


At Meril, we believe healthcare is more than just treatment—it's about
enhancing the quality of life.

Our journey began with a single vision: to create advanced medical
technologies that empower doctors,

support patients, and bring More to Life.

The yellow dot above the “i” symbolizes life, energy, and a rising sun,
representing new hope with every innovation.

The deep blue wordmark reflects stability, trust, and scientific
precision, making Meril a name synonymous with excellence in
healthcare.

Our story is built on compassion and innovation—striving not just to
save lives, but to make them healthier, fuller, and more meaningful.




Brand

Guidelines

This document will help you understand the basic
elements of our identity system.

It explains how to use the system and provides a
structure that enables us to express our core values
coherently as we expand across different mediums.
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BRAND GUIDELINES

01 OUR LOGO




MERIL'S LOGO BLENDS TRUST WITH CREATIVITY.

The Meril logo was designed to reflect the brand’s core values: Trust, Reliability, and Innovation.

The solid blue text represents stability and professionalism, showing that Meril is a dependable partner. The bright spark adds a touch of creativity and
forward-thinking, symbolizing new ideas and innovation.

This combination ensures that the logo is both trustworthy and modern, telling a story of a brand that balances reliability with vision.



The Process -



BRAND GUIDELINES

®
PRIMARY LOGO e r I



OUR STORY

The New Meril Logo Is A Celebration
Of Purpose And Vitality.

The Bold Purple Speaks Of
Trust & Leadership,

While The Sunflower Yellow Dot Symbolizes A
Spark Of Life, Innovation, & Infinite Potential.

Paired With The Tagline 'More To Life,' It Reflects
Meril’s Enduring Promise To Heal, Uplift, And Bring More
Meaning, Hope, And Joy To Every Life We Touch.

Merll



®
WITHOUT TAGLINE e r I



Meril Merll

BACKGROUNDS. “Meril F Meril - Meril

Meril




BRAND GUIDELINES

LOGO: DOS & DON'TS

To maintain synergy in communication under any circumstances,

use the Logo as specified in the above sections.

The Logo may not be altered or redrawn, only the original
Logo should always be used.

The original proportions, elements and colours must be
maintained.

No individual element of the Logo may be highlighted or
enlarged.

M q |
Examples of wrong usage

Meril Merl  Meri

Don't Strech Don't Strech Don't use outlines




02 COLOR THEME



MERIL'S VISUAL IDENTITY

Ourvisual identity systemwas created to show the world that Meril is unique and to differentiate us from our competitors.
We have developed a visual system that is firmly grounded in our brand values and strategy.

This system allows us to use our brand elements in creative and expressive ways, helping to drive awareness of Meril with our broad global audience. When
applied consistently, these tools make our communications stand out while staying aligned with our brand strategy.

By reinforcing our brand voice and expressing our personality, our visual identity system helps bring the Meril brand to life.



BRAND COLOR PALETTE

COLOR CONSISTENCY
For consistency across the board, we have listed color references within the chart When our brand colors are used on-screen, they should visually match as closely as
below for printing offset spot colors (PANTONE®), and process colors (CMYK) and possible to our printed colors.Use the RGB breakdown or Hex value indicated here for

for on-screen applications (RGB and Hex). screen applications

Shades and Tints of #1f079a

Digital Navy

RGB Values(46, 0, 135) CMYK Values
Pantone: 2738 C

Hex Code: #2E0099 (100%, 92%, 0%, 1%)

Shades and Tints of #fccl1d

Sunflower Color

Hex Code: #FFC91C (0%, 22%, 95%, 0%)



BRAND COLOR PALETTE

MERIL PRIMARY BRAND COLORS

Meril Digital Blue is the primary color in our palette. It forms the core of the Meril
signature and carries strong brand recognition. It does not need to dominate every
communication but serves as a key anchor for our visual identity.

TEXTURE AND GRADIENTS

Adding gradients, shadows, and texture with our secondary colors enhances depth
and vibrancy, giving our visuals a dynamic and modern look.

MERIL PRIMARY
BRAND COLORS

MERIL SECONDARY

Meril’s secondary colors include Sunflower Yellow and Grey. These colors can be used as
accents or to convey energy, warmth, and sophistication. Care should be taken when
applying these colors across different audiences and mediums. Sunflower Yellow is
especially effective when highlighting innovation or life-changing technology.

