance 

effect and placement of the most important elements in the upper area. The standard format is 

100 x 220 cm.

value – inspired by people

•  Por audit odios magniamet dolorem re odi-
genemolo veligen dignis ulpa quid unt debis 

•  Explit odis de inus dipiscipit, sequi quo 
dolorehent alit aut quas quunt ut andaect

•  Otatur archilibus doles vel imporion non-
seque sim de velit denis dolore poratem

•  Quam, vel ilias endiate molorro corro blauten 
imetur a que doluptatur si aut

www.msg.group

Tatia nonsed
eosam rentem

Subheadline 

value – inspired by people

Tatia nonsed
eosam rentem

Subheadline 

•  Por audit odios magniamet dolorem re odi-
genemolo veligen dignis ulpa quid unt debis 

•  Explit odis de inus dipiscipit, sequi quo 
dolorehent alit aut quas quunt ut andaect

•  Otatur archilibus doles vel imporion non-
seque sim de velit denis dolore poratem

•  Quam, vel ilias endiate molorro corro blauten 
imetur a que doluptatur si aut

www.msg.group

value – inspired by people

Tatia nonsed
eosam rentem

Subheadline 

Subheadline Nequo occullautem unt vo-
lore moluptat qui consecta cores eum que 
dis quis inum estorit harum id quo quam 
fugita quaspel liquosse velitet.

value – inspired by people

The font size should not be smaller than 80 pt. No text is placed in the lower third due to poor 

readability.

value – inspired by people

Tatia nonsed
moluptat qui 

eosam rentem

Subheadline 

www.msg.group
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Design Examples

 Exhibition Stand
For the implementation of the exhibition stands, the design principles are:

•  Good long-distance effect 

•  Placement of the most important elements in the upper area

•  Reduced text and expressive images

“it-sa” exhibition stand
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Design Examples

 Advertisements
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value – inspired by people

creating value for
businesses
We lead the way in digital transformation. 
www.msg.group

value – inspired by people

msg hat gemeinsam mit dem Marktforschungsinstitut INNOFACT deutsche Unternehmen 

aus fünf Branchen dazu befragt, wie intensiv sie bereits generative AI nutzen – mit 

spannenden Ergebnissen für die Versicherungsbranche. Erfahren Sie, vor welchen 

Herausforderungen gerade Versicherungen beim Einsatz von GenAI noch stehen und wo 

sich Ihr Unternehmen im Branchenvergleich positioniert!

Kostenloser Download
der Umfrageergebnisse unter: 
https://www.ai.msg.group/umfrage-generative-ki-in-deutschen-unternehmen 

Branchenvergleich:
So steht es um den
Einsatz von GenAI in der
Versicherungswirtschaft 
• In welchem Umfang nutzen Versicherungen bereits generative AI (GenAI)?

• Was sind aktuell die Hauptanwendungsfälle?

• In welchen Funktionsbereichen sehen Entscheider die größten Einsatz-Potenziale?

• Welche Zukunftspläne zur Nutzung von GenAI gibt es und wo bestehen noch Hürden?

msg-Umfrage

Jetzt 

kostenlos 

down-

loaden!

Image Ads A4/Template without body text Ad “Conference Materials Insurance Forums” A4/Example with body text
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Design Examples

 Posters
VA

LU
E

„ Wieviel Energie und Know-how
in der msg-Gruppe steckt, spüre
ich immer wieder auf unseren
Corporate Events.“
#FromAmbitionToAction
Lisa Parteli  |  Operations –Marketing & Kommunikation

value – 
inspired by
people Tatia nonsed

Nequis rerror
eosam rentem

value – inspired by people

Tatia nonsed
eosam rentem

Subheadline 

Occus maximilit voloria nullaut vitis eic tet enis arum
faceptatem sincto quiatem voluptatia prescip sapiet.

value – inspired by people

Poster “Value Campaign” intern Example: Poster Template Example: Poster Template
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Design Examples

 Presentations
To present msg to customers and business partners in a consistent manner, the centrally  

provided template file should be used for PowerPoint presentations.

Further information on using the PowerPoint template will appear when the file is opened.  

The template includes a guide for creating PowerPoint presentations.

Opening Slide Corporate Presentations Chapter & Image Image & List

Icons Image & TextFacts/Quote

Note:  

Assets such as image data or icons for your presentation are available via the Organizational Assets  

in SharePoint or the Asset-Icon in the PPT extension (currently) Quickslide, (in the future) Empower.
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Design Examples

 Social Media – LinkedIn
Especially on social media, a consistent appearance of the msg brand must be ensured.  

Therefore, it is important that posts/reels are consistently designed in the msg corporate 

design, while still having varied looks.

