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About Brand Guidelines N
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Brand vs. Visual Identity vs. Logo S

Logo

A logo is the simplest manifestation of a brand
distilled into a singular mark. A well-designed
logo helps establish instant recognition and recall

Brand of a brand, making it easier for customers to
Purpose <@@OXZ<BQgE ZO%EOBO%QgEWAa<°®° )eE <¥ygeéE<° E°jga
Marketing Brand
Strategy Values
Layout
Sl Design / Brand
Elements A brand is the overall perception and emotional
connection that people have with a company,
S— ( Brand product, or sgrwce. It encorppgsses the values
Strategy \, Personality and personality of an organization, as well

as how customers feel about and recognize
the business. The brand also includes the
Typography Imagery associations and expectations that are evoked
when encountering the company. Essentially,
a brand is an intangible concept that exists
s off Sme in the minds of consumers, making it a
Visual |dentity S powerful yet abstract entity that shapes how

Logos are the central component of a brand’s visual Our Technology Voice a business is perceived and remembered.
identity system, which encompasses typography,
color schemes, and other graphic elements that
together convey the brand’s personality and
message. The visual identity comprises a carefully
selected set of elements designed to reinforce the
brand’s intent and appeal to its target audience.
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Brand
trategy

Brand strategy serves as the foundational blueprint for developing and expa nding
a brand in a manner that is both purposeful and emotionally resonant. It plays a

crucial role in several key areas. Firstly, it helps build trust and foster an em otional

connection with customers, which is essential for long-term loyalty. Additi onally,
ZOEQ°<WY¥QgEE Zjgag°0Z<8Z°°E Z0%Z°E%Z*% ¥ EX°®YgBZ6Z gE®<ac
also aligns the internal culture with external messaging, ensuring a cohe sive

brand image. Furthermore, it promotes consistency across various ch annels

<° EBQg<®eTE %ZX%EZEE ZO<YEE€CAE®<Z°O<Z°Z°*E<EYyZZm@EEWaAa<?®
important decisions related to marketing, design, and product develop ment,

g°eVAZ° EB%<OE<¥YE(Qj°A08E<¥Z+°E Z6%EO%gEWAa<° )eE°® ga<¥¥E



Our Vision For The Future C
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Our Mission Statement Q

What We Do

A
. R
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g J oL p
M M

How We Do It Why
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The Promise We Make To Our Customers C

Og<adn® E g¥Z gaeEd%gEX¥<azZd E<° EX°°m g°Xg
0% <OEQ<X% EX¥Z°ZX<¥E gXZeéZ°°E °YE®<CQEZEEOd%QgE
aZ*% OE°°QEG°E®<°<egE $EECAE¥ZEQI

Return to Contents °
9



What We Do QS
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Who We Are For Y
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Brand Pillars N\

Partners in Growth

Intelligence Evidence Driven
: : . . : . . Our team helps you at every stage of the
Al-driven analysis and insights provide . . > . . .
) y‘v~ ghts p R ~Ourfogndat|onofclln|calewdencgg@ gV ¥O ®@Q°BTEOY gA<6Z0°<¥20%h<520°TE<® E °a¢n® E
0% gEX¥<aZb E<°_EX°°m_g°XgEG°EYag g °oédammitment to unlock value for clinicians
' ' in C - and the patients they serve is unmatched management of your CCTA program to
diagnose, and intervene in CAD. P y ' ensure it seamlessly works with you.

v

Catalyst for New Experiences

By shaping the interactions between technology and
clinicians, we are transforming how care Is provided
and what can be expected of coronary care.
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Our Brand Story N
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A brand voice and how it appears in written

communications, including its language, product

names, taglines, and overall voice, collectively
AgnNgXBEBd%gEWAa<°® )EEYQgaeélo°<¥76 E<° |
This linguistic framework ensures consistency

across all communication channels.

