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Guidelines



Introduction

Purpose of this document

Our ambition for the GE HealthCare brand identity is to signal our unity in
realizing our common purpose across our entire portfolio and drive business

growth by strengthening the GE HealthCare parent brand.

Products across the entire GE HealthCare portfolio should utilize a brand
identity and design system that is directly derived from the parent brand
while allowing for some flexibility to enable product-specific expression.
Consistency and coherence in this approach are essential for reinforcing
our brand message and to be seen as one GE HealthCare.

This document will provide guidance on how to bring product brands to
life in a consistent and engaging way.
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Parent brand vs. product brand

When to use parent brand identity

The GE HealthCare parent brand should be
used in any communications that do not
refer to a specific product or service. This
includes communications on GE HealthCare
as a whole, a business unit (e.g., Imaging),
or a care pathway (e.g., oncology).

Please refer to the GE HealthCare Brand Guidelines for more
information on the parent brand identity.
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When to use product brand identity

All of our products and services are component
parts of our whole business. The product brand
identity should be used in any communication
around a specific product or service within

GE HealthCare.

Please note: when referring to a feature of a product that may relate

to a single Offering or a Family, as well as span across the portfolio,

such as Al, this should be represented through messaging (headline,
product description or body copy) and not through naming. If messaging
about Al in relation to a particular product, the product brand design
system should be used. When messaging about Al and different product
portfolios are featured, it should be treated in the parent brand look

and feel.

© 2025 GE HealthCare
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Parent brand vs. product brand visual comparison

Parent brand: For overarching brand vision and messages Product brand: For GE HealthCare product and services
For parent brand, Compassion Purple should be the most dominant color in layouts to reinforce the brand. The product brand design system consist of the Compassion Purple bar that anchors our logo with accent color
Please refer to the GE HealthCare Brand Guidelines for more information on the parent brand identity. and white space to emphasize focus and clarity of information.

GE HealthCare & ok Heattncore

GE HealthCare

Address the need
of your most
challenging patients

& ocrestrcoe

) GE HealthCare

Imagine what

we can do Lorem ipsum

BSI2.0 - Blood Speckle Henda dist, unt aut fuga. Cumeture 7 H
dolor sit amet Lorem ipsum
aut fugit, solupta venihillt, simusa pe. | dolor sit amet
| 4
E Lorem ipsum dolor sit amet, ¥ consectet elit,
| consectetuer adipiscing elit,
(TR E sed diam nonummy nibh sedmod ut dolor.

eismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat, Ut wisi enim ad.

Peek into Pellen es amet

e R Family™
\: E} T Offering
e »

Today’s challenges . the future of elitin dictum nibh g?cfr:;lr)\( g
N Learn more >
est a mattis Product description & :

Nullam rhoncus luctus tincidunt etiam vitae

augue neque donec ut justo massa aliquam — " I I I % I
luctus justo nec habitant morbi .
Lorem ipsum dolor sit amet, \ L = !
consec tetuer adipiscing elit, —=
CHD 10% sed diam nonummy nibh euis - » \
‘mod tincidunt ut laoreet dolore T
P e magna liquam eratvoltpat. Family
e o Utwisi enim ad minim. Oﬁermg

Loremipsum dolor sit amet

@ GE HealthCare + Follow
S oiw

€3 ceHeattncare

D e
Getting from P Family™ Offering Lorem ipsum s
he re to care Product description d Olor Slt a met,
Lorem ipsum -
dolor sitamet N # consectetuer
01 b &l P-f‘ =
5 J y Product description %
_ Change healthcare s . e =R
for good. . g 5

Ehenda voluptiis sequam

progress

Product Brand Guidelines | April 2025 © 2025 GE HealthCare


https://thebeat.gehealthcare.com/content/news/article/65c50c9b8835d21be79b0be9

Brand assets

Product branding assets will draw
from the same elements outlined

in our parent brand guidelines, but
will employ a systematic approach to
clearly differentiate between the two.
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Color
overview

PRIMARY

Informed by our brand strategy, the GE HealthCare

color palette embodies our identity, grounded in Com passion Pu rple White Gray

compassion, innovation, and humanity. CMYK Pantone
. . Pantone 0/0/0/0 Cool Gray1C
Use color strategically, not decoratively. Our palette 267C /o/0/ Rl
should support content and establish information CMYK 5?53255/255 g%}((l)(/lo
hierarchy to communicate succinctly and effectively. 81/99/0/0
HEX RGB
We should not assign specific colors to a particular RGB #FFFFFF 228/228/228
product, product family, group, or team. el e HEX
HEX #EAE4E4

Primary palette #6022A6
Compassion Purple is our primary color. It should

be the dominant color used in our branded
communications combined with white space and gray,
if needed. Black should be used for typography only.

Within a composition, gray helps highlight secondary
information and balances the contrast of an overly
white layout. Three additional grays are used solely
for infographics and are specified in the Infographic
Guidelines.

Accent palette

Our accent color palette highlights the diversity,
empathy, and optimism of our brand. As a secondary
design element, our accent palette should be used to
categorize and separate information, build hierarchy
or signify an interactive element. The accent palette
consists of Turquoise, Yellow, Green, and Coral.

Tints of our accent colors act as an addendum to the
accent palette. They are used primarily to highlight
or differentiate information in infographics, charts,
and tables. Accent colors should never be used for

decorative purposes only. ACCENT
For further information, please refer to our Yellow
Accent Colors Guidelines. Pantone CMYK RGB HEX
129C 0/14/90/0 248/215/84  #F8D754
20% 40% 60% 80% 20% 40% 60% 80%
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Product brand
design system

Our product brand assets and

design system are derived from the

GE HealthCare parent brand. The design
system is comprised of key elements that
drive visual consistency and clarity of
information in product brand assets.
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Product brand design
system overview

Advertisement/one-pager One-pager Brochure cover Inside
The product brand design system
is built on a systematic approach GE HealthCare
that allows for flexibility to
be utilized across multiple
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Offering

Family™ Offering Loremipsum

businesses and applications. Family™ — Product description dolor sit amet,
Offering & z consectetuer
Lorem ipsum e R

Product description
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Aenean tempor mauris ut
mi pellentesque efficitur

Lorem ipsum dolor sit amet,
consectetuer adipiscing elt,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

Family™
Offering

Product description

Digital banners LinkedIn banners

\ @ GE HealthCars + Follow == @ GE HealthCars + Follow =

consgc tetuer adipiscif\g elit,' /‘ Unpradictabie disexss rends. Changing patient needs. Flxibilty i the answer Unpradictabie disexss rends. Changing patient neads. Flexibiity is the answer
sed diam nonummy nibh euis “ £

>40 $1.6M >50) Lorem ipsum
Inhac habitasse Vestibulum tempor Praesent lobortis quis d (o] lo rs |t am et’

™

Family
Offering

Lorem ipsum dit
amet, le condis
ditrem sectetuer

mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
platea dictumst. auguea dui cursus ante nonlaoreet. (I;°:em !fsun;t
accumsan vel non ex. H olor sit am
consectet elit Comecor et

Ut wisi enim ad minim.
sedmod dolor
Lorem ipsum dolorsit amet,
Fami ym oot sdeng s

Family™ Offering '

Lorem ipsum dolor it amet, con
ditrem sectetuer adipiscing

~a

' Offering etng
Presentation
> -
™ & Like ) comanant Y Repost - send & Like & comemant ) Aepast f send

Family
Offering

Nonsequi consequam liquis dendi
blant proris magnis ut ad cos am conse
veeatem et etu fugia dollabo rempor.

