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

This styleguide aims to explain the look and feel of the brand 
new Opel site. It describes all the new interface and design 
elements  that make the site more powerful in usability and 
visuality.

Using this guide managers and designers will be capable of 
building/redesigning dealer sites regarding to the new 
identity requirements.

This guide only points to the CEE website and its design 
principles. All of the identity elements and howto-s are 
mentioned in the pre-released Opel CI Guides.

1 Technical requirements

2 Design principles

2.1 Design basics
 2.1.1 Typefaces & typography
 2.1.2 Colors

2.2 Index page anatomy
2.2.1 Overview
2.2.2 Main menu
2.2.3 Main promobox
2.2.4 Top navigation
2.2.5 Interactive toolbar
2.2.6 Footer

2.3 Landing page anatomy
2.3.1 Overview
2.3.2 Header
2.3.3 Content 
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

System settings

The basic unit of measurement in website design is the pixel (px). This unit relates to the Adobe 
Photoshop CS program. For clear and simple editing of the PSD file, the layers should be clearly 
structured. Design work requires a colour depth of 32 bits. When designing the page content the 
following rule must be observed: vertical scrolling is permitted, horizontal scrolling is not.
When creating a full Flash site, always care about users who don’t have Flash. So create the site 
in a non-Flash version too.

Screen optimisation

Website design requires a screen resolution of 1024 × 768 pixels (at 72 dpi); optimisation to
800 × 600 pixels (at 72 dpi) is necessary. Downward compatibility to Photoshop 6.0
when saving files should be observed.

Interactive contents

All the interactive contents (banners, applications, brand microsites) should be made in Flash. 
All the swf files must be exported in version 7. When a Flash project is done you should keep 
archived all the source files. So further modifications will be easy. Keep your code clear and 
bugfixed. Avoid from large filesize.
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

This guide describes the new design elements on the Opel CEE website.

Through the next pages we discuss the most important design elements of the Opel CEE website.
The main topics include sections about the general issues like colors and typography on the Index page and the Landing page.

All graphical elements can be found in two organized psd files to make the work easier. The first one contains all the components of 
the Index page while in the second one you’ll find all the design fundamentals of the landing pages.

Open the Index page source file

Open the Landing page source file

The distribution package of this styleguide also contains the necessary Opel CI guides issued by GM. The rules within these two 
documents must be strictly followed all the time.

Open the Opel advertising framework specifications guide

Open the Opel Online CI Styleguide

3   Opel Online Styleguide 2008




2.1.1   Typefaces & typography
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The original company typefaces can only be used to a limited extent for online applications,
since they are not available on many computers. Consequently, Opel Sans Condensed  is used as
a graphic (GIF, JPG, PNG) or Flash application, and the system typeface Arial is used for HTML text.

No other typefaces, including Opel Sans or Opel Sans Bold are permitted!
The Opel Sans Condensed (Regular, Bold, Extrabold) type must never be used for copytext.
Headlines are never set in Arial, except copy headlines.

• The text is set flush left in ragged paragraphs, not centrally aligned or justified
• The selected typefaces and sizes should be used consistently in the e-mail as a whole in

order to achieve a uniform layout
• In order to improve legibility, long lines and text columns should not be used
• Typefaces when used as graphic always should be anti-aliased.




2.2.3   Main promobox
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The Main promobox sets place in the center of the layout. It's focussing on the new campaigns and offers. Through this section users
get instant access to internal landing pages and in some cases external microsites.

On the landing pages all the elements described below are presented except the Main promobox. 

All the promos must be obvious for the first 
sight. They consist of a huge image of the main 
theme, big headline and some copytext about 
the offer. And either have a link to the landing 
pages.
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Big image

Headline

Copytext
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
2.2.4   Top navigation
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In the Top navigation block there are some menu items that are captured from the Main menu. These items are seeded to help 
advanced users in instant navigation. There are some additional links available through this menu. All the menu items are 
separated by tiny dashed lines and smooth white spaces. 

So the content of this menu is not 
predetermined, you can feel free to place 
other menu items here.




2.2.5   Interactive toolbar
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The Interactive toolbar is arranged on the right section of the site. Through these boxes users can search for dealers, configure
carlines and jump to external microsites. The boxes are built up from a header and a list containing all the carlines.

Of course the function of the boxes are not predetermined. Feel free to create a login box, a news subscription box, or a search box.

In the right block under the Interactive toolbar 
additional images are accepted. For e.g.
there is a G2 logo linking to the Hungarian G2 
site.

The only thing that matters when building the 
Interactive toolbar is to keep the design 
consequent and avoid from building the right 
block taller than the central content block.
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The header

The list
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
2.2.6   Footer
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The Footer of the site is a kind of extension of the Main menu and the Top navigation.

Additional links and contents are available through this section.
The menu items are separated by tiny arrows and smooth whitespaces.




2.3.1   Overview
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As it was mentioned above on the landing pages everything is all the same except the center block. The Main promobox is switched by 
the content area.

On the top of the center block there is a big header image and a headline. Below there is the main theme.

The big image header is as important on the 
landing page as the Main promobox is on the 
Index page.  The header dominates on the 
page so the content has to be pure and clear.
The content itself is centralized within soft 
margins and text blocks are separated by 
healthy whitespaces.
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The header

Text content
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
2.3.2   Header
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The header is the most determining part of the landing page. It’s meant to present the message of the page in one single image.
The best way for this is to choose a cool image showing the car and to put the headline on it.

1 2Big image   Headline
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
2.3.3   Content
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When designing the content pay attention to the typographic hierarchy and the whitespaces. In case of multi-page content always
set a navigation block for instant access.  Though the content is centralized all the paragraphs are strictly aligned to the left margin.  

Navigation block                    Subheadline                    Copytext                    Images1 2 3 4
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