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Introduction

These guidelines are set out to help

us manage and promote our brand
more effectively by sharing a clear
understanding of the visual attributes
that make OXB special and different

for the key audiences we need to
address. It is important to use these
elements as a foundation for producing
consistent and on-brand material.
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The logo

Logo
The logo is our most important identity element, appearing

on everything we do. To promote the brand it needs to be
presented in a consistent way.

The logo consists of two elements; the OXB monogram
and the helix symbol. These two elements should wherever
possible appear together in the precise configuration shown
here and always be reproduced from the master artwork.

The OXB helix symbol can be used alone, but only in
exceptional circumstances.
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The logo
Versions

Versions

There are three versions of the master logo available to suit all
standard reproduction requirements. Always select the version

most suitable for your production.

OXB

OXB

OXB

Brand guidelines

1. Navy
Printed communications

Where possible the logo should be printed in colour. For
most printed applications this will be a CMYK process for
digital print. For communications printed using either litho

or web production Pantone colour references may be used
to give more accurate matching. For CMYK production use
the EPS file format logos. Pantone reproduction is a specialist
process and will be set up by external suppliers using the EPS
file format logos.

Screen based communications

For screen based presentations RGB values should always be
used. The RGB values are set for the PNG file format logos.

2. Black

When the full colour logo is not able to be used the master
logo can be used in black. As above (and also for white), use
the EPS file format logos for printed communications, and
the PNG file format logos for screen based.

3. White

The reversed out white logo is for use on dark backgrounds
where using the full colour version would compromise
legibility.



The logo

Suggested minimum size and clear space

Suggested minimum print size

The suggested minimum printing width for the logo is 18mm.
However, it may not always be possible to stick to this size.

It can be reproduced smaller, just take care that reproduction
at small sizes below approximately 18mm is legible.

For screen presentations, the device the logo is viewed on
will make a big difference to legibility. Most websites are
responsive making it hard to dictate a size, so use judgement.
When space is very tight there is a helix symbol only version
available (see page 7).
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Clear space

Protect the logo from encroachment by other typography
or graphics and ensure it stands out by clearly observing
these rules:

__ Make sure it has as much space around it as possible.

__ The minimum clear space must reflect the width and height
of the uppercase ‘O’ from the OXB monogram above,
below and to the left. It is also the width of the uppercase
‘O’ to the right of the helix symbol.
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The logo
Positioning

The preferred position of the logo is on the right as the
elements are aligned right, however it can appear elsewhere if
it is not possible. As an example, there may be an image in the
background which makes the logo hard to see in the preferred
position — better to have the logo as clearly legible in this type
of situation. Corner positions are also preferred where possible.

OXBZ OXBZ

OXBZ OXBZ

OXBZ OXB
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The logo
Incorrect use

The examples below are what not to do. As long as when you
use the OXB logo it has not fallen into one of the traps below,
you are likely using it right.

OBZ XB

Don't add effects to the logo. Don't use the word mark without the helix symbol

unless the application falls under the special

circumstances (pages 4 and 7).

Don't change the logo proportions. Don't use the helix symbol only when there is room
for the full logo.

/

Don't change the colours of the logo. Don't use the logo on illegible backgrounds.
Don't change the angle of the logo. Don't type the logo — only use the
logo files.
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The logo
Special use versions

Helix symbol only

It is preferred to show the full logo with the name as it gives
better brand recognition, however it is not always possible to do
this. The helix symbol only version shown here can be used in
exceptional circumstances where space is limited.

1. Full colour
Printed communications

Where possible the logo should be printed in colour. For
most printed applications this will be a CMYK process for
digital print. For communications printed using either litho

or web production Pantone colour references may be used
to give more accurate matching. For CMYK production use
the EPS file format logos. Pantone reproduction is a specialist
process and will be set up by external suppliers using the EPS
file format logos.

Screen based communications

For screen based presentations RGB values should always be
used. The RGB values are set for the PNG file format logos.

2. Black

When the full colour logo is not able to be used the master
logo can be used in black. As above (and also for white), use
the EPS file format logos for printed communications, and
the PNG file format logos for screen based.