Lorem ipsum
dolor sit amet

Social media posts

HealthCare

€3 ceHeatincare

Morbi acerenti
suscipit dit ve
xestibulum uto
Family” orna sapien.

Offering

Family™

Offering i
e

Family™
Offering

Family™

. . . Offering
Family™ Offering Suspendisse Lorem psum dolor

Lorem ipsum dolor

Product description amet consectetue amet consectetue
P’ e B oo R mam Use code ANNICI10.* ] Use code ANNICIZ0.*
volutpat N

«Cras finibus eros non odio molestie,
avestibulum purus euismod praesent

—ﬁu
volutpat est eu ultricies interdum.

+Magcenas ulticies metus st amet
semper eugiain orci ultricies, :
coramodo mulla n empus GE HealthCare GE HealthCare
+Nam pellentesque ante in pulvinar I I I
[ —

fermentum etiam ac tellus at arcu
moleste pellentesque

«Nulla convalis turpis tincidunt,
gravida ipsum ut fringilla magna
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Product brand design
system elements

To distinguish from the parent
brand, we’ve outlined the key
elements that contribute to the
visual consistency of product brand:

« Layout and grid
» Logo and placement

« Family and Offering lock-ups
and product description

« Primary and accent colors
« Imagery

« Graphic shape

« White space

The following pages break down
the foundational elements for
product brand.

Please note that we have added
the new weight of Source Sans Pro
Light into the product brand design
system. This is to create visual
delineation between Family and
Offering for this use case only.

Product Brand Guidelines | April 2025

Lorem ipsum
dolor sit ame

Lorem ipsum dolor sit amet, A_
consec tetuer adipiscing elit, ;
sed diam nonummy nibh euis
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

Family™
Offering

Graphic device
Used as a holding shape; to
highlight copy; or frame an image

Accent color
Accent colors must
be used only for
functional elements

Logo and placement
Logos placed in a Compassion
Purple bar

Layout and grid

We’ve established a

grid system to help set
consistent compositions

Imagery
Focused on product or
productin use

Family and Offering and
product description

Family and Offering lock-ups
should be visually separated
from the headline and body
copy to give prominence to the
product or service name

White space

The layouts should always
feature more white space than
brand-led designs within a
composition

Other layout examples

Family ™ Offering

Product description

Lorem ipsum dolor
sit amet, con ditrem
sectetuer adipiscing

Lorem ipsum |
. L — 4
it amet dolors
consectetur.
) (-]
Aenean tempor mauris ut
mi pellentesque efficitur [m i 5 E
\Ljolutpal. Ut wisi enim ad. - .r/-\ ‘:-T-

Family™ :
Offering _‘i‘_
Nam pretium lorem non lacinia elementurm.

>40 $1.6M >5%

In hac habitasse Vestibulum tempor Praesent obortis quis
platea dictumst. augue a dui cursus. ante non laoreet.
accumsan vel non ex.
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Layout and grid

Using a grid, we outline the
foundational elements and
placement of the graphic bar
and logo, white space/imagery,
and accent color.

Format:

Start with your base layout
as a vertical or horizontal
orientation.

Margins:

Create margins that are based
on 0.65x of the x-height of the
GE HealthCare Monogram.

When creating the area of the
Compassion Purple bar—the
container for our logo—the
distance at the top and bottom
of the logo should be 0.5x of the
x-height of the Monogram.

Accent color:

Accent colors can fit within

the 0.65x margin or 0.5x of the
x-height of the Monogram when
not anchored to the margin.

White space/imagery:
Layouts should always
feature white space within

a composition for clarity of
information. Additionally, we
can replace the white space
with full-bleed imagery when
we want to create a stronger
visual impact.

Product Brand Guidelines | April 2025

Vertical layout

0.65x

€B ot HealtnCare

Margins

Accent color

X

X represents the height of the Monogram

Graphic bar

White space/
imagery

0.5x
0.65x

0.65x

Accent color

0.65x

Horizontal layout

0.5x
@ GE HealthCare
0.5x

0.65x

0.5x
0.5x

0.65x
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Logo placement

A key identifier and anchor for
the product brand is the use of
the GE HealthCare logo within
a Compassion Purple bar. This
bar can be positioned at the top
or bottom of the composition.
The logo can be left- or right-
aligned based on the needs of
the application. In multi-format
applications, the Compassion
Purple bar is required only on
the first (cover) page.

In accordance to our Brand
Guideline, neither our logo
or GE HealthCare in text can
be combined or locked up
with a product name or PDx
product logo.

GE HealthCare

Product Brand Guidelines | April 2025 © 2025 GE HealthCare 13



Logo
don’ts

To maintain brand consistency, here are
few use cases to avoid.

Product Brand Guidelines | April 2025

€D GE HealthCare

Family
Offering”

- | EEEE

Don’t put the logo in a graphic device holding shape. The
Compassion Purple bar with logo should be anchored at the top
or bottom to reinforce the equity in the GE HealthCare brand.

€D cE HealthCare

Lorem ipsum
dolor sit amet

Family™ . |
Offering -

Don’t center the logo. It should be left- or right-justified
within the layout.

@ GE HealthCare

Family™
Offering

Lorem ipsum dolor sit amet,
consectet adipiscing elit, sed
mod tincidunt ut dolor.

Don’t change the ratio of the Compassion Purple bar and the
accent color bar. The logo size relationship should not be
changed or be too small.

GE HealthCare

Family™
Offering

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat
volutpat.

Don’t put an accent color as a decorative element with the
Compassion Purple bar. Accent colors should only be used for
functional reasons.

GE HealthCare

Family™
Offering

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat
volutpat.

Don’t use GE HealthCare logo without the Compassion Purple
bar. The execution without the bar is reserved for parent brand.

D)
= .

GE HealthCare \

Headline
goes here

Family™
Offering

Don’t use the stacked logo. Instead use our primary horizontal
logo. The stacked logo is for when an application has limited
space.