WHITE SPACE

White space is a vital part of the Meril color palette. It acts as a clean stage that draws
attention to the message. Depending on its use, it can convey sophistication or simplicity,
allowing our colors, imagery, and typography to truly stand out.

Texture and Gradients




BRAND GUIDELINES
Meril “ Meril
GRADIENTS Meril ME‘I'H" Metil

The gradient palette is used to bring
dynamism and modernism into

graphics and designs, when needed.
Meril Meril Meril
Meril Merll
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03 TYPOGRAPHY




MERIL'S VISUAL IDENTITY

Our visual identity system was created to demonstrate that we are unique and to clearly differentiate us from our competitors. Itis firmly grounded in our beliefs and
our brand strategy.

This system allows us to use our brand elements in creative and expressive ways that build awareness of Meril among our global audiences. When applied
consistently, these tools ensure that our communications stand apart while remaining aligned with our brand strategy.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



TYPOGRAPHY

A key element of the Meril brand is typography. Using our approved typefaces ensures our communications have a unified appearance and give the brand a
distinct personality.

By thoughtfully applying our two typefaces - Swis BT, and Gilroy - we can express a wide range of tones while creating a stronger visual connection to our life-
changing technology and the future of health.

Typography should be used to add visual interest and to emphasize key messages through the strategic use of weights, letterspacing, and color. The way our
typefaces are applied — including size, weight, color, spacing, and layout — has a significant impact on the clarity, engagement, and overall effectiveness of our

communications.

Our typefaces include:

Swis721 BT Primary Font
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz1234567890!7?
Swis721 BT G1 Roman

Swis721 Lt BT

Swis721 Cn BT

Swis721 BT BOLD

Swis721 BT ltalic

Swis721 Cn BT Bold

Gilroy Primary Font
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890!?
Gilroy-Regular

Gilroy-SemiBold

Gilroy-Bold

Gilroy-Medium

Gilroy-Heavy

Gilroy-Lightltalic

Barlow For Digital Use
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890!7?
Barlow Reqular

Barlow SemiBold

Barlow Bold

Barlow Medium

Barlow ExtraBold

Barlow Extralight



04 TRADESHOW EXHIBIT

BRANDING EXPERIENCE




MERIL'S VISUAL IDENTITY

Our visual identity system was created to show the world we are unique and to differentiate us from our competitors. We have developed a visual system that is
solidly grounded in our beliefs and our brand strategy.

This system enables us to use our brand elements in more creative and expressive ways to drive awareness of Meril with our broad global audience.

Applied consistently, these tools will help our communications stand apart and remain aligned with our brand strategy. By reinforcing our brand voice and
expressing our personality, our visual identity system brings the Meril brand to life.



OVERVIEW

Meril’s presence at tradeshows, conventions, expos, and conferences should create a powerful experience that reflects our brand
personality, values, and purpose. When executed thoughtfully, every interaction and engagement at these events can communicate who
we are, what we have to offer, and what sets us apart from our competitors.

EXHIBIT DESIGN PRINCIPLES BASED ON OUR VALUES

PIONEERING

RETHINK THE CONVENTION SPACE OPEN AND FLEXIBLE DESIGN

Create a responsive exhibit environment that accommodates evolving needs and Retain a flexible and open design with simple, orthogonal sight lines, operable walls

technologies and encourages interaction with key stakeholders. and clean forms.

NEVER STOP EXPLORING CREATE AN OASIS

Encourage learning about Meril products and innovations with inspiring experiences. Foster a progressive experience with engagement spaces and an optimistic,
innovative environment.

CARING

CONNECT WITH THE AUDIENCE

Incorporate exceptional design elements to create a sense of advancement that
translates to perceived benefits for the community, patients and consumers served by
the audience attending a tradeshow.

ENGAGE THE SENSES
Create spaces that are simultaneously comfortable and stimulating.
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05 BRAND PREMIUMS AND

PROFESSIONAL ATTIRE




MERIL'S VISUAL IDENTITY

Our visual identity system was created to demonstrate that we are unique and to clearly differentiate us from our competitors. It is firmly rooted in our beliefs and
guided by our brand strategy.

This system empowers us to use our brand elements in creative and expressive ways, helping build strong awareness of Meril among our global audience. When
applied consistently, these tools ensure our communications stand apart while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



OVERVIEW

These standards have been developed to establish visual consistency for premiums, apparel, and professional attire, ensuring a strong and unified brand image.