3. White

The reversed out white logo is for use on dark
backgrounds where using the full colour version
would compromise legibility.
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Brand slogans
Differentiator (marketing use)

Client focused (B2B) and employer communications What is our differentiator?
Our differentiator, ‘Let's do something life-changing together’ "€ let's do something life-changing

can be used on both external (client marketing, B2B) and

together’ differentiator helps describe
OXB to our clients. It is not designed

internal facing communications (employer brand), although to say everything about us but it does
care must be taken with appropriate use. convey a major mission of our brand.

OXB

Simply put, it's who we are.

LET'SDO
SOMETHING
LIFE-CHANGING

TOGETHER

Brand guidelines 8



Brand slogans
Our purpose (corporate use)

Investor and stakeholder focused

Although our purpose statement ‘A quality

and innovation-led CDMO in cell and gene therapy’
can be used across all communications touch points,
it is particularly well suited for use on corporate
applications.

What is our purpose statement?

This message is prominent statement
of our purpose beyond making profits
for shareholders. The Company
purpose is a short articulation of why
we exist. It captures the way in which
OXB aims to create a positive impact
on stakeholders.

Our purpose should therefore

guide everything the company does,
connecting through governance,
strateqy, risk, KPIs, and capital
allocation decisions.

AQUALITY AND
INNOVATION-LED
CDMOINCELLAND

GENE THERAPY
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Colour
Our colour palette

The palette is divided into four sections — logo, support,
accent and neutrals.

The lead colours are business-like deep of blue and purple.
Use them in large portion sizes. Tints are also available to use
where needed.

The accent colours and neutrals are better suited to smaller
portion sizes, areas such as small heading, captions, graphs
and charts and for applying gradients (refer to page 13). The
exception being white which is used in larger amounts.

Lead colours . Accent colours || Neutrals
Navy blue Eggplant purple Mint green Mauve purple Black White
6 .
“ ' Powder blue Dark grey Medium grey
Light grey

OXB Brand guidelines
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Colour
References and breakdowns

Navy blue Eggplant purple
CMYK 100/88/36/28 75/100/30/15
RGB 27/49/93 91/38/102
HEX 1b315d 5b2666
Pantone® 648 261

Mint green Mauve purple Power blue
CMYK 45/1/32/0 32/68/18/0 50/10/10/0
RGB 140/204/185 177/108/150  123/189/214
HEX 8ccdb8 b16c96 7bbdd6
Pantone® 564 682 821

OXB Brand guidelines 11



Colour

References and breakdowns

Black White

CMYK 0/0/0/100 0/0/0/0
RGB 0/0/0 255/255/255
HEX 000000 FFFFFF
Pantone® Black White

Dark grey Medium grey Light grey
CMYK 10/10/10/70 15/13/17/0 3/2/2/0
RGB 97/96/97 215/210/203  245/245/245
HEX 616061 D7D2CB f5f5f5
Pantone® 821 Warm Gray 1 179-1C

OXB

Brand guidelines
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Colour
Gradients for backgrounds

When applying gradients to communication touch points,

use a linear gradient from point A, to point B, to point C.

There are two colour options available, blue or purple.
Both can be constructed of either two or three colours
depending on what suits your application best. Keep the
colours in the order shown on this page. See page 14 for
individual colour breakdowns.

The gradient can be used in any direction — east to west,
north to south, or diagonally.

Blue gradient

Two point construction

Note

Not all backgrounds need to be
gradients. Pages 16 and 17 are only
guidance for instances when a gradient
is used.

-

Navy blue

Purple gradient

Two point construction

-_—

Powder blue

_—

Eggplant
purple

OXB Brand guidelines
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Colour
Image gradients

Gradients on images should always be blue.
Do not use purple.

The image gradients work in the same way as the
background gradients shown on the previous page.
An additional Point D (white or clear) is required.

The slider between points can be adjusted to suit the
image the gradient is applied onto. To achieve the
desired look, the OXB blue, powder blue, or both of
these colours can be omitted from the image gradient.

Image gradients

Three point construction

Note

Not all images need to be gradients.
Pages 16 and 17 are only guidance for
instances when a gradient is used.