© 2025 GE HealthCare
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Naming application

Family names are reserved for signature, flagship suites of

related products or solutions sharing a distinctive, customer-
relevant commonality based on a distinct technology or customer
application. The Family name should be locked up along with the
product Offering, with visual emphasis placed on the Family name
to establish the brand. For example, Voluson and SIGNA are Family
names.

Offering names are individually marketed products or solutions
addressing a specific customer need. They may be part of a Family,
but not necessarily. For example, SWIFT and Patient Manager are
Offering names. Offering names can be either generic or suggestive,
as per naming recommendation. Generic descriptive Offering
names may not require the product description underneath.

If used, Tier names should be attached to the Offering names.

Product descriptions could be placed with Family and Offering but
should have less prominence within the layout, and should instead
appear as a smaller third tier in the lockup or in subhead copy.

The product description provides valuable clarity as the customer
navigates our vast product portfolio. We would therefore
recommend using a succinct description to support the Family
and Offering name to establish the elemental function of the
product or service. There are instances however, when using a
description is not necessary, such as when the function of the
product is abundantly clear through imagery or headline.

Branded Ingredients & Features can be marketed independently,
in which case they should be treated as Product brands. If used in
conjunction with the Family and Offering, Ingredients & Features
should be mentioned in the product description line.

For product naming details please reference the Naming Strategy
Playbook, due to be released Q2 2025.

Product Brand Guidelines | April2025

Family™

Definium™

Offering

Pace

Product description

Lorem ipsum dolor sit amet,
consec tetuer adipiscing elit,
sed diam nonummy nibh euis
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

Digital X-ray system

Lorem ipsum dolor sit amet,
consec tetuer adipiscing elit,
sed diam nonummy nibh euis
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

Illustrative example of Family and Offering name

© 2025 GE HealthCare
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Type treatment

This page offers guidance on how to
set our Family and Offering lock-up
with size relationship of product

descriptions, headlines, and body copy.

Use of Source Sans Pro Light is specific
to the typographic treatment for
product Offerings.

Product Brand Guidelines | April 2025

As a general rule of
thumb, in order to
drive inherent equity
in the GE HealthCare
brand, the height of
the Family Offering
text should not
exceed the height of
the Monogram in the
same application.

Type setting

Please follow this guidance for Family and Offering (product name or services) that are unique to product brand.
You can choose between the stacked version or the single-line version based on the available space in the layout.

Family and Offering are set in the same font size.

Stacked version

One-line version

Family

e Family”
——— Offering

Offering
Setin Source Sans
Pro Light

Size relationship

Family™ Offering

While there’s a wide range of applications with varying levels of information, this can help you establish coherence using

a consistent size relationship of information.

Bold Family and Offering with product description

Family™ Offering

Product description

Lorem ipsum dolor sit amet

Product description
Set at 65% smaller
than Family and
Offering.

It’s not always locked
up with Family and
Offering but can be in
close proximity to it.

Messaging-led

Nostrud exercim
setation ullam
corper suscipes

Family™ Offering

Family and Offering, product description with body copy

Family and
Offering

Set at 65% smaller
than headline

Offering

Product description : Product
description

Loy e Set at 65% smaller

ced diam nonumimy nibh euis - @  than Family and

mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

Offering

Body copy

Set at 65% smaller
than product
description

© 2025 GE HealthCare 16



Type treatment
don’ts

Avoid using these type treatments on our
design applications.

Product Brand Guidelines | April 2025

D)

Headline
goes here

Family™
Offering

Don’t put Family and Offering in the same

font weight. Family and Offering should be
in Source Sans Pro SemiBold and Offering
should be in Source Sans Pro Light.

@B ot Heatthcare

Y
Lorewps____ Mgy
itame

dolo

D

Family™

Offering

Product description

Don’t change the Family and Offering type
hierarchy. It should be set at the same
font size.

&) e Heattncare

Family™

Headline

Offering

goes here

D)

Family”
Offering

BN
A
&

]
o W l
\-;F\\\ N
S Qe : /
i 25 4
4

A

Don’t highlight Family or Offering in
Compassion Purple. Both Family and
Offering should always be in black.

Don’t put typography on top of a busy photo. Instead use the
graphic device as a holding shape on a white background.

Don’t separate Family and Offering. They should be locked
up together.

© 2025 GE HealthCare
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Accent color
don’ts

To maintain brand consistency, here are
few use cases to avoid.

Product Brand Guidelines | April 2025

GE HealthCare

Lorem ipsum dit
amet, le condis
ditrem sectetuer

Lorem ipsum dolor sit amet, con
ditrem sectetuer adipiscing

Family
Offering”

-

Don’t use accent colors or Compassion Purple behind a product
image. A neutral background can be the best way to showcase
our products.

I
q /4

-
L]

Today’s challenges 03

€D e HeattnCare

M

Family'

Offering

Lorem ipsum dolor sit
amet, consectetuer dos
adipiscing elit, diam non
ummy nibh euismod

Don’t use Compassion Purple as a dominant color. When
communicating about a particular product, this system leverages
a larger amount of white space to add consistency across all our
product marketing as well as giving space to the greater amount

of technical information often associated with product marketing.

Peek into
the future of
healthcare

Proin id massa quis odio suscipit est
scelerisque non hendrerit diam. Vivamus
nibh justo tempus in tempor nec
tincidunt nec lacus.

Don’t use too many accent colors in a multi-format application. Instead you can use
harmonizing colors like its tints or grays as a way to create hierarchy of information.

&3 ot Heatthcare

Learnmore >

Don’t use multiple colors in a single-format application. Keep only
one highlighted section. Refer to our accent color ratios section on
page 21 for more details.

© 2025 GE HealthCare 18



Family and Offering and product description

Hierarchy

For product brand, Family and
Offering lock-ups should be visually
separated from the headline and
body copy to give prominence to
the product or service name.

The examples on the right illustrate
various size relationships, treatments,
and hierarchies between Family, Offering,
description, and headline/body copy.

Family should be locked up along with
product Offering with visual emphasis
on the family name. It can be stacked
(two lines) or on one line but should be
visually separated from the headline and
body copy. Product descriptions could
be placed with Family and Offering but
should appear smaller within the layout.

Product Brand Guidelines | April 2025

Family™
Offering

Product description ‘

Lorem ipsum dolor sit amet,

consec tetuer adipiscing elit,

sed diam nonummy nibh euis ‘ - /'
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

GE HealthCare

Family™ Offering

Product description

N
| N

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

Family™
Offering

Lorem ipsum dolor sit amet

Family™
Offering

- Product description

Lorem ipsum dolor sit amet, con
sectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat
n volutpat. Ut wisi enim ad minim.

h
-

Lorem ipsum dolor

Family™ Offering

Product description

Lorem ipsum dolor sit amet.

