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One Company......... Growing

(7 MediCult

ART Media — Global #2->#1
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: ...we have 3 strong product brands
...a heed to re-challenge our brand architecture
..... and the way we present ourselves

.... and to re-think our corporate values
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ART "Total’ Supplier — US #1 : :
ART Select Disposables - Global ART Micropipets — Global #1



REPUTATION

Part of Europe’s largest
advertising group, Publicis

Specialized in corporate branding
& transformations

Global lead agency for 6 clients,
e.g. Nycomed & Lundbeck

Creative lead agency in DK

Background

» Current name is a ‘challenge’
» known for media only
» ‘cult’ has negative connotations in
certain geographies (US+)
* Humagen/MAD taking too much of a
back-seat

» Bullet-proof concept for further acquisitions
» Keep existing sub-brand equity
A symbolic rebirth (internal/external)

» Bid process among branding agencies



The Proces
— Insight Out™

Atomization Accumulation Acceleration

Core Values Various Deliverables

Cultural audit

Name & logo

Stakeholder analysis Essence/mission Graphic ID

Design audit Brand architecture

Brand status

1. Workshop 2. Workshop 4. Workshop

Board Meeting

Face to Face Interviews:

> more than 20 employees

> 20 customers P 3. Workshop

> 1 distributor “Management Meeting
on March 27th - 28t~

Web-surveys:

> Employees i

> Distributors (44) Competition

» Customers (185)



Media x pipettes x plastic x equipment x technicians x patients = Success

The less variables,
the higher probability of success



Brand function

The most compelling role that
the brand plays in the life of
the conceptual targets

The facts that support
our promise

Reasons to believe

Values

Brand differentiation

The benefit we deliver that
differentiates us from our
competitors

A description that reflects the
relationship our customers will
have with the brand

Emotional relevance




Follow the ARC - values at the core of our business

Caring

Core values

— we deeply care about people,
our colleagues, customers,
suppliers and the childless. We
listen and respect, always
committed to do our utmost.

Aspirational

— with our focus on the future, we set
our sights high. We bring innovation to
ART and take on new challenges by
anticipating and embracing change.

Reliable

— you can always depend on us to
provide consistent results, with the
best quality products & services in
the field. Issues are dealt with
openly and fairly, every time.



olglelle

o-ri-gi-o  pronounced [awr-i-ji-0]

something from which anything arises or is derived, source, the first stage
of existence; beginning and original. From origin.

Latin. origo, -iginis, fr. oriri to rise, become visible
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for lite

“At the end of the day, its all about life;
the opportunity of new life for customers
and our own new life as Origio.

Life is everything. That's what we stand for *



New beginnings...
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Everyday Aspiration
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Care

how we handle our business
fram the supply of the vital
products to the way we interact
with our stakeholders.

Everyday Care
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What does this mean?

* New corporate name to be launched at ESHRE June 29th in
Amsterdam (first time that all MEC companies fully share one booth)

* By then:
« New ’ticker’ symbol at OSE expected
* New 'master’ web homepage
* New business cards for ESHRE participants
* New domain/email addresses
* New corporate presentation template
* New corporate brochure and values pamphlet

Later spaced over time to make it as cost-effective as possible (incl. use
up existing materials):

* New letterhead

* New packaging material

* New IFUs

* New web-structure/pages for product categories

e etc etc