\Voice &
| anguage




Brand Tagline N

“See CAD. Manage for life.”
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Brand Voice

°¥ E<° E °°m _g°0TE yOEtg gaEe* gaX°®°°m _g°OE"

UgEX°®®Y°ZX<OBgE Za%oE<y6%o°a26 TEW<X¢g_E .
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Do

e ARGQgEXY¥Qg<AlE gXZeéZ gE¥<°ey<egEOG%<OEagngXoeE"

leadership in CAD diagnosis and management

» Highlight proven clinical outcomes

and data-driven advancements

Reinforce how we are setting a new
standard in coronary care

AV 4

Don't
e r<CgEYy°®° gaZmg_ E°AaE% YQgaWC°¥ZXEX¥<Z®e

« Speak in absolutes (e.g., “We are the only
solution” unless factually supported)

» Discuss our technology or platform through the lens of
other approaches. The value of our innovation stands alone.
Comparison is ok, but never how we start a conversation

Return to Contents °



Brand Voice

Approachable and Relatable

Og<éc’5n° EWazZ < geEd%gE- <YEWgo gg°E<_ <°X
aZ g°E®g ZXZ°gE<° Egga < EY<d8Zg® SEX<a

Do

» Use clear, engaging language that

avoids unnecessary jargon

» Focus on the human impact of our technology—

both for clinicians and patients

e -YJ<CEB°EB% gEYa<XBZX<¥EWQg°gmoOeECEEOQg<adne

for real-world decision-making

B°°gE@%°YY¥ EWQEYAacE€geeZo°<¥E gBE<XXgeeZ

0¥g <OZ°*EX°®Y¥g EO0gX%°°¥% TEeXZg°XgiE<°
®g ZXZ°QE %Z¥gE®<CZ°*EZOEY° gaed<° <W¥
Wac°< E<y ZQg°XQgiE€a°®EfehEX<a Z°¥°«Z@&B8eEGHD
X<AgEY% @ZXZ<°@E<° EB0%QEY<0ZQg°O0EED%qg E
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Don'’t

» Assume clinical knowledge—simplify

when necessary for non-specialists

» Sound overly technical or exclusive; our

Z°°° <BZ°°@EWQg°gmOEG% gEg°6ZagEX<agEX°°dZ°yy

» Make our technology feel impersonal—

always bring it back to improving lives

Return to Contents °



Brand Voice

Trustworthy and Credible

UgE% < gEg<a°g E°YAEAQgYYO0<O0ZC°°EZ°E0%QgE®
0% a°ye %o EX¥Z°ZX<¥E <¥Z <O3Z°°E<° Eag<¥ °a
VAEX°®®Y°ZX<OZ°°eE®YEOEYY %°¥ EO%ZEeEda

WQgZ°*EDa<°eY<ag°0TEgO%ZX<¥TE<° EX°°éZéd
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Do

» |Lead with facts, evidence, and
real-world case studies

» Uphold our responsibility as industry
leaders and patient advocates

Don'’t

« Overpromise results—our technology is

powerful, but every patient is unique

 |Ignore the nuances of clinical decision-making—

our role is to empower, not dictate

Return to Contents °



About Our Name QS

UgE<agEOQg<adn® iE ¥ < €E aZ609g°EZ°Eég°6g°XgEX<egE
0°PEag< E ZO% E<EY¥? gaX<egE€iE°%ZEeEX%<°sgE <éE®< gE

OCE %0Z*%o¥Z*% OECYAE<YYal<X%<WZ¥Z0 E<° EGCE¥C°CEG° <a éeE
oyAaEE€YOYAgEZ°EX%a®°<a E<adga E Zég<eégE®<°<eg®Q°BE
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Nomenclature & Writing C

Do Example
¥gEQAEOGCEg<X%EYa° yX8E Z0% EOQg<adn® E<eE<EYagm EC°EmaedE®Qg°6Z°° ER®g<adn® EC¥<RYgE °<¥ €Ze'E°CAE&O0Qg<adn® )eEC¥<RYygE °<¥ eze'