© 2025 GE HealthCare
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Family and Offering

Product and messaging-led

As a way to offer flexibility around
different communication needs,
references on this page illustrate
various treatments of the Family
and Offering lock-ups to showcase
product or messaging-led
applications.

Product Brand Guidelines | April 2025

Product-led typography hierarchy

The Family and Offering lock-up should be prominently displayed as the highest
element in the type hierarchy and visually separated from the body copy.

Famlly Oﬁering Lorem ipsum

Product description dolor sit amet,
consectet elit,

sedmod ut dolor

Family™
Offering

Lorem ipsum dolor
sit amet, con ditrem
sectetuer adipiscing

#
@ GE HealthCare

Family™
Offering

Product description

Messaging-led typography hierarchy

The headline should be larger than the Family and Offering. Depending on
the space and amount of content, the Family and Offering can be smaller,
but they should never be smaller than the body copy.

Lorem ipsum
dolor sit amet

Family™
Offering

Do

Nostrud exercim
setation ullam
corper suscipes

FTTTYIRT

Family™ Offering

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet, ‘
consectetuer adipiscing elit,
«  sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat \\
volutpat. Ut wisi enim ad. ‘

Family™
Offering

© 2025 GE HealthCare
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Color use accent color
ratios for product brand

Overview

In the product brand design system, primary and accent color usage
differs from the parent brand. Compassion Purple should be used
to contain our logo in the bar as an anchor to the design. Accent
colors should follow the functional uses outlined in our Accent
Color Guidelines The product brand design system strategically
utilizes fields of white space in compositions to enhance focus and
clarity of information. These examples demonstrate approximate
color palette ratios in our product brand design system. Due to our
varying application sizes, the ratio of accent colors usage may vary.

Product brand color ratio with bar and graphic device

Accent colors should be used as a secondary element for
functionality only. They can either appear in a bar or contain small
text within a graphic device.

Product brand color ratio with highlighted text

When there is no image and/or the message needs to play a bigger
role within the layout, text can be highlighted using an accent-
colored graphic device. This should only be used in a multi-format
execution like a presentation, brochure, or in social media.

Primary ratio without accent color

The use of accent colors is recommended but not required. In
certain cases, when there’s no functional content or there’s a need
to simplify the layout, the accent color can be omitted and the
graphic device bar may be replaced with light grays.

Product Brand Guidelines | April 2025

Product brand color ratio with accent colorin
bar and graphic device

20% Compassion Purple
75% White/imagery/gray
5% Accent colors

& ccteattncore B cEHeattncare

Family™ Offering

Product description

Lorem ipsum
dolor sit amet,
consectet elit,

sedmod dolor
Lorem psum dolor sit amet,
consectat adips

cing elt sed.

h A
\ 7=
4

Family™Offering

Learnmore >

Family™ Offering

Product description

Lorempsum dolor sitarmet

E HealthCare

Family™ Offering

Product description

@ ot Heatincare

Product brand color ratio with
highlighted text or headlines

20% Compassion Purple
40% White
40% Accent colors

GE Healthcare

Family™ Offering Lorem ipsum
Product description dolor sit amet,
consectetur

adipiscing elit.

Lorem ipsum dolor
sit amet consectetuer

#f% GE HealthCare + Follow
% 2,288,969 followers
— 1vr &

yr -

Unpredictable disease trends. Changing patient needs. Flexibility is the answer.

—_—
Family”
Offering
CeO 2007 7 56 comments - 132 reposts
(5 Like &) Comment f?J Repost 1 Send

© 2025 GE HealthCare

Product brand ratio without accent color

20% Compassion Purple
80% White/gray

GE HealthCare

Lorem ipsum
dolor sit amet,
consectet elit,

sedmod dolor ‘

Lorem ipsum dolor sit amet,
consectet adipiscing elit sed.

Family™ Offering

@ GE HealthCare

Family™
Offering

Lorem ipsum

it amet dolors 2
consectetur. o

Nam pretium lorem non lacinia elementum.

>40 $1.6M

I hac habitasse: Vestibulum tempor
platea dictumst auguea duicursus
accumsanvelnonex

>5%

Praesentlobortis quis
ante non laoreet.
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Product brand accent color ratios
Single and multi-format applications

Single-format applications

Accent colors on single-format mediums follow our color ratio of 20% Compassion Purple,

75% white/imagery, and 5% accent color within the individual asset.

Advertisement

GE HealthCare

Family™ Offering

Product description

Family™
Offering

Product description

Lorem ipsum dolor sit amet,
consec tetuer adipiscing elit,
sed diam nonummy nibh euis - /'
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.

Ut wisi enim ad minim.

Lorem ipsum dolor
sit amet, con ditrem
sectetuer adipiscing

|

Banner ads

E HealthCare

@ ot Heattncere

GE HealthCare

Lorem ipsum Lorem fpsum Lorem ipsum
dolor sit amet, dolor sk amet, dolostamet,
consectet elit sedmod ut dolor sedmod utdolor i
Family” Family™ .
Family'" Offering Offering i
i [iwmmoe >
Offering -
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Family™ —-—

Offering

Lorem ipsum L

DUt - Y-
— =

>40 $1.6M >5%

‘accumsan vel non ex

Multi-format applications

Once our product brand rules are established, accent colors in multi-format media should follow a macro approach to color
ratios across the entire asset. It’s important not to overwhelm the space with too many accent colors. Limit the use to 1-2 accent
colors per page, and use gray to neutralize and divide the space. For the inside spread, the use of accent colors should follow the

same guidance set in our Accent Color Guidelines.

Brochure cover and inside

& ot Heattncore

Family™ Offering

Product description

Product description

Family™
Offering

Family™
Offering

Lorem ipsum
dolor sit amet

Family™
Offering

Social media carousels

B ceHeattncare

Lorem ipsum
dolor sit amet
consectet

Lorem ipsum
dolor sits amet,
consectetuer

Lorem ipsum dolor
sit amet consectetuer

T i

Family™ Offering

Product description

[r—

35.000

EE

@B ceHeattnCare

Morbi acerenti
suscipit dit ve
xestibulum uto
orna sapien

Family™
Offering
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Accent color usage

As in our parent brand, accent colors

must be used as functional elements.

They can be used as a CTA, for links,
and to highlight text.

Our graphic device can be used with
an accent color to highlight

short descriptions or body copy
and can extend to highlight a
product descriptor or call out.

In social posts, an accent
color can be used to
highlight headlines or
as part of a section of
information.

Product Brand Guidelines | April 2025

Family™ Offering

Product description

Family™ Offering

Lorem ipsum
dolor sit amet,

consectet elit,
sedmod ut dolor
Family™ ] ‘ —

Offering

Product description Famil.yTM Oﬁeﬂng

F

Learn more >

|

& ot Heattncare

B ceteattncare

Loremipsum Lorem ipSUm

dolor sit amet .

consectet dolor sit amet,
consectetur
adipiscing elit

Product description

B ceteattncare

Morbi acerenti
suscipit dit ve
xestibulum uto
orna sapien

Family™
Offering

Learnmore >
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Accent color usage

Asingle accent color should not be
assigned to a specific business

unit and should be alternated
periodically to provide balance and
harmony in color usage.