From scrubs worn in a hospital setting to water bottles distributed at a marathon, premium items and branded attire reflect Meril’'s corporate identity to global
audiences and key stakeholders. Premiums allow both internal and external audiences to experience Meril on a personal level, while professional attire and
uniforms make employees easily identifiable, set us apart from competitors, and create a sense of unity among teams.

It is essential to follow these standards when designing branded apparel, premiums, and accessories. Visual consistency - such as the placement of the Meril

signature, use of brand colors, and typography treatment - combined with high-quality materials and production techniques, work together to build and strengthen
the Meril brand.

GUIDELINES AT-A-GLANCE

Branded premiums, apparel, and accessories are a powerful way to express the Meril brand. These items are customized using the Meril visual identity system to
ensure they are distinctive, consistent, and contribute to a unified Meril identity. This document outlines the brand standards specific to premiums, apparel, and
accessories. It provides guidance and examples on how to apply our visual identity effectively to these items, ensuring every touchpoint reflects the strength and
personality of the Meril brand.
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" Use our signature to build equity in
Mer” Meril’s corporate identity

— Swis721 Lt BT

Use our typefaces to create a
unified appearance

Use colors from the Meril
color palette



More To Life More To Life Swis721 Lt BT

Use our typefaces to create a
' unified appearance










Use our signature to
build equity in Meril’s
corporate identity

Meril
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06 WEBSITE DESIGN GUIDELINES




MERIL'S VISUAL IDENTITY

Our visual identity system was created to show the world that we are unique and to clearly differentiate us from our competitors. It is firmly grounded in our beliefs
and guided by our brand strategy.

This system allows us to use our brand elements in creative and expressive ways to build awareness of Meril with a broad global audience. When applied
consistently, these tools ensure our communications stand apart while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



OVERVIEW

Websites are a key channel for our communications both internally and externally.

It is important for the Meril brand to be represented appropriately and consistently when creating websites, especially since these may be developed by different
teams and partner organizations across the company. While content may vary depending on the audience and communication objectives, all of our web
communications - including corporate websites, divisional or expertise-specific sites, program sites, and product sites - should consistently incorporate elements
from the Meril visual identity system.
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GUIDELINES AT-A-GLANCE

All company websites - whether corporate, area of expertise,
product, or program sites with unique identities - should utilize
elements of the Meril visual system. Our guidelines ensure that
each website can be distinctive while consistently reflecting
the Meril identity.

This document highlights the visual elements and application
standards specific to websites. It explains the Meril brand
guidelines and demonstrates how to apply our visual identity
to support your specific website needs. For complete details
on the use of elements such as color, typography, and
imagery, please refer to the foundational guidelines in the
Brand Resource Center.

LIVE FULLY
(WHAT WE DO)

PIONEERING
1

STORY: LIVE FULLY

T want to tell a human interest story
about living fully that reinforces the
image of pioneering by tackling tough
healthcare challenges.

TONE: PIONEERING
Empowering and vibrant, suggesting
unlimited possibilities

STORY: LIFE-CHANGING TECHNOLOGY
I want to tell a life-changing
technology story about a cutting-edge
solution that meets an institutional or
global need to create the future

of health.

TONE: PIONEERING
Confident, modern, inspiring
yet serious

story that shows how our world-class

STORY: TECHNOLOGY/PRODUCTS
T want to tell a product/technology

technology has made a breakthrough
in health.

TONE: PIONEERING
Vibrant, precise, technical yet
cutting-edge

?

STORY: LIVE FULLY

T want to tell a human interest story
about living fully that demonstrates
how Abbott tackles healthcare
challenges yet helps people and

communities lead fuller lives.

TONE: PIONEERING YET CARING
Lively, emotional and personal

STORY: LIFE-CHANGING TECHNOLOGY
I want to tell a story about the
life-changing and inspirational impact
a specific technology has had

on human healthcare.

TONE: PIONEERING YET CARING
Sophisticated and future-focused,
emotional, personal and dynamic

story that highlights its unique value

STORY: TECHNOLOGY/PRODUCTS
I want to tell a product/technology

proposition to our customer.

TONE: PIONEERING YET CARING
Clean, crisp, modern and
sophisticated

STORY: LIVE FULLY

T want to tell a human interest story
about living fully that demonstrates
how Abbott is helping people and

communities lead fuller lives.

TONE: CARING

Compassionate, warm-hearted,
and sincere while being assuring
and positive

STORY: LIFE-CHANGING TECHNOLOGY
T want to tell a warm, caring story
about the life-changing human impact
of Abbott technology addressing a
health challenge.

