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la Brand Values
Values
1. Transformational, 2. Technology, 3. Quality, 4. Engineering expertise,
5. Innovative, 6. Precision, 7. Dependable, 8. Transparent, 9. Timeless.
Vision

Our vision is to transform the
way houses are made in the UK,
leveraging innovative technology
with a passion for quality, durability
and sustainability. Creating beautiful
homes, designed by you, built by us.

Positioning
OSCO creates inspiring homes for
aspiring people. The first time home,
the lifetime home. The home of their
dreams. A home they design, a home we
build, at the intersection of engineering
innovation, craftsmanship and care.

Promise J

We promise to build brilliant,
reliable and consistent. Homes
that are snag free and set free,
lived in, loved and built to last.

BEHAVIOUR

Identity

Our story
Homes that are developed with
the precision and engineering
expertise of tomorrow, built today.

Beliefs
We believe there is another way - a
better way - of creating homes.
We believe in the product being
able to speak for itself.
We believe we can achieve this
by doing what others can’t and
rejecting the status quo.

Behaviour
We are transformational home builders,
efficient in our processes and unwavering
in our methods, we stand above traditional
housing companies in the market.
We inspire confidence and
desire of home ownership.

Empathy
We create the homes of dreams,
designed by you, built for you,
that’s precision engineered with
craftsmanship and care.
A home to make your own,
and love forever.

Born from the increasing demand for new
homes, OSCO has taken a different approach to

house building to put the consumer needs at
the heart of what we do, using technology and
innovation to deliver homes for many lifetimes
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2a Brand Values

Our business is built on the
pillars of our values. We believe
passionately in each of them and
our clients tell us these values are
what sets us apart from all others.

Transformational

Precision

Technology

Dependable

Quality

Transparent

Engineering expertise

Timeless

Innovative
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Master logo

The logo placement should be

clear, concise and never cluttered

by surrounding imagery. The logo
should never be changed or altered in
any form. It should not be recreated,
scanned or reproduced unless
permission is granted otherwise.

HOMES



Brand Manual
Version 1.1 « November 2020

1 - Our brand DNA 3-Thelogo 5 - Typography
2 - Brand values 4 - Colour 6 - Marketing collateral

In the adjacent example the
dotted area specifies the exclusion
zone, this is the space around the
logo that should remain free of
imagery and/or typography.

Use the diagram below as a spacing
guide to determine the exclusion area
as illustrated in the dotted areas.

Exclusion zone

Sizes

O|S|C|O

HOMES

Where possible the logo should
be a minimum of 50mm width

ofSs|C|O

HOMES

For business cards and other small printed
items you can use the logo at 30mm.
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Colour options

We have two logo iterations that can
be used within our brand along with
a colour and line art version, this is
to allow for flexibility when placing
the logo on different mediums.

[o]s|c]o] o|s|c|o

HOMES HOMES
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The rationale behind the brand name Writing tone
OSCO Homes as a brand name was conceived as an acronym from the general description Our brand has many audiences but primarily
of it's manufacturing and building activities “Off Site Construction Organisation”. we are consumer facing and as such we value

- hich is fr ! ve.
“Homes” was added to the OSCO acronym to complete the brand name and provide communication which is friendly and inclusive

a descriptor with context to what would otherwise be an abstract name. For these reasons our tone should always
use easy language, be conversational

Always write OSCO Homes in it’s correct grammatical form with the i ]
and presented in the first person.

acronym in upper case and the descriptor in title case.

Take care to write OSCO Homes correctly and consistently in all copy writing:

% o

OSCO Homes Osco Homes 0sSco homes

1
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Colour

Brand colours

C40 /M40 /Y20 / K100
RO/ G0/ B0
HEX: 000000

Tints: 80%, 60%, 40% 20%

C50 /M0 /Y100 /KO
R143/G193/B31
HEX: 95C11F

Tints: 80%, 60%, 40% 20%

Hoverstate colour

C60/M20/Y100/ KO
R123/G193/B31
HEX: 7ba02d

Tints: 80%, 60%, 40% 20%
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We use two font families in our

professionally printed communications,
Source Sans and Quatro Slab. These

typefaces should always be used
for designed marketing literature by
a graphic design professional.