Using product brand applications

without accent colors is also acceptable.

The examples on the right demonstrate
how layouts can preserve the look

and feel of the design system without
use of accent colors.
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GE HealthCare + Follow  »
2,288,969 followers GE HealthCare

yr -

Unpredictable disease trends. Changing patient needs. Flexibility is the answer.

Lorem ipsum
dolor sit amet,
consectet elit

Lorem ipsum
dolor sit amet,
consectet elit,
sedmod ut dolor

Family™ =
Offering .

Family™
e Family” Oﬁe r| I’]g

)i ! 9 : (€ NG| Offering
. Qe 2007 . 55 comments - 132 reposts _
(5 Like & Comment Q Repost 1 Send
————
GE HealthCare GE HealthCare @ cerein

Family™ -

Lorem ipsum Offering
dolor sit amet, Lorem 5

H orem ipsum
consectet elit, s )
sedmod dolor consectetur. ﬂ__ At E__
Lorem ipsum dolor sit amet, g . . Y
consectet adipiscing elit sed. [— - —

my nibh %
tutlaoreet

t
nim ad.

Nam pretium lorem non lacinia elementum.

>40 $1.6M >5%

In hac habitasse Vestibulum tempor Praesent lobortis quis
platea dictumst. a s ante non laoreet.
a

Family™ Offering
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Imagery overview

While our primary focus is on
product visuals, we also want
to highlight the human element
of our brand by showcasing the
product in use.

We utilize full-bleed photography
and clean product imagery against
a white or gray background.

The following pages expand on
imagery categories.

Product Brand Guidelines | April 2025

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

Family™
Offering

Product description

Lorem ipsum dolor sit amet,

consec tetuer adipiscing elit,

sed diam nonummy nibh euis ~ ’ /'

mod tincidunt ut laoreet dolore . I ,™
magna aliquam erat volutpat. Fa mi ly
Ut wisi enim ad minim. Oﬁeﬂng

Lorem ipsum dolor sit amet

|

Graphic device can be used to contain the information
when used on top of photography.

Family™ Offering

Product description

Lorem ipsum dolor sit amet

© 2025 GE HealthCare
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People using product
imagery

We utilize people-focused imagery
with patients or providers/technicians
interacting with the products to create
avisual thread with our parent brand
visual approach.

Product Brand Guidelines | April 2025

Lorem ipsum
dolor sit amet

Family™
Offering

B e Heatincare

Family™
Offering

Product description
Lorem ipsum dolor sit amet,

consectetuer adipiscing elit,
diam nonummy nibh euismod
tincidunt ut laoreet dolore
magna aliquam erat volutpat.

S ) €D GE HealthCare
Family™ Offering

Product description

Family™
Offering

Ut wisi enim ad minim veniam,
quis nostrud exerci tation ali
quamerat volutpat. Loreet dol.

Lorem ipsum dolor sitamet

Family™ Offering

Product description

N
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Product imagery

Products should be featured

front and centerin a clean

and uncluttered way, either
masked on a white background

or against a light gray background
to give it depth in a layout. Products
show in full view should include

a natural, top-down drop shadow
beneath them.
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Lorem ipsum
dolor sit amet,
consectet elit,
sedmod ut dolor

Family™
Offering

Family™
Offering

Product description

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit,

sed diam nonummy nibh

euismod tincidunt ut laoreet gl
dolore magna aliquam erat

volutpat.

GE HealthCare

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

@
e bt "_'_-I_
___| ! plrll!l" )

Family™
Offering

Lorem ipsum dolor sit amet

Lorem ipsum dolor
sit amet, consectetuer

Family™ Offering

Product description

Createa

hnol
performance to help newborns thrive
optional in-bed scale

famil babies
and family-friendlyinformation about the babes' progress. of the Giraffe Shuttle™.

Family™ —

Offering

Lorem ipsum e

consactetur. - O
— /—-\. — Y’

Aenean tempor mauris ut |
mi pellentesque efficitur v |
Lorem ipsum dolor sit amet, ' |

consectetuer adipiscingelit,
sed diam nonummy nibh b

euismod tincidunt ut laoreet -

dolore magna aliquam erat

volutpat. Ut wisi enim ad. }

Nam pretium lorem non lacinia elementum.

>40 $1.6M >5%

In hac habitasse Vestibulum tempor Praesent lobortis quis
platea dictumst. augue a dui cursus ante non laoreet.
accumsanvel non ex.

Lorem ipsum dolor
sit amet, con ditrem
sectetuer adipiscing
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Clinical imagery

Clinical imagery should feature true
representations of our innovative
technology.

Product Brand Guidelines | April 2025

GE HealthCare

Family™ Offering

Product description

gehealthcare.com

Lorem ipsum
dolor sit amet

Family™
Offering

April 2025

© 2025 GE HealthCare

28



Photography
don’ts

To maintain brand consistency, here are
few use cases to avoid.
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@ GE HealthCare @ GE HealthCare

Family™

Family™ ] s
Offering Offering - 3 |
EE— i ol B %
| — = = = r
I\ 4
— i Lorernipsumdolors;t ’%‘
P ‘4 rorummynin A A
n
Avoid using dark backgrounds behind product images. Instead, Don’t use color overlays on our products. We should feature our
a light gray background can be used to provide contrast against product’s innovation without adding embellishments that don’t
white backgrounds and help highlight the product. support the product’s true design and functionality.

“% Fami[y“‘ Lorem ipsum dolor /Z. [
‘ GE HealthCare ) amet consectetue A T
’ Offering =

9
Use code ANNICI10.* R |y
5 v 8 »

Don’t use full-size product imagery that is difficult to see. Instead, choose images that can be
cropped while still maintaining enough detail of the product for applications with limited space.

© 2025 GE HealthCare
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Graphic device

GE HealthCare

Family™

Similar to the usage in parent brand guidelines, Offering

our graphic device is a dynamic element that Fami_ly'" < : .
has numerous functional uses. It can highlight Oﬁermg - . il _ LO rem: pSU m

content and provide clarity of in‘formation . dolorsit a met,
especially when used on top of imagery. e o st amet

consectetuer adipiscing elit, : f CO n SeCtetU e r

diam nonummy nibh euismod

Please refer to our Parent Brand Guidelines tncidunt ot aoreet dolor
for specific construction and use cases of our magna aiquam erat volutpat

h' d 1 gehealthcare.com f
graphic device. L— o/ Productdescipion
_ ¥ Create a healing environment, i fth Offer clini ility, trending and interaction
o d technology, innovative design and exceptional thermal with their tiniest baby with integrated features, including the
performance to help newborns thrive translating and rotating mattress, elevating base and the
optional in-bed scale
Promote a healthy, nurturing connection between babies and their
il easy a to their babies i transport the additi
and family-friendly information about the babies' progress. of the Giraffe Shuttle™
.
y GE HealthCare + Follow
GE HealthCare ® e

Unpredictable disease trends. Changing patient needs. Flexibility is the answer.