- -

Navy blue Powder blue

Two point construction

-_—

Navy blue

OXB Brand guidelines
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Typography
Brand typeface for external
touch points

Museo Sans Why we use Museo
[ : : Museo is a less commonly used
The distinctive Mu;eo Sans_ls our brand font.. It should typeface that has some unusual
be used for marketing and investor communications and distinctive characteristics. This
materials both printed and screen based. visual personality makes it more
. . recognisable when used on our external
We use five weights; 100, 300, 500, 700 and 900. communications and marketing touch

points.

Corresponding italicised cuts can also be sparingly

used to highlight words if needed. Because Museo is not pre-installed
on computers, the chances of people
having it available to use personally are
slim. This is the reason we restrict usage
to touch points that can imbed the font
such as web based projects or PDFs, or
printed materials.

Museo Sans 100
Museo Sans 300
Museo Sans 500
Museo Sans 700
Museo Sans 900

Museo Sans 100 italic
Museo Sans 300 italic
Museo Sans 500 italic
Museo Sans 700 italic
Museo Sans 900 italic

Brand guidelines 15



Typography
Everyday typeface

Arial

Arial Regular and Bold is our everyday typeface.
It should be used for business communications
such as typing of letters, emails and PowerPoint
presentations.

Corresponding italicised cuts can also be sparingly
used to highlight words if needed.

Why we use Arial

Arial comes pre-installed on our
computers and the usability this allows
is why we utilise it.

Internally it removes the need to install
Museo, and externally it has advantages
too when sharing open file documents
such as PowerPoint presentations. If
they were made using Museo and the
receiver does not have Museo installed
the typeface will default to something
else and may cause formatting issues.

Arial Regular
Arial Bold

Arial Reqular Italic
Arial Bold Italic

Let’'s do something
life-changing together.

Correctly spaced type

Let’'s do something
life-changing together.

Type type with + kerning spacing

OXB Brand guidelines

Letter spacing (both typefaces)

Care should be taken when kerning
character spacing and word spacing,
particularly with headlines. Tighter
spaced type is preferred as shown

in the example opposite (top). A
comfortable relationship between
words and spaces should be observed
avoiding very open or overly tight
spacing, distorting or condensing
type. Mostly, this rule applies to

work produced by external agencies
working in programmes such as Adobe
InDesign® or Adobe Illustrator®,
however when used internally using
Microsoft 365® software, avoiding
adding extra character spacing is all
that's required.

16



Photography
Operational images

Showing a leading cell and gene therapy CDMO

A picture speaks a thousand words. Choosing the right
type of images is crucial to presenting OXB as a leading
cell and gene therapy CDMO. Over the years we

have invested in and built up a library of images with
top-level photographers showcasing our world-class
facilities. These are the images we put at the front of our
marketing and communications touch points.

OXB Brand guidelines

What to avoid

Never use stock images of other
companies labs — anyone business
can access and make presentations
with the same images — it is less
genuine.

Resist the temptation to use an image
shot with someone’s phone or similar.
Leading brands don't do this because
it downgrades the perception of
quality and authority,

Check images are high enough
resolution to reproduce clearly and
without bit mapping or fuzziness. A
general rule of thumb is 300dpi at
100% of the final production size it is
being used at for printed materials, and
96dpi for screen based.

If applying a gradient or overlay to an
image use only blue colours from the
palette (pages 12 to 14).

17



Photography
Individual portraits

Presenting our people as the experts

OXB wouldn't exist without the people who work here.

The expertise and knowledge we collectively hold needs

to reflect in the way we present our team members to the
outside world. For some, professionally taken photographs
exist and where they do these are the ones to use. However,
this is not always possible so take care to use the best you
can source, and utilise retouching to help where needed.

Touchstones:
— Professional

— Friendly /
approachable

OXB Brand guidelines

Images below
1-4.
Professionally taken images made

to work as a set with a uniformed
backdrop.

5and 6.