TONE: CARING

Emotional, personal and dynamic

STORY: TECHNOLOGY/PRODUCTS
I want to tell a product/technology
story that shows how committed
Abbott is to helping families and

communities live fuller lives.

TONE: CARING
Optimistic, assuring and positive

:

CARING

(L1 0d Im MOH)
S1ONAOYd/ADOTONHDIIL



07 SOCIAL MEDIA VISUAL IDENTITY GUIDELINES




MERIL'S VISUAL IDENTITY

Our visual identity system was created to show the world that we are unique and to clearly differentiate us from our competitors. It is firmly grounded in our beliefs
and guided by our brand strategy.

This system enables us to use our brand elements in creative and expressive ways to build awareness of Meril with a broad global audience. When applied
consistently, these tools help our communications stand apart while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



OVERVIEW

Social media is a vital channel that allows us to build an active, ongoing connection with our audience.While content may vary depending on communication
objectives, itis essential that the Meril brand is represented consistently and appropriately across all social media platforms.

These guidelines provide direction on how to apply our brand elements effectively when creating social media communications.



GUIDELINES AT-A-GLANCE

All company websites - whether corporate, area of
expertise, product, or program sites with unique identities -
should utilize elements of the Meril visual system.

Our guidelines ensure that each website can be distinctive
while consistently reflecting the Meril identity.

This document highlights the visual elements and
application standards specific to websites.

It explains the Meril brand guidelines and demonstrates how
to apply our visual identity to support your specific website
needs. For complete details on the use of elements such as
color, typography, and imagery, please refer to the
foundational guidelines in the Brand Resource Center.
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VISUAL SYSTEM FRAMEWORK

At Meril, we use the visual landscape and 9-grid as tools to guide the look and feel of our communications across diverse target audiences and business

needs.This expanded visual system provides the flexibility to craft the most appropriate visual approach for each story, ensuring that the tone and presentation
align with the message we want to communicate.

WHAT STORY

ARE WE TRYING TO TELL?

WHAT TONE WHAT AUDIENCE

DO WE WANT TO COMMUNICATE? ARE WE SPEAKING TO?

HORIZONTAL AXIS represents What Story?

VERTICAL AXIS represents What Tone? Knowing your target audience is key and

Live fully story or product/tech story? Pioneering tone or caring tone? should always be factored into the equation.

Helps determine where we fall on the visual landscape to guide look and feel



MERIL SIGNATURE SIZING

MASTER-BRANDED PRODUCT PRODUCT WITH UNIQUE IDENTITY

Horizontal Brand line Horizontal Brand line
Facebook Post 110px 132px 100px 120px
Twitter Post 200px 220px 180px 200px
Instagram Post 200px 220px 180px 200px
Facebook Cover Images 132px 154px 120px 140px
YouTube Cover Images 176px 210px 160px 190px
PRIMARY CONFIGURATION (DIGITAL FORMATS) SIGNATURE COLOR
The Meril horizontal signature is used across digital platforms, There are three color variations of the Meril signature:
including social media. Refer to the following pages for detailed * Two-color signature (preferred)
guidance onits use, placement, and sizing. * Two-color reverse signature

* One-color reverse signature
The version chosen should provide the best contrast against its background
to ensure legibility, particularly in reverse applications.



08 OFFICE SIGNAGE AND DECOR GUIDELINES




MERIL'S VISUAL IDENTITY

Our visual identity system was created to showcase that we are unique and to clearly differentiate Meril from our competitors. Itis firmly grounded in our beliefs and
guided by our brand strategy

.This system enables us to use our brand elements in creative and expressive ways, helping build awareness of Meril across a broad global audience. When
applied consistently, these tools ensure our communications stand out while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.
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09 POWERPOINT GUIDELINES




MERIL'S VISUAL IDENTITY

Our visual identity system was created to demonstrate that we are unique and to clearly differentiate Meril from our competitors. It is firmly grounded in our beliefs
and guided by our brand strategy.

This system allows us to use our brand elements in creative and expressive ways, helping build awareness of Meril across a broad global audience. When applied
consistently, these tools ensure our communications stand out while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



OVERVIEW

Our Microsoft® PowerPoint® template is an essential tool that allows us to present and share information digitally.
We have developed a template system that reflects the Meril visual identity while ensuring information is presented clearly and in an easily understandable format.