'U

+ Family™

(5] ‘ Vertical formats .
B Offering

bl Lorem ipsum
4 itamet dolors
consectetur.

Family™
Offering

Aenean tempor mauris ut
/ mi pellentesque efficitur
/ Lorem ipsum dolor sit amet, CeO 2007 55 comments - 132 reposts
consectetuer adipiscing elit,

7 e sed diam nonummy nibh
/ e euismod tincidunt ut laoreet
dolore magna aliquam erat
7 volutpat. Ut wisi enim ad.

(5 Like &) Comment r"J Repost 1 Send

S >4(0) $1.6M >5%

Using the graphic device

(A) (B) In hac habitasse Vestibulum tempor Praesent lobortis quis
Scale the base graphic devicetothe  Extend the graphic device Placadicie :;'Cg\:‘i:a‘:‘“‘i:f'g‘fex Sl=noglaciess
shorter dimension of the format, horizontally or vertically to the i

maintaining the proportion of the longer dimension of the format

rounded corners to the size of the without scaling the rounded

graphic device. corners.
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Brochure covers

GE HealthCare

Family™ Offering

Product description

Lorem ipsum
dolor sit amet

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

™

Famil
Offering

Product description

Lorem ipsum dolor sit amet, \
consec tetuer adipiscing elit,

sed diam nonummy nibh euis ~ * /'
mod tincidunt ut laoreet dolore
magna aliquam erat volutpat.
Ut wisi enim ad minim.

Family™
Offering

GE HealthCare

Lorem ipsum dolor sit amet

GE HealthCare
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Family™
Offering

Product description
Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat.

Family™
Offering

Product description

Lorem ipsum dolor sit amet, con
sectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat
volutpat. Ut wisi enim ad minim.
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Brochure

Cover

GE HealthCare

Family™ Offering

Product description

Product Brand Guidelines | April 2025

Inside spread

Family™
Offering

Lorem ipsum
dolor sit amet,
consectetuer

Product description

Create a healing envi ing state-of-the-art Offer clinicians enhanced visibility, trending and interaction
technology, innovative design and exceptional thermal with their tiniest baby with integrated features, including the
performance to help newborns thrive translating and rotating mattress, elevating base and the

optional in-bed scale
Promote a healthy, nurturing connection between babies and their
families, allowing parents comfortable, easy access to their babies Provide continuous warmth during transport with the addition
and family-friendly information about the babies' progress. of the Giraffe Shuttle™.

© 2025 GE HealthCare
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Brochure

Cover Inside spread

GE HealthCare

Lorem ipsum dolor Lorsamussamsuntecum )
sit amet consectetuer cversputamaiondie Q)

Lorem ipsum

Family™ Offering dolor sits amet, |
Product description consectetuer : e & 20

[ L e
Product description ( -ﬁfa
Create a healing environment, combining state-of-the-art
technology, innovative design and exceptional thermal ¥
= F i

performance to help newborns thrive

omnihil inctian delendant
Promote a healthy, nurturing connection between babies QiR
and their families, allowing parents comfortable, easy

access to their babies and family-friendly information
about the babies' progress.

s B 40
Family™
Offering

Lorem ipsum
dolor sit amet

Omnihil inctian delendant
rerat quam nias del et acea
qui ius solupta tature

Nonessinti ommodiassi apitios ut ad quis il idenese ere est Lor samus sam suntecum et verepudam qui andite Nonessinti ommodiassi apitios ut ad quis il idenese ere est Lor samus sam suntecum et verepudam qui andite

Nonessinti ommodiassi apitios ut ad quis il idenese ere est Lor samus sam suntecum et verepudam qui andite Nonessinti ommodiassi apitios ut ad quis il idenese ere est Lor samus sam suntecum et verepudam qui andite
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Brochure

Cover Inside spread

GE HealthCare Address the need Oferng ‘F;f?rl‘l”yg

of your most
challenging patients

BSI 2.0 - Blood Speckle Henda dist, unt aut fuga. Cumeture
rnatatis eumquiae pliquid quiae nonsed et et intibustrunt
aut fugit, solupta venihillit, simusae pe.

Family™ Offering

Product description

Que minimaio. Evelest ruptatia voloribus iliae. Archillo quod quae excerovitios audae de

rersperum qui te consedissit ommolupta que es dia corecus ex ex eturi, Muscillupta is magnis eosam et
vendam nem. Itatur autecatur? Tiate cume ma dolum vidis delit ulla dolorum re, nam, volor sit et qui
ommodic totat voluptatis doluptat ut volest modipita st re volum as sectemo lorest rehenih itatet officim
oluptaq uodiorro es cusae pratur, ut facearum quo dolorem es molorrovid ut a sexpliat.

Today’s challenges

Peek into

Proin id massa quis odio suscipit est

scelerisque non hendrerit diam. Vivamus

1.5-2mln

More complex

- the future of
z healthcare

- nibh justo tempus in tempor nec
Harum lab ium antur Et que ommo inctas eiciunt tincidunt nec lacus.
ad quae As eiciet quam ullorem audant et rerovidebis res Bustium quation resci refumauia ditae vid
cone esequun totatis nihicat. olupta volupta sa culpa con sequodis solores. -
L o s ane
- e et
CH D 100 / lll \ dignissimvelt quam.
0 | - .
iohjusto
Et que ommo inctas eiciunt Harum lab ium antur .
Bustium quation resci reiumquia ditae vid molor assit, ad quae As eiciet quam ullorem audant et rerovidebis st x .
Lorem ipsum dolor qui qui berum eatia pore, aut lab in natures as atem il idia res cone esequun totatis nihicat. i i ~ samu
. . aut volupta volupta sa culpa con sequodis solores. 3
sit amet’ con ditrem saplen bibendum et. Nam sit amet nibh leo.
sectetuer adipiscing
Pediatric | 2
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1| Pediatric

Use a gray background to separate information and prevent
the layout from being overwhelmed by too many accent colors.

© 2025 GE HealthCare



One-pager

Product Brand Guidelines | April 2025

GE HealthCare

Family™
Offering

Lorem ipsum
it amet dolors
consectetur.

Aenean tempor mauris ut
mi pellentesque efficitur

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

Nam pretium lorem non lacinia elementum.

>40

In hac habitasse
platea dictumst.