Subsequent mentions should be “Plaque Analysis”

¥g€QgAEGCPEOQg<adn® E °<¥ €ZeECAEO0(Qg<adn® )eE °<¥ ¢2eEyeVRedrx BYPREgeeZ gE<Y

usage dictates

¥g€EQAEGEO % gEY¥<0€°A®E<EEO(Qg<adn® E«°gEZ°EY% €7ZXZ<° €<XZ°+E®<fgazZ<¥eé
¥g€EQAEGB°EOG % gECYOYYBECPEEOQg<adn® E«°gECAEG% gEDdgedZ°*EWQgRAZ&EN gat°a®g E<eEOQg<adn® E °<¥
in patient-facing materials

Refer to products as “Analyses” when referring to 2 or more “Plaque and Roadmap Analyses”

¥0€QAEOG°EZGE<eE¥°<_®<YYE °<¥ €ZeE°°EmMAaelE®Q°GZ°°TEWRBIEW<_®<YE °<BrabdteE¥°EeyWe

¥gEQAEBGPEg<X%EYa® YyXOBE Z0% EOQg<adn® E<eE<EYagm E°°EmaeéedE®g°6Z°°E°DECODE Study”

¥g€EJAEGPEZOE<@E& °a°°<a E EeX<°E ©° 'E°°EmaedE®Qg°dZe°"EReyEE gRY g ° 6 E BwdyS £aditalzec“Coronary CT”, always lowercase “scan”

¥gEQJAEGCPEZOE<@E& °a°°<a E adga E$Zég<egE $ 'E°°Em@edmr®gEXEL™E BayEN &ORly gapitdim “Coronary Artery Disease” if it’s in a headline

In body copy, it should be lowercase

Don’t Example

Add “the” in front of the name of the platform or our products &°% gEOQg<adn® E«°g'TE&°%gEC¥<RYgE °<¥ éZéj’

Return to Contents °
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Visual
j[dentity

Visual identity refers to the collection of logo variations that
agYageg°dE<° E Zjgag°8Z<6gEO6%gEWa<° EZ°EZBeEe
brand’s personality, values and promise distilled into a singular

form and it’s various iterations for practical applications.




LOgo

Our logo will be the most well-known element of our brand. It has been carefully
_géZe°g EB°E%°°°aEO0Qg<adn® )eE% Ze6°a E<° E°°+°7° ¢« Z¥YELH DN ®RZEI®° (
a W<¥<°XgEWQg6 gg°EW(QZ°*E<YYa°<X%<W¥gE<° E€aZg° ¥EIE<@E g¥¥E<eEE€y

Single color options (white or black) exist but are not to be used unless it
IS absolutely necessary. For example, if needed for printing purposes.

” Heartflow OO Heartflow

Primary Logo; Negative Primary Logo; Positive

Return to Contents
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LOgo

cYAEYC0eOEZQE géZ+°g EB°EWQENg ZW¥gE<°®° E_ °<®ZXEg g°EZ°E&8<8ZXE€°a(
Depending use case formats, a vertical option has been developed.

Heartflow

Secondary Logo; Negative

23

Heartflow

Secondary Logo; Positive

Return to Contents
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Additionally, the logo locks up with our tagline. In instances where

6% gagEZEE°°EX°°8g OTE°°EYy° gaed<odrrnootetE€Ed% gEWa<° _
messaging, the tagline option can be included to build awareness.

Heartflow N Heartflow

See CAD. Manage for life. See CAD. Manage for life.

Logo & Tagline; Negative Logo & Tagline; Positive

Return to Contents
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Avatar

The avatar is the simplest form the brand can exist as.