Light grey or white backgrounds can
also be used - take care not to mix and
match different backgrounds when
multiple images are used close together
so they maintain a uniform look.
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Graphic device
The hexagon

In addition to our main visual elements, the OXB brand
includes a graphic device — the hexagon. It can be

used which as a structure and inspiration point for the
development and application of an endless array of patterns
and unigue configurations.

There are three basic rules relating to how it is set up.
However the combinations of how the hexagon shape is
applied remains loose to allow the creation of appropriate
visual touch points without restrictive limitations.

Rule 1. Round the corners

The hexagon has no sharp edges. This is achieved
by rounding the corners. As a loose guide, the

equation for this is 5% of the width of the hexagon.
The hexagon example shown below is 80 wide. To

get the corner radius divide 5 by 100 (0.05), then
multiply 0.05 with 80 — the corner radius for this

size will be the answer, in this case 4.

In Adobe InDesign, the corner radius can be found

under the ‘Object’ menu, inside ‘corner options..

The OXB PowerPoint deck has the hexagon within it,
either on preset slides, or as shapes on cheat sheets
that can be copied and pasted.

Corner Size and Shape:

C 4mm v 3

5 N 5

Preview

The hexagon

OXB Brand guidelines

Round the corners
(5% curve radius)
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Graphic device
The hexagon

Rule 2. Outline or solid

The hexagon can appear as an outline or solid
shape. But, it cannot appear as a solid with an
outline (shown right), it is one or the other. You
can however combine an outline hexagon with a
solid hexagon if using multiple ones together, or
put images inside them (top right).

The width on an outline will vary as it is hard to
put a set measurement for all applications across
all the different platforms and processes. As a
guide it is used thinly, and consistently. A design
should always use the same outline width when
used in close proximity.

The example directly below has a width of 82mm,

and an outline of 1pt. If an outline is too thin the
shape becomes difficult to produce. If the widths
of the hexagons were 20mm or 150mm, the 1pt
outline weight will work (this being an A4 sized
document), however on a large display area

like an exhibition booth these outlines will be
proportionately too thin — scale them up to the
size percentage being used.

Outline or solid
(showing a thicker line weight)

82mm hexagon, 1pt outline weight

OXB

Brand guidelines
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Graphic device
The hexagon

Rule 3. Rotation

The hexagon becomes visually more dynamic
when it is not always fixed at the same rotation.
There are four rotation positions it works at; 0°,
45°,90° and —45°. Rotate the shape only to these
measurements. We do this to keep the hexagon
pleasing to the human eye by retaining a simple
mathematical balance and not over complicating it.

Application technique example one
Solid hexagon with a same size outline hexagon

These two hexagons are the same size. The
bottom hexagon is an outline (as described on
the previous page) overlapped by either a solid
hexagon containing an image or message.

To create this look place both hexagons on the
same X and Y position with two opposing hexagon
corners pointing north and south. Rotate just one
of the hexagons by a difference of 452

LET'SDO
SOMETHING

LIFE-CHANGING
TOGETHER

OXB Brand guidelines 21



Graphic device
The hexagon

Application technique example two
Freestyle hexagon combinations

Be creative with the hexagon. Whilst a simple
hexagon produced as a solid shape in one of
our brand colours at a 0¢ rotation will work
well and be on brand, you can do more with it
should you wish. Put images inside it, overlap Over 25 years of
multiple hexagons and combine outlines experience
and solids, add transparencies, place text or
numbers within them, bleed them off the page
or screen — so long as you've followed rules one
to three, the graphic device will be on brand and
recognisable as OXB.

AQUALITY AND
INNOVATION-LED
CDMOIN CELLAND
GENE THERAPY

OXB




Graphic device
The hexagon — usage examples

Fact sheet
Notes:

the colour palette.

Your AAV development partner, Schematic process flow of Oxford Blomedica's
from construct design to IND/ ransienttransfection AAY manufacturing procass
BLA support
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S A ey o / Reduced number of GMP plasmids needed,
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——
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Generate
increasing
returns

Comtructs

T ——

eon 2004 | Pageter2 o

Q_[#0H¥ Oxford Biomedica
hoFber  GetM e u sly ReplyAll Forward New Messack

cford Bio... #% Oxford Biomedica

mindor to register for our upco.