Good readability (reduced content/less text) and clear recognition of the topic (it must be clear 

at first glance: What is it about?) are important. Social media templates are available in the 

msg Brandcenter. Please have your layouts approved by msg.grafik@msg.group. We are also 

happy to assist with creating individual posts.
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Design Examples

 Website

48



Design Examples

 

This section documents the visual cornerstones for the design of other logos. The goal is to maintain a consistent 

appearance, support you in classifying and creating individual logotypes, and provide external service providers 

with design specifications.

Logos
Other
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Other Logos

Internal labels are logos used exclusively within msg. A distinction needs to be made between 

cross-departmental labels and department-specific labels.

Internal Labels

Cross-Departmental Labels

Cross-departmental labels are used for central, cross-company projects, platforms, and work-

ing groups that are relevant to all employees. These are created by the central Marketing & 

Communications department, such as GURU, Lexa, or ALUMNI. To graphically emphasize the 

central nature, as many elements of the msg logo (font, graphic elements, colors) as possible 

are incorporated into the label design.

Department-Specific Labels

Department-specific labels for projects, working groups, and initiatives can be created  

independently. To increase impact and minimize costs, internal labels should only be created 

for projects that are of significant importance and will be used in the long term. All department- 

specific labels are set in the msg corporate font Carnac and msg colors. 

Naming/displaying with “msg” is reserved for central applications and is therefore not  

intended for department-specific labels.

Projekt XY
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Other Logos

Procedure for Product Logo Creation 

The name of a new product or service consists of three components:

1.) The prefix msg in Carnac Light font, in gray color.

2.) A dot . in Carnac Light font, in gray color.

3.) The product name in uppercase or mixed case, using Carnac Bold font in red color.

Please note: 

•   Icons should only be used for app applications and must offer a clear explanation  

of the product/service.

•   If a product or service has international potential, the name should be bilingual  

German/English. If this is not possible, an easily pronounceable proper/coined name 

should be chosen.

To illustrate this, here are some examples of product logos used at msg:

Product logos are logos used externally to brand and promote msg products and services.  

To ensure recognition and a consistent brand image, all product logos are created according  

to the same system.

Product Logos

msg.Productname

msg.PRODUCTNAME

msg.ProductNAME

msg.InnovEco msg.BALM       msg.IDEAROOMS
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Other Logos

Location Logos

Procedure for Location Logo Creation 

The location logo consists of three components:

1.) The msg-Logo

2.) A gray hyphen 

3.) Name of the location in uppercase, in light font and gray color

Please note:

•   Location logos may only be used for individual products at the location  

(e.g., carafes, mugs, bags, etc.).

•   To ensure the strength of the msg brand, the use of location logos for promotional 

purposes (e.g., flyers, posters, roll-ups, websites, etc.) is not permitted.  

Only the original msg logo should be used in these cases.

LOCATION

PASSAU DÜSSELDORF HAMBURG

Location Logos are logos used to brand msg locations. They are consolidated in the professional section of 

the brand portal.

Example: Location Logos
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Other Logos

Nähe/Distanz zur Dachmarke msg 

21 3
Distanzklasse 1
Subbrand 

Distanzklasse 2
Endorsed Brand

Distanzklasse 3
Independent Brand

company of msg

COMMUNICATION TECHNOLOGIES

Logos of the Endorsed Brands
To structure our brand portfolio, all brands are categorized into distance classes based on  

their proximity to the msg parent brand.

For the creation of new logos, the logos in distance class 2 / Endorsed Brands are particularly  

relevant. Depending on the agreement, the msg corporate design may, but does not have to,  

be applied. However, the logo suffix “company of msg” must be used for all logos.

Examples 

Procedure 

The addition company of msg has the following definitions:

1.) Typeface: Carnac Regular

2.) Color: msg gray or a color from the logo

3.)  Size: Depending on the size and design of the logo. However, it should be 

ensured that the addition is still legible even in smaller sizes.  

For orientation:  The width of the additional text should be approximately 

45-55% of the width of the logo.

4.) Position: Left- or right-aligned

5.)  Distance between logo and addition: In principle, the logo should appear  

as a compact unit – the additional text should not be too close or too far 

from the logo.  

For orientation regarding the distance, the approximate height of the  

additional text can be used.

Dimensions

 
Proximity/Distance to the parent brand msg

ca. 55 % 100 %

company

company

100 %ca. 48 %

distance classe 1
Subbrand

distance classe 2
Endorsed Brand

distance classe 3
Independent Brand

53



Other Logos

value – inspired by people

Urepra is quunt abo. Maionse quaerunt opta dolora deniatu recatum int es mil esti cullabor aceratur asse-
quidel ipsunt as etur as niet ut alia volorum ate si cu.