It is designed for two unique circumstances: instances where the logotype b ecomes
GC°CEER®<¥¥EB°EWQgEAg< TEeYyX%E<EE<E@OXZ<Y¥E®Qg Z<EYAa°m¥gEZ®<egiECAEc<
a design choice where the environment is heavily branded and the choice is made t 0

X°®Y¥Z®Q°OEDO%QGE g°@7Z0 E Z&Y<¥eE Z0% E<EEBDYN¥LY¥E FOKALEWMWY G0 g 2

Avatar; Negative

25

Avatar: Positive
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Clear Space Ny

In order to maintain the integrity of the logo, ensure a minimum
clear space from other graphic elements at all times iEUgE _gm°gE
this distance at all sizes by the size of the H in the logotype.

O Heartflow

Return to Contents LN
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Minimum Size

Our logos should never be hard to read or recognize. Here we show minimum
sizes for print and digital to retain legibility in all communications.

27

O Heartflow

|
100px

O Heartflow

|
1.25”

Heartflow

|
70px

QO

4

Heartflow

|
1”

VW w\!

Heartflow

See CAD. Manage for life.

VW w\!

|
165px

Heartflow

See CAD. Manage for life.

|
2.25"
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Incorrect Usage g

%% gEOQg<adn® E¥Ce°E@%°y¥ EWQgEX°°eZe8g°0EZ°E<¥¥EXCRO®OFEZX<BGZ°°@EG°EWYZ¥ E< <ag
and brand equity. The following examples illustrate how things should not be used.

Do not alter the colors of the Do not place the logo over
avatar or the logotype busy imargery or patterns

QD Heartflow

Do not stretch or distort Do not rearrange or alter or $°E°°OEYyegE<°®° EQgJgXO0EEC°EDO% QE¥0Ce°
add elements to the logo

QO Heartflow Heartflow

Return to Contents LN
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Brand Architecture NS

UgE°Yga<O6gEYy°® gaE<Ee@Z°«¥giEY° ga€y¥EWa<° TEOQg<a¥NEPH k7Y E I geEX®YEREgEE<
@YYYCABEECYAE-°¥YBZ°°EC¥<B€°Aa®TEOQg<adn® E«°giE°% 26 EYWA< e EYEBRPYERYER ZagE&E

clear, single point of focus for customers, streamlining their decision-m aking process. Additionally, this
<YYa°<X%EEZ®Y¥ZMUEE°<®Z°*TEYC°eZB87Z°°Z°+TE<° EX(®WY° PP oK P RogEX¥g<aE
understanding of our brand’s mission and values. The design and usage of a cl inical trial’s logotype

®YEeOEAgNgXOEO%gEGAZ<¥)EECKkXZ<¥EeyW®ZeeZ°°E°<®gB°aE® 20 &EageZe0gag EZ°Eagey¥<

Corporate Brand

QO Heartflow

Solution Platform

OO Heartflow One

I EVARY:

(\:) Heartflow @, Heartflow Q:) LearningHub

UNIVERSITY ACADEMY

O GAMEFILM O TEMPO OO CLIMB HEART
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Color and typography play crucial roles in establishing a strong brand identi ty,

working together to convey a brand’s personality, values, and message to i ts

6<asgBE<y ZQg°XQgiE °¥°aéEg °¢gEeYgXZmMXEQg®°8Z°°eE<° E<@e°XZx<
them powerful tools for brand communication. Typography goes beyond

mere readability; it communicates a brand’s character and tone. When us ed

5°¢g8% gaEQgjgX0Z g¥ TEXC¥CP3E<® EB& Y°ea<Y % EXag<dqpEORXLeEe”Z
strengthens brand recognition and emotional connection with the audience.

Color &
Typography




Color Palette

Our color palette is carefully balanced to build brand recognition and
support our strategy, while working across audiences and verticals.

Energy Gradient
The energy and endless potential
of our technology.

Now Black
Cutting edge technology available now.

HEX #000000
RGB 0/0/0
CMYK 0/0/0/100
Pantone6c

HEX #3537ES -
#9601EF

RGB 53/55/229 -
150/1/239

CMYK 100/34/0/34 -
51/100/0/0

31

Future White
The possibility of the future we’re creating.