OXBZ
Biomedicar<
Live webinar

Viral vector manufacturing
success stories

Wednesday 7th February | 11am EST | 4pm GMT

Join our 60-minute webinar to delve into
success stories in viral vector manufacturing.

Discover how unique and transferable technical
capabilities in multiple viral vector types can
significantly accelerate a development path and
future-proof gene therapy products.

Attendees will learn about:

—  Cutting-edge, end-to-end automation of analytical assays
Design of Experiments to optimize vector production
Considerations for product comparability during process changes
Client case studies demonstrating viral vector production
enhancements and successful process transfer to GMP operations.

Alive Q&A session will follow the presentation, offering attendees a
chance to pose questions to our experts.

Register

The speakers:

OXB Brand guidelines

Shows an image with outline hexagons.
When using gradients or overlays on
images, use one of the two blues from

Hexagon iconography (see page 26).

2
o

Attract, develop
and retain highly
motivated
people

Operate
a client centric
. organisation
Continuous

quality and
innovation

Deliver excellent
client centric
experiences

Expand existing
partnerships
and attract new
clients

Email campaign
Notes:
Hexagon image rotates 45°.

The sides of the background show
mauve as the lead colour and how
the neutrals palette can be applied
(see page 12 to 14).
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Graphic device

The hexagon — usage examples

Annual report
Notes:
Using the hexagon to create

infographics, and also as a graphic
device to add impact to the page.

KEYCLIENTS

Chief executive's
statement

Our three pillar plan,
together with our people
and growing sector,
will deliver our vision
of becoming a world
leading CDMO for the
geneand cell therapy
industry.

Heading style
The dummy copy used here is the same length as the previous
annual report (approximately 800 words + strategy diagram text).

Nulla semper enim urna, in iaculis mi trstique eget. Aliquam
euismod eget nisi a trstique. Suspendisse tincidunt quis lacus
eget mattis. Maecenas mattis nunc neque, a iaculis purus laoreet
non. Vestibulum iaculis sapien nec lorem dignissim ultrices.
Integer sodales tempus est, eget vehicula risus. Fusce quis quam
enim. Suspendisse et lacinia dui. Donec faucibus lorem non ex

o

Dr. Frank Mathias r ‘

ief Executive Officer

This section will focus on the business plan, and the
strategy (how the Company will deliver the plan)
Angue a hendrerit eu, auctor vel eros. Aenean mattis feugiat
lobortis. Orci variu ib is di

3

v
Clear path il
towards
profitability

Strong
lementation

Surmarytet subhesding ‘Summary text sub heading

——" Bieeplnation pprosimatey 60 Brief explanation (approximately 60
g o, Cuisqu congue tempus words). Quisque congue tempus
e e,
e e t o
einaien Prcsent Pracs
four siint e
py gt Aereanfibus ante v nbh sagit. Morbitempus porta magna,
- :

Vestibul

. Vestbat et nec urma

scelerisque.

u Heading style

Fusce luctus dui eget Il |

e
utm-u Sedprelum, tupis et imperdiet Vivamus aliquam lobortis nulla quis eleifend, Vestibulum

montes, nascetur ridiculus mus.

us, st amettistque velit Sed luctus mattis tellus,

b v e Etiam etlobortisipsum ultricies at. Duis ac enim sed nulla condimentum

\ tisique Pellenesqu i
Ve cursus

Sed portitor lacus ut sem cursus, quis tempor dolor ultrcies.
Curabitur accumsa iulasit citudin.Innon
ol ;

ad
i

idaa fel

q id purus.