S1.6M

Vestibulum tempor
augue a dui cursus
accumsan vel non ex.

>5%0

Praesent lobortis quis
ante non laoreet.

GE HealthCare

Family” -
Offering

Lorem ipsum @
it amet dolors ~
consectetur.

Aenean tempor mauris ut
mi pellentesque efficitur

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat. Ut wisi enim ad.

Nam pretium lorem non lacinia elementum.

>40 S1.6M >5%

In hac habitasse Vestibulum tempor Praesent lobortis quis
platea dictumst. augue a dui cursus ante non laoreet.
accumsan vel non ex.

Product brand applications without accent color is also permitted.

© 2025 GE HealthCare
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Website

Resousces  Inaights  Speciallies  About  Shop

Overview  Applcations Vivid Cardiovascular

™ .
Family™ Offering
Imagine a portable ultrasound that addresses some
of your biggest challenges.

£t e

Family™ Offering

Imagine a portable ultrasound that addresses
some of your biggest challenges.

Vivid Cardiovascular

Family™ Offering

Imagine a portable ultrasound that
addresses some of your biggest
challenges.

| Getquate

—

At aglance

At a glance
Image quality Extreme productivity Clinical versatility Modern ergonomics

Features

Additional features of the LOGIQ

Product Brand Guidelines | April 2025 © 2025 GE HealthCare



Presentation layout

In multi-format presentations, it’s important to balance the ratio of Compassion
Purple with accent colors, ensuring that the accents don’t overwhelm the layout.
For the product brand, incorporating white space and shades of gray to highlight

information is an effective way to establish the desired look and feel.

Y GE HealthCare

Lorem ipsum
dolor sit amet

Family™
Offering

Proin malesuada libero sit amet luctus

Integer imperdiet est Volutpat Curabitur aliquet

sem placerat lacinia & suspendisse & Nunc vehicula

= Al seenper tellus sit amet = N 5it aenet neque eu bgla &5 » Inbeger curss lectus quis interdum
ultrices solbcitudin vehicula viverra inga €5 runc ullamcorper

» Suspendiase mattis leo in nunc = Vivamus eu tellus sit amet nunc «Vivamus at erat nec nibh scelerisque
egestas semper eu vel diam Fringills celerisque et messa lacinia molestie erat

Etiam aliquam beo non felis Maearis ut mi omare mauris. anuuubdlmmam
epesas fini interdurm sodales une fringila
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Vestibulum et maximus

nm
lege praesent 280
Vst puns 9%
Vestibulum
Msecenas u deugiat 9%
Maecernas u deugias 5138
Condimentum
Maecenas u deugisn 29

Family™
Offering

Nonsequi consequam liquis dendi
blant proris magnis ut ad eos am conse
veeatem et eturn fugia dollabo rempos,

Suspendisse

« Integer imperdiet sem placerat lacinia Sample bar chart
tristique am in Lacus a turpis laoreet
volutpat
«Cras finibus eros non odio molestie,
avestibulum purus euismod praesent
volutpat est eu ultricies interdum,

= Maecenas ultricies metus sit amet

A

18

semper fewgiati in orci ultricies, 25

commoda nidla in tempus :

+Nam pellentesque ante in pubvinar s

fermentum etiam ac tellus at arcu "
molestie pellentesque

= Kulla convallis turpls tincidunt, F

e e .

Divider slide

Family™ Offering Praesent dictum magna at

feugiat viverra

NG

Product description

Use of either Corporate Brand PowerPoint template or Product
Brand PowerPoint (due Q3 2025) template is permitted.

© 2025 GE HealthCare 38



Social media carousels

Product Brand Guidelines | April 2025

Lorem ipsum
dolor sit amet

consectet

Morbi acerenti
suscipit dit ve
xestibulum uto
orna sapien

Family™
Offering
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Banner ads

Product Brand Guidelines | April 2025

GE HealthCare

Lorem ipsum
dolor sit amet,
consectet elit

Family”
Offering

Lorem ipsum

dolor sit amet,
consectet elit,
sedmod dolor

Lorem ipsum dolor sit amet,
consectet adipiscing elit sed.

Family™ Offering l

Family™
Offering

Lorem ipsum dolor
amet consectetue

Use code ANNICI10.*

Family™
Offering

Lorem ipsum dolor
amet consectetue

Use code ANNICI10.*

GE HealthCare

Family™
Offering

Lorem ipsum dolor sit
amet consectetuer 10%
Use code ANNICI10.*

Family™

Offering

Lorem ipsum dolor
amet consectetue -
Use code ANNICI10.* ‘L
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LinkedIn banners

The Compassion Purple bar is omitted in LinkedIn to avoid redundancy with the
GE HealthCare Monogram. This is only the case because the ad is published
from the GE HealthCare account. If posts come from individual accounts, then
the Compassion Purple bar should be applied.

GE HealthCare + Follow  »-
2,288,969 followers
iyr- @

Unpredictable disease trends. Changing patient needs. Flexibility is the answer,

Family™
Offering

&g 2007 55 comments - 132 reposts
& Like &) Comment [:}J Repost 4’ Send

Use of the accent color graphic device with short description.
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GE HealthCare + Follow  »-
2,288,969 followers
iyr- @

Unpredictable disease trends. Changing patient needs. Flexibility is the answer.

Family™
Offering

Lorem ipsum dolor
sit amet, con ditrem
sectetuer adipiscing

&g 2007 55 comments - 132 reposts
& Like &) Comment [:}J Repost 4’ Send

Full-bleed image and use of graphic device to maximize legibility of the copy.

GE HealthCare + Follow  »-
2,288,969 followers
iyr- @

Unpredictable disease trends. Changing patient needs. Flexibility is the answer,

Lorem ipsum dit
amet, le condis
ditrem sectetuer

Lorem ipsum dolor sit amet, con
ditrem sectetuer adipiscing

Family”
Offering

&g 2007 55 comments - 132 reposts

& Like &) Comment [:}J Repost 4’ Send

Accent color graphic device highlighting headline.
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Trade show
and events

Product brand assets may appear at
trade shows in touchpoints such as
pull-up banners or video kiosks. These
elements are designed to be read while
walking through the booth, so ensure
that the fonts are a legible size.

Please note that the trade show product
brand differs slightly from the regular
product brand due to considerations of
scale and readability. For example, the
Compassion Purple bar must always
remain at the top, and the accent

bar and information should not be
positioned too low to the ground.

Product Brand Guidelines | April 2025

Family™ Offering

Snpduct descrpnion

Lorem ipsum
dolor sit amet,
sectetur adi
piscing elit.

An accent color can be used prominently to highlight information
only if the content within the sequence follows the multiple-format
color ratio as noted in our accent color guidelines.