HEX #FFFFFF
RGB 255/255/255
CMYK 0/0/0/0
Pantone246¢

Return to Contents K



Colors Hierarchy

60/10/30 color rule is a widely used principle in design. It helps create a balance d and
% <A®C°ZOYEEXCY¥CAEEX% g®YEW E<¥¥OX<0Z°*EeYgXZMXEYa°Y°adZ°eEB°EG% aggEX ¥2aeiE

 60% Dominant Color: This is the primary color that sets the overall mood and tone of the design. It
should be the most prominent and visible color, often used for large surfaces lik e walls or backgrounds.

» 30% Secondary Color: This color supports the dominant color and adds visual interest.
It is used less frequently than the dominant color but more than the accent color.
Examples include window coverings, accent chairs, or secondary furni ture pieces.

 10% Accent Color: This color adds a pop of excitement and contrast to the design. It is used sparingly
BOE%0Z*%0¥Z*% OEYgXZMXE€g<O0yageECAEg¥g®Qg°0elE egKIXKYRE 6 3sae EECA¥Ka 61 EA giX°a<06Z

60%

Now Black

HEX #000000

RGB 0/0/0
CMYK 0/0/0/100
Pantone6c

32

10%

Energy Gradient

HEX #3537ES5 -
#9601EF

RGB 53/55/229 -
150/1/239

CMYK 100/34/0/34 -
51/100/0/0

30%
Future White

HEX #FFFFFF
RGB 255/255/255
CMYK 0/0/0/0
Pantone246c¢

Return to Contents N




Blue Gradient

Colors Variations

5 L .. , e #037BC5
-%<_geE<° E <aZ<0Z°°eéEeyYYC%albE°yaEX°agEY<¥g0O0gE<° E<¥¥° E€°aEng ZWZ¥Z0 1E
while maintaining the brand’s integrity and intent. Variations for black RGB  88/20/199 -
and white should only be used in conjunction with one another. They're 3/123/197
not intended to be used on their own. See page and for detalils. CMYK  56/90/0/22 -
98/38/0/23
Purple Gradient
HEX #323BE4 -
#6100F2
RGB 50/59/228 -
97/0/242
CMYK 78/74/0/11 -
60/100/0/5
Dark Gray Pink Gradient Warm Gray
HEX #1A1A1A HEX #6817E7 - HEX #FAFAF3
RGB 26/26/26 #CCOOFF RGB 250/244/243
CMYK 0/0/0/90 CMYK 0/2/3/2
RGB 104/23/231 -
PantoneCool Gray 11c 2040255 Pantonelc

CMYK  59/91/0/0-
20/100/0/0

33




Data Colors &

For charts, graphs and various data visualization applications,
<EeYgXZMXEY<¥gO0O0gE%<eEW(QgQ°E _gm°g EOB°E%Z*% ¥Z*% 0ECtg EZ°€°a®<B8Z°°E
% Z¥gE A<€B6Z°*E°JE°CEEOG%gEXC°¥°aEsa< Zg°0E€°y° EZ°E°yaE< <6<aiE

For examples of data visualization, please see page 51.

HEX #CCOOFF
RGB 204/0/255
CMYK 20/100/0/0
Pantone246¢

HEX #7E2CFF
RGB 126/44/255
CMYK 51/83/0/0
Pantone266c¢

HEX #0088FF HEX #IFE2FF
RGB 0/136/255 RGB 159/226/255
CMYK 100/47/0/0 CMYK 38/11/0/0
Pantone2193c Pantone304c

Return to Contents LN
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Colors In Use

As a brand, we primarily use black (~60%) and white (~30%) to structure

content and establish hierarchy. The strong value contrast between blac K
and white can be visually striking, but frequent alternation between the two

can strain the viewer’s eyes and weaken the intended hierarchy. To prevent

0% ZEE % Z¥gE®<Z°B6<Z°Z°+Eng ZWZ¥7Z06 E€°AEWAag<¥ARIE X°°6g°0EZ°0°Ee®<¥¥gaEegXdZ
we incorporate dark and light gray as subdividers within our layouts.