met, commodo

::,"““ o s i consectetur fels. Donec nec arcu ex. Nullam porta ac leo ac
oo

pellentesque ornare. e : bi itristi " finbus nteger nisi pretium, eu imperdiet tortor
Etiam consequat omare imperdiet. Interdurn et malesuada fames  SENeCtus et netus et malesuada fames ac tupis egestas,Cras ormss et hasel oleste augue.Vesti i
e i s stuebendm ] ctur dolor A Cura:mn sollcitudi duinec nisl wputate oborts, Fusce
bibendum. Cras sed justo rhoncus, malesuada massa eget, : : o i ementum faciss lrem, intempus metus cictum ac. Sed id
vestibulum turpis. Donec ut sapien felis. In pulinar, vl sitamet  9rda consectetur S fciiss nulalcus, Ut sempereo s ki i utrm varius eget sit amet enim, Vivamus
tempor pretium, tortor massa malesuada magn, ut dignissim non e eu2ugue velt Nullaeros is, convals it amet fringila vt
; : . o fa . gk vize,

m eumi In pien pharetra, eget rutrum. Praesent i o q:zm loror volutpat at arcu. Proin sollcitudin ac nulla ut bibendn%ar‘: Sed ultri
rhoncus justo. Fusce neque uma, porta molis pretium vel,vulputate  interdum sed magna ac varius. e g S, aoatotorcursus convals i
vel eros. Donec a et effcitur, interdum ipsum ut, convaliseros.  Sed et ibh et erat malesuada dictum. Nunc pulinarconvals A
Aliquam magna dolor, blandit it amet ligula ac, vehicula malestiada scelerisque, Mauris landita dolor egetuctus. Curbiur staret i sodles s s et dlroborts enenats ed s
erat. Aliquam iaculis eleifend lectus vitae sollicitudin. Nullam rutrum  sem ut nisl accumsan pulvinar. Mauris auctor massa et libero itur quis, molis qui neque. Nullam el i

interdum arcu eget volutpat. i

felis ex, rhos
ut, tempor pellentesque sem.

OXB

get dui

aliquet,vitae semper ura el

porta nisl, Vestibuk -
Nullam id mi aliquet auctor. Donec facils

fisus tincidunt, et posuere justo aliquam. Fusce auctor, justosit
amet vehicula vulputate, augue diam convalls justo, in dignissim
sem tortor in velit.
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Iconography

We use hexagon icons to express visual interest to
our communications. They are an integral part of the
brand look and feel and are an extension of our brand
property. The icon style is very simple and works in
conjunction with the other elements of our brand.

Suggested 4px
minimum
weight

Designing icons

A 100x100 pixel grid is used when designing new
icons, with thinner line weights at 4px (or close to
it/within visual balance) for the internal elements.
Allicons should be produced on this grid as
vectors — they can then be scaled to any size.
There is an internal safe area guide of 70x70 pixels
(square and circular) to contain the inner element
of the icon. Try to ensure the inner element
doesn't get too close to the outer circle and crowd
the space — simplicity is the key to successful icon
design.

The hexagons have curved corners (see page 20).
Any of the colours from pages 12 and 13 are
available to use. The icons should always be flat
single colours (no gradients).

70 x 70px
safe area

100px

Any colour from the brand
palettes can be used.
No gradients.

Usage example

Used as a key line
instead of a colour
background.

Dual-Plasmid System delivers Client benefits

Same sequence, different Improved downstream
configuration performance

Performance and High productivity and

quality improved safety profile
Consistency, comparability Reliable technology proven

and scalability in GMP manufacturing

OXB Brand guidelines

OXB helix icon”

* Can appear in any of
the colours shown on
pages 12 to 15, but the
helix part must remain
white (no colour) on the
darker shades, or black
on the light shades
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Getting it right

It is essential that all material we produce is consistent
and on-brand. Keep it simple. Use the typefaces,
colour palette and images.

A quick check to be sure whatever you are producing
is on-brand. If you can answer 'no’ to any of the
questions below it is worth giving your approach
more thought:

— Have you used the correct version of the logo?
— Have you checked the imagery?

— Have you used the correct fonts?

— Have you used colours from the palette?

For further clarification on the OXB brand,
please contact the brand guardians:

comms@oxb.com

thinker/doer

Designed and produced by
Oxford Biomedica with thinkerdoer

www.thinkerdoer.com



Oxford Biomedica PLC

Windrush Court, Transport Way
Oxford OX4 6LT, United Kingdom

Tel: +44 (0) 1865 783000

www.oxb.com
enquiries@oxb.com