Our templates include formats for text, title, cover, and divider slides, and support white, solid color, and gradient backgrounds for a variety of stakeholder
presentations.

White and solid color slides are best suited for functional or informational content. Gradient slides should be used for more expressive content, highlighting our life-

changing technology.Please ensure you use the latest 16:9 templates available on the Brand Resource Center for all Meril presentations, both internal and
external.
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Our brand voice, signature, typography, color palette, and imagery all play an integral role in creating branded presentations for Meril.
VERTICAL BRAND SIGNATURE
The Meril vertical signature is the only configuration used for PowerPoint® presentations. It can be applied in either two-color or one-color reverse.

On cover slides, the signature should appear in the upper-left or lower-right corner.
On closing slides, it should be centered.

This ensures a consistent and professional representation of the Meril brand across all presentations.

MERIL SIGNATURE CLEAR SPACE

The Meril signature has a defined clear space to ensure maximum visibility and impact.
This area should be kept free from graphics, text, or other marks.

For the vertical signature, the clear space is equal to V2 X, where X represents one-fourth the height of the entire vertical signature.



Maintaining the aesthetic quality of a slide is essential. When using multiple visuals, consider whether each image contributes meaningfully to the story you
are telling.

Allowed:
Collages for User Generated Content (UGC).Multiple images aligned symmetrically to support a specific message, when necessary.

Not allowed:

Messy, asymmetrical, or overlapping images that reduce clarity or visual impact.Use visuals thoughtfully to enhance storytelling while keeping slides clean,
clear, and professional for the Meril brand

DO NOT use clip art to depict content in a slide, DO NOT crop inset images into odd-size shapes and DO NOT place images in an asymmetric collage,

use authentic imagery or icons use only circles, squares or rectangles to hold images instead, align them horizontally and/or vertically

DO arrange the images in a linear view DO use maximum of 9 images per slide arranged DO try and use images with a similar tone
horizontally or vertically in a symmetric manner and color
DO provide captions where necessary DO try and use evenly sized images and space DO highlight images by minimizing the clutter

them evenly and content



10 PRINT COLLATERAL GUIDELINES




MERIL'S VISUAL IDENTITY

Our visual identity system was created to demonstrate that we are unique and to clearly differentiate Meril from our competitors. It is firmly grounded in our beliefs
and guided by our brand strategy.

This system allows us to use our brand elements in creative and expressive ways, helping build awareness of Meril across a broad global audience. When applied
consistently, these tools ensure our communications stand out while remaining aligned with our brand principles.

By reinforcing our brand voice and expressing our personality, our visual identity system brings the Meril brand to life.



USING THE VISUAL LANDSCAPE TO GUIDE PRINT COLLATERAL DEVELOPMENT

All print collateral should incorporate the Meril brand voice and visual identity elements. At the same time, design
collateral that reflects the story you want to tell and the tone you want to convey.

Use the visual landscape tool to identify your position on the 9-grid, which will guide the appropriate look and feel
for your materials.
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MERIL SIGNATURE
Meril has a single corporate identity, known as the signature, which should appear on every piece of brand communication.
Bold and resolute, our signature embodies what we stand for. It serves as a definitive visual representation of who we are as a company.

The Meril signature reflects stability and longevity, reinforcing our lasting accomplishments and, most importantly, our unwavering commitment to advancing healthcare and serving
communities.

Our signature consists of two components: the symbol and the wordmark.

MERIL SIGNATURE USAGE

The Meril signature is applied across all communications and helps build strong brand recognition. Through consistent, appropriate, and uniform use, the signature serves as a critical
tool for maintaining a strong and differentiated Meril brand.

OPTIMIZED FOR A VARIETY OF MEDIA

The signature elements can be applied in multiple configurations and are optimized to work across different media. This approach provides flexibility and impact in our communications
while avoiding unnecessary redundancy or duplication of brand elements.



DISTANCE FROM GROUND

High zone/longer viewing distances:
Proportionately larger Abbott signature

Bottom zone/shorter viewing distances:
Proportionately smaller Abbott signature

12°/3.66 m

8’/2.44 m

4°/1.22m

1.22mto2.44m 2.44mto3.66m

Omtol1.22m

OPTIONAL
DESCRIPTOR

Meri

Meril

OPTIONAL
DESCRIPTOR

Meril




SIGNATURE SIGHT LINES

Top-most visuals are the main identifier,
typically the Abbott signature

As the visitor approaches, lower visuals come
into view
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