Lorem Ipsum

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqgua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E gegay°6E®°¥¥Z6E<°Z®EZ Egedt

35

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.

Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E gegay°6E®°¥¥ZB6E<°Z®EZ EQgeOlEY¥

Lorem lpsum

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E geégay°0E®°¥¥ZH6E<°Z®EZ Eged

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.

Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E geégay°6E®°¥¥ZHE<°Z®EZ EQgeOEY¥
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Colors In Use

Additionally, we can create subdividers in layout when needing

B°EX<¥¥E<00Qg°GZ°°EG°EeYgXZmXE<ag<eE<°® EZ°€°a®<87°°i

Lorem Ipsum

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqgua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E gegay°6E®°¥¥Z6E<°Z®EZ Egeédt

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZECKkXZ<E gegay°6E®°¥¥Z6E<°Z®EZ EQgeOlEY¥

Lorem Ipsum

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cillum dolore eu fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in

XY¥Y<ERYZEC°KkXZ<E_geégay°0E®°¥¥Z0E<°Z®EZ Egedt

Lorem ipsum dolor sit amet

Lorem ipsum 01 Lorem ipsum 01
Lorem ipsum 01 Lorem ipsum 01
Lorem ipsum 01 Lorem ipsum 01
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Colors In Use

eyaEesa< Zg°BEZeE ga E<X8Z gE<° E_a< €E<00Qg°0Z°°TED % WHg&BgE <¥¥EyegeEe % °y¥ EWQE g¥Z
and calculated. If we have a section we want to highlight, a button we want noticed

CQE _<B<EY°Z°BeE gE <°0EX<¥¥g E°ydTE°yaEea< Zg°OEX<°EWQE<°EQjgX6Z gEBCC¥]

>400K

Patients Treated

Guideline-Recommended Care

Recognized as a Class 1A
recommendation per the ACC/AHA
Chest Pain Guidelines, CCTA is the
preferred modality for assessing
suspected CAD in intermediate-risk
patients with no known disease.*

37

1,400

Install Base and Growing

99%

>600

Peer-Reviewed
Publications

of US Lives
Covered

97%

of patients reach optimal
diagnosis and treatment
plans after just one test?

Contact Us g

to your institution,

The latest ACC/AHA guidelines recommended CCTA as the frontline test for
patients with stable chest pain. Heartflow One provides superior clinical
insights and an integrated workflow with additional analysis that empowers
physicians to improve patient care by enabling a faster, more optimal diagnosis
outside of the cath lab, to avoid unnecessary tests.

CCTA + Heartflow One

Heartflow One Integrated Workflow

L 2 3 4

CCTA performed, then Heartflow Al enabled All available analysis Analysis automatically
automatically and securely analysis of anatomy and delivered* delivered to PACS and EMR
sent to Heartflow physiology

R Median Turnaround Time is 90 minutes _

Discover how you can use Heartflow to advance
vour annroach to coronarv arterv disease diaghosis.

Return to Contents K



Typography

For our brand’s visual identity, we employ distinct typefaces for headline

primary typeface family

interpretation of early Grotesque fonts, optimized for various applic

s and body copy, separate from the logotype itself. We've chosen Work Sans as our

TE %°@gEXya géE<°®° E*geédyageEgX % °EG% gEY¥COYZ°eERY<¥ZDH°ECERZYAETyNEWa<ROf<adEXWYOHEJEUCACE-<°@EZEE<E®°_ga‘E

ations. The Regular weight and mid-range styles are ideal for on-screen tex t at medium

@Z%geE<° EYAZ°OE _geéZ+°TE %Z¥gEG0% gEQg 0Ag®QE gZ+%BeEXAYOWEZGE MPEYLD gZ EAFAEEZR Y¥KAZ°OE®Y Z<iE°%gE®& YJE<XgE%<eEW(QgQg°EeZ®Y¥Zmg_ E<°

optimized for screen resolutions, featuring larger diacritic marks comp

< Download °>

38

Headlines, Eyebrows, Callouts and Buttons:

Work Sans Semi Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890! @#3$%"&*()+

ared to traditional print designs, ensuring clarity and legibility acros s all platforms.