Tatia nonsed
eosam rentem

Miliquis preperor rem quossi

Urepra is quunt abo. Maionse quaerunt opta dolora deniatu recatum int es mil esti cullabor aceratur asses 
quidel ipsunt as etur as niet ut alia volorum ate si cu.

Genitiorem. Sapel earibus

raesti volorempos dollabo rporeprore nullici tem eniasin ciusantio 

vit, cum que nimodip ienderae nosam, qui cullentibus et estior 

aut am, sam, voluptat.

Otat eiusapel ipsam conse dio. Ibus, que quia que volores sedipit 

vollestis quatistia conseque aceatis ma dolorum voloribearum 

reic tem re, seritiur asincto eatem eatio. Nam exerum arcider-

um et voluptae dolupta nistia doloribus aut quo consequo etur 

acculparum sin con pra ium harum aut harunt, occupid quos 

rescim rem acestrum rest ipsa que num est ulluptate voloreicias 

est assunt rehent et rem aligend aerciat quatur? Totam, vollupti 

te comnim quaecullupta id modit aut harion perat experibus 

que verunt quaerero testion nobis experiberia vel untiis sin cum 

dolo con pre el endite ea vel inveleni a porerat omnim issit, cupti 

blandaectus. Endesectum qui coreror endem. Gitibus des se 

vollatus magnim ab ipsa dignim eossit plia di dolorit atiniamus el 

iliquid magnatur, ut milicabo. Ut apelibe atenis ma sum accumet 

elicit adit vol. Ut quat idiscipsaero qui conse debitam si aut labo-

rem voluptur, occus de vel inctenis erfernat. Ut et quodi deliantiis 

quides ad et endio dem adi alibuscia numquaspedi offi  catum di 

atem sam quat eate sequi aut quas eosae cum dolupta que ipsae 

conetus dollor sit magnime venis magnitatur as erit, con net 

eaqui te minullis restia vent, omnis minctat iberupt atiate.

Idunt es con evellent

Em. Ut omnihicipsus explis explam facculp aribus mintis ipsa 

iditempore plaut es autassin nulparibus re pa volupta tuscil maio 

ipis enda dem nimaior magnias picit, vendige ndaerioreiur ant 

quis alibus. Udi alis es et eiusam, quis exero conse consequis sum 

quis entias sunt. Rat aut re de voluptae omnit, offi  c tessit, quide-

ratum harum hario te vit molor sition cus anda cus iniam quistio. 

Natemquiatur soluptatur sequae. Rionet quis illis nulleni enimaio. 

Ut ium fugitatiis dolecum hil moluptatem rerovitamus nonsequ 

atiatii sciatempos ut experitat poribus volor aboratempe corro 

blabori oneculparum eossinte que simporepelis estrum que num 

quunt vene libus. Heniae re quia cora doluptaturi tem. Sam es aut 

endam ex es ilibus a vel ipsamus eiur sinture vel.t.

Oditatur?

•  Quis dolo dolupta conet dolese volenti ationse quiate voluptio 

omnihit dit omnimax imoluptia dolentur re prat 

•  Dolorrum ipsae plaut ipsam quasi blamus. Bearcii ssequam, net 

aria sitatempore vollorest quatiis cullorit vellorunt re volorer 

eptumqu iatiumqui dit volut volutas moluptatis am

•  Laceper sperspedi arumquo et faccuptati culpa venieni milibea 

quaturio. Or solupta cusandam qui re conet maio quam verum 

imilles eritaec umquati bea doluptat.
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Subheadline 

Double Branding Guidelines
In any form of communication where another logo (including external ones, e.g., 

partner logos) appears alongside the msg logo, there are guidelines to follow. These 

primarily refer to the cover page in multi-page documents.

Placement in the Layout

•    The other logo can be placed next to the msg logo; it must be ensured that both 

logos are on the same baseline and are separated by a thin, black dividing line. (A)

•    The other logo can be placed below the msg logo, but in this case, a clear distance 

must be maintained; here as well, an optical line must establish the connection to  

the msg logo. (B)

•    A purely textual representation is also possible. (C)

Size Ratio

•    The other logo must fit within the general grid provided by the msg style guide.

•    When displayed together, the other logo should not appear visually larger than the 

msg logo.
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Projekt XY
Hier könnte eine Subline nach Wunsch stehen

Projekt XY
Hier könnte eine Subline nach Wunsch stehen

Hier steht eine Dachzeile
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Design Examples

 

Contact Person
Support

If you have any questions or uncertainties, feel free to contact the Central Marketing & Communication 

Department (ZM) at any time. In cases where you consider deviations from the given guidelines to be 

absolutely necessary, we kindly ask you to get in touch with us and discuss the individual case.  

Please send every created design/logo for approval before use to  msg.grafik@msg.group.  We are happy 

to assist you!
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