© 2025 GE HealthCare

& e teatincare

Lorem ipsum it dolors
sit ametenet adipisc.

Farrlil)' Larem ipsum dodar sit

amet, cansectat adipiscing

{]f'fer'ing" elit, sed mod wt tincigunt
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Special use case
exceptions
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PDx product branding considerations

PDx will still follow the product brand design system. However, due to
the nature of the regulatory, legal, and commercial constraints of the
PDx business, products within the portfolio have some specific branding
needs and exceptions to the product brand design system:

Product logos Color usage

PDx products will retain their existing logo While PDx product logos will retain their
marks and distinct colors in order to comply individual colors, these colors will be used in
with regulatory requirements. the logo mark only and not as accent colors

within the communication. Additionally,

PDx communications will not utilize the

GE HealthCare accent color palette in order

to avoid conflicting colors on communications
and retain a unified brand identity.
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PDx product brand
design expression

This reference illustrates the design
expression specific to PDx that

also shares some similarities with
product brand design.

Product Brand Guidelines | April 2025

The only exception where
accent colors can be used in
the PDx system is for charts.

GE HealthCare

Laoreet euis mod

Lorem ipsum dolor
amet dit consectetur
elit id vulputate

OMNIPAQUE"

IOHEXOL

Integer eget lorem ut arcu sagittis
bibendum aliquam erat.

meglumine sodium diatrizoate

lopamidol

iopromide

N

Integer eget lorem ut arcu sagittis bibendum.

Dolore magna aliquam erat volutpat. ) 8 /O

Lorem ipsum dolor sit amet, consec tetuer adipiscing elit, sed diam
nonummy nibh euis mod tincidunt ut laoreet. Ut wisi enim ad minim. Lorem ipsum dolor sit amet

Adipiscing elit, sed diam nonummy nibh euis mod tincidunt ut laoreet. con sec tetuer adipiscing

Ut wisi enim ad minim. elit, sed diam nonummy
euis mod tincidunt.

10 100 1%
fos% Adipiscing elit, sed diam nonummy nibh
euis mod tincidunt ut laoreet. Ut wisi

enim ad minim.

Lorem ipsum dolor sit amet, consec
7.0% tetuer adipiscing elit, sed diam

nonummy nibh euis mod tincidunt ut

laoreet. Ut wisi enim ad minim.

Omnipaque  Barium sulfate Omnipaque  Barium sulfate

We still utilize the Compassion
Purple bar as specified in the
product brand design system.

The product logo mark can be
used in communications,
and retain its specified color.

The graphic device is still

used to highlight content and
provide clarity of information,
however we only utilize our
primary palette for PDx product
branding.

© 2025 GE HealthCare
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PDx product brand
example touchpoints

Product Brand Guidelines | April 2025

GE HealthCare GE HealthCare

GE HealthCare

Laoreet euis mod

Lorem ipsum dolor Lorem ipsum dolor Lorem ipsum dolor

. . amet dit consectetur
amet consectetur elit amet consectetur elit elit id vulputate
‘ i OMNIPAQUE"
Proxoscan’ Clariscan® e

bibendum aliquam erat.

meglumine sodium diatrizoate
lopamidol

&

iopromide

9 Heritage ‘ Lorem ipsum dolor
Choice .
Qualty amet consectetur elit
Value Integer eget lorem ut arcu sagittis bibendum. 0
Versatility 3 A) e s
R Dolore magna aliquam erat volutpat. Integer eget lorem ut arcu sagittis bibendum.
eass.um.nce Lorem ipsum dolor sit amet, consec tetuer adipiscing elit, sed diam
Practicality nonummy nibh euis mod tincidunt ut laoreet. Ut wisi enim ad minim. e e e Dolore magna aliquam erat volutpat. Macrocyclic, iionic GBCCA
Commitment Adipiscing elit, sed diam nonummy nibh idunt ut laoreet. pi
Utwisi enim ad minim. e Lorem ipsum dolor sit amet, con Cagelike structure encloses the Gd** ion*

euis mod tincidunt.

sec tetuer adipiscing elit, sed diam
nonummy nibh euis mod tincidunt
Adipiscing elit sed diam nonummy nibh ut laoreet. Ut wisi enim ad minim.

Strong chemical bond

uuuuuuuuuu

Lorem ipsum dolor sitamet, consec
tetuer adipiscing elt, sed diam
nonummy nibh euis mod tincidunt ut 2 CI H Adipiscing elit, sed diam nonummy nibh euis mod
taoeet, Utwis e ad i B ariscan tincdunt ut aoree,Utwisinim d minim
E gadoteriéna kiselina

G 3 (b
Clariscan E HealthCare s

gadoteri¢na kiselina

ibendum 00T

m%_.. |
T [ |
Jriar | reevel |
A |

Lorem ipsum dolor sit amet
Consectetuer adipiscing elit, sed di

am ut nonummy nibh ismod tincidunt
laoreet dolore sito magna aliquam erat
volutpat itapore dua dolor sit mita.

Lorem Dolore magna

ARELIR B
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Guidelines, templates
& tools

For feedback on this guideline, please add your
comments to this short survey.

General brand
questions

The Brand Team

brand.health@gehealthcare.com

Product & so_tware
design questions

Hardware
product.design@gehealthcare.com

Software

eds@gehealthcare.com

Merchandise

Visit our GE HealthCare Store
(USCAN only) for online
merchandise.

Brand guidelines
& templates

Brand page on The Beat
(GE HealthCare colleagues)

Agency Brand Portal
(Contractors & agencies )

Widen Image DAM
(To gain external access to our
image library, please contact

brand.health@gehealthcare.com)

For more information on our
available guidelines and training,
please refer to this article on

The Beat.

For more information on our
branded templates, refer to the
Brand page of The Beat.


mailto:brand.health%40gehealthcare.com?subject=
mailto:productdesign%40gehealthcare.com?subject=
mailto:eds%40gehealthcare.com?subject=
https://thebeat.gehealthcare.com/content/page/63a372ebe6907e299d840f8d
https://ngpwvb.collections.welcomesoftware.com/api/library-collection/b3b588e8932f11ed9902deb2874fea4c
https://ngpwvb.collections.welcomesoftware.com/api/library-collection/b3b588e8932f11ed9902deb2874fea4c
https://gehealthcare.widencollective.com/dam/dashboard
mailto:brand.health%40gehealthcare.com?subject=
https://thebeat.gehealthcare.com/content/news/article/65c50c9b8835d21be79b0be9
https://thebeat.gehealthcare.com/content/page/63a372ebe6907e299d840f8d
https://app.smartsheet.com/b/form/2088a593136548918561df856ac29f8e
https://ngpwvb.collections.welcomesoftware.com/api/library-collection/b3b588e8932f11ed9902deb2874fea4c
https://www.mybrandmall.com/store.html?vid=20220414045
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