Body Copy:

Work Sans Regular (Normal)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890!@#$%"&*()+

Return to Contents \R


https://fonts.google.com/specimen/Work+Sans

Typography Alternatives

For instances where Google Fonts are unavailable, such as in Microsoft’s

gX°e e0g®TE<°E<¥0ga°<0Z gE%<eEWQgg°E _gm°g E€CAEYyegiET°E6%ZeEX<eégiEd%gagE
IS no need to download and install, Aptos comes ready to use.

Headlines, Eyebrows, Callouts and Buttons: Body Copy:

Aa Aa

Arial Bold

Arial Reqgular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890! @#$%"&*()+

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890! @#$%"&*()+

39
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Typographic Hierarchy

In addition to carefully selected typefaces, the use cases and relationship o f the typeface are built on a typographic
hierarchy that helps improve not only the written communication of materia |, but also of the brand promise.

In some instances, purple eyebrows and subheads can but used minimally, to b reak up dense amounts of copy.
*Scale shown below is relative and should be taken as an approximate relationshi p to one another.

A\ 4

EYEBROW

Font: Work Sans Semi Bold; All Caps
Size: 22 pts
Tracking: 24 pts

|
Font: Work Sans Semi Bold
Size: ~40-130 pts
(depending on application)

Tracking: -10 pts

A\ 4

WV

Font: Work Sans Semi Bold

Size: ~22-30 pts
(depending on application)

Tracking: -10 pts

Subheading

Body copy. Lorem ipsum dolor sit amet, consectetur adipiscing

elit, sed do eiusmod tempor incididunt ut labore et dolore magna

aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco

laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure

dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat

nulla pariatur. Excepteur sint occaecat cupidatat non proident,

@Y °OEZ°EXY¥Y<ERYZE°kXZ<E gégay°0E®C°¥¥7Z6E<°Z®EZ EQgedE¥<Way®i

WV

Font: Work Sans Regular
Size: 16 pts

Leading: 24 pts

Tracking: -10 pts

WV

Font: Work Sans Semi Bold
Size: 16 pts
Tracking: O pts

Call To Action A

Footnotes, Captions & Disclaimers

A\ 4

Font: Work Sans Regular
Size: ~12 pts

Leading: 12-14 pts
Tracking: -10 pts

Return to Contents LN
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A visual language is a comprehensive communication system consisti ng of visual

g¥g®Qg°0CEBO%<BE _gm°gE<EWAa<°®° )éEZ g°67Z0 E<° EX°® gEEZBEEYQgaec°<¥7Z6 TE <¥ygefE<
story to the audience. It encompasses various components such as imagery :

icons, symbols, colors, typography, shapes, and other aesthetic charact eristics

that work together to create a cohesive and recognizable brand experience.

Visual
| anguage




Layout

When designing brand layouts, it’s important to view the 60/30/10 color ratio as a guideline
for the overall piece , rather than a rule applied rigidly to every single page. This approach
<¥¥° @Eng ZWZ¥76 E €°®gEY<+sgéE®< EWQgEYag °®Z°x¥§FEOBMYFIXEIE FAigIEGATEE g<b

N~ N~ N7

g°0Zag¥ E % Z¥gEQg°eyaZ°* E0%<OEB%gEM°<¥EYAa° yXOERE/¥¥EEQgO¥EEW<¥<°Xg E<° EX°%geéZ

example: CCTA Brochure

Heartflow Reduce Long-Term Risk with

Heartflow Plaque Analysis

60”

Up to 60% of CAD is
non-obstructive.”