15

Primary Typeface

ABCDEFGHIJKLMNOPQRSTUVWXY/Z
abcdefghijklmnopqgrstuvwxyz
12345678907&S5£1%/.,()@

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz abcdefghijklmnopqrstuvwxyz
1234567890?&S£!%/.,()@ 12345678907&5£1%/.,()@
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Secondary Typeface

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghyklmnopqgrstuvwxyz
12345678907&S£!%/..,()@

ABCDEFGHIJKLMNOPQRSTUVWXYZ  ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz
1234567890?&5£!%/.,()@ 12345678907&5£!%/..()@
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Office fonts
Our internal font for Word documents

and email is Arial due to it’s similarities
with Source Sans. The preferred font

e ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
12345678907?&$£!%/.,)@

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
12345678907?&$£!%/.,()@
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6a Marketing Collateral

Case Study Template

Case Study —St Hildas, Leeds Case Study —St Hildas, Leeds

Projectintroduction ~ cormumarumvolupta tiunditia sequi diciet pliberumaui blaborpos
i dolenia autatia consequi omniminti omnimus,tet ates sit olenih
Dem es quostibus mol I rum undam fliquae pori dolum restint aligriam, quaturem a non prorit et, uodis
€0s ea quo eum, to dendaesedi to il idis et explaut adiciur, utem in pla corum qui quassust volupta ecaborr
sam et, aut pa quatur? ovidus, sedi ut ani beremporibus pra qui dolore dollabor solorep
erciis molendaerro et magnini lessi bla lignam qui consequ
Iqui natur solorit alibus dite surn net officitene laborur alit qui uteum ol
optae ad et ent fuga. Rum fuga. Ut et la ditatiur, sant lab d et assisimagnat harella pa pre imetum fuga. Nequatem rate porrum
vol omnist, officid et alit quia diatect il iducient.
pos dis untur solum si des netur arciiatur ar ut odignatur,
etqui incture,sit od| hill

omniendit reptia qui quatur? Sollaborpore plstem remolup taturem olup v
faccusda volutae nes de modis magnim int et et il int, U st suntma guatur sitem aut dolorro cupit pro omnist oficicunt, ute
ratqui corit que es quodist omninil laborpore, simetur, es nus eos

doluptatur autatassi dellam vollique voluptat volupta ditatium,
voluptaeprae pictenihic to omn rem doluptats et etomnim

quatem est, ommolenis ea vidiatem faccupt isquos ese sandis
sitae nonsecabo. tatenis a s culpa quam eur in con ne exeritatis

resequatur magnien ditiaecest, incis dem aut qui aut et eostrum

sae. pi utes dique nus.Pa cupts a ipsum qui re eosseni si tfugiam, tem etHenihit
ullab ipsus, ut rectur, sit faceria velitintin est estotas nimyl eostotas. et fugiae prae non exero etusam repro cor ma il earibusam, ex ent.

b

without
]

== Aninnovative
house builder,
creating aspiration
within our
s cetachec an 1 dtached communities.

home builtin between evisting

occupied dwellings. Technology led, 0SCO Homes builds high quality homes
ina controlled factory environment and then takes the.
manufacturing approach tosste, o produce right first
time places o lve.

Intersted in starting a project and
need help from OSCO homes?

Dolario voluptatin et quiincture, st oditium eatus.
Mus nihillam sunt ma quatur sitem aut dolorro
cupit pro omnist officidunt,ute ratqui corit que es
quodist omnitillaborpore.

web  oscohomes.com
email  info@oscohomes.com
tel 0303 030 0030
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Marketing Collateral

Brochure layout sample

Whatwe offer

Tatiundu cipsund
andesed quatenditi
optur, asima sin rem.
Xeris repudi volorib
eaguam remporition
niscill oribus si ut

An innovative
house builder,
creating aspiration
within our
communities.

oscohomes.com
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Marketing Collateral

Brochure layout sample

01

Our Techniques

Denis alique providundel
es a voluptatet et aut? Asit
aut amusa in excerorum
il mintoriam, to dolupti
atesto 1dus, sedipsam
atemque veres dipsamus
pro tendaest ipid mi,
soluptae verchitibus. Uptae
parum eum landam fuga.
Nam, omnimus eleniat
emporem volorum qui

ut lia vel moluptatem

cum quias et et excessi
mincimet ea eliquos as et,
evenimint, sit.

o1

Everl nimpelitaut autaquod eat am lautnt,
que porest nisinctatur? Sitions equunda



Thank you.