Superior Risk Prediction’ Improve Outcomes with FFR_,

Coronary Artery
Disease Management
with Coronary CTA +
Heartflow

Non-invasive CAD Testing
Reimagined with PRECISE Trial

aceuracy produces clinical confidence

“With FFR_, + Plaque Analyses, you don’t just diagnose—

Not All Non-invasive
CAD Tests Are
Created Equally

you predict risk, guide treatment, and deliver proven outcomes.”
PROMISE Study 1o - Dr. Kristian Taekker Madsen

Coronary CTA Testing

ADVANCE-DK 3yr Study
3 Year Outcomes Cardiovascular Death

Severely Abnormal
or Non-fatal Myocardial Infarction

(p- 0.001)

54*  50%

of events occur
in patients with non-
obstructive disease.”

r7A% @ Abnormal FFR,,
! (p-value = <0.001)

r,—’_‘ Normal FFR,
References
D . & Mads
a ve, o imagng I
o o Oia (262976~ o
0.6% 2 o

Fewer False Positives

Fewer False Negatives

78% zrvme | WEASE

Mildly Abnormal
(p-value

of patients with a Calcium

Score of 0 were reclassified
to a more aggressive
therapy approach."

[ jearly 3
Increased Risk

Event Rate (%)

Percent with Event

Superior Diagnostic Performance

In patients with suspected CAD, detecting
disease the first time is critical

Patients Classified as Normal
or Mildly Abnormal - 88%

39025756,

ol

Heartflow

See CAD. Manage for life.

= 9. Pepine eta

o 1 2 3
Time (Years)

tomography angiography in suspected coronary artery
disease: The NXT trial. J Am Coll Cardiol. 2014;63(12)1145
1155, dol10.1016/}ace. 20131043,

2.6% .

Months Since Randomization

Product Sensitivit Specifc Coronary CTA + Heartflow Traditional Testin i i " 5. Maddahi et a. Furpridaz F-18 PET Myocardia Perfusion
7 & S 4 o Uncover Hidden Risk ADVANGE-DK 7yr Stuidy Imaging I Patients With Suspected Cotonary Arcery Disease. 10, Jespersen e al. Stale angina pectors with no obstructive
iakia ;i ; 5023 Ocke2(10 1568110 Sorontey atery Meass I wosociated with icreased
Heartflow FFR,, — R o PROMISE Study Increased risk withiabnogmatERe) Associated with Total s A Tk OF mafor Adverss cardioviscul ovents. E HoUr
3 X 4. Abab-zadeh et al Accuracy o .
e ST bbbl 2X values (<0.8) compared to normal Plaque Volumes (TPV) Angiography and Singlo-Photon 2RAITIATE
FFR,. Tomography-Acdsired Hyocard 1. Rinehart et al. Uttty of A plaque quanification: Results of
. ot he Giagnosis of ooty Artery Disease the Deciions fo Trating Corenay Discase Are Changed
Heartflow FFR,, ot o 0.94% Less Radiation Exposure Cardiovasc Imaging. 2018:8(10)-€003533. dot 0161/ Patients Evaluated With Quantified Plaque Analysis (DECODE)
Per patient performan - itdly Abnormal CREMAGING 16.063535 Sy Journa of Cardiovascular Computed Tomegraphy
er patient performance o witdiy Abnormal udy.dou
(p-value = 0.000 5. Douglas et al. Comparison of an Initial Risk-Based Testing -
. 99T SPECT? TPV bottom 50th percentile Strategy vs Usoa Tosing i Stable Symptomatic Paents 12, Madsen et al. Completeness of revasculrization by FFRCT
18-Fluridipaz PET o o o0 ) ol With Suspected Coronry Artry Diseas. JAMA Card i ong-tarm roghosis In stabl angina & seven year
Per patient performance 4 ary 18F PET: TPV top 50th percentile 6. Chiong et al. Evaluating Radiation Exposure in Patients G.of che ADVANCE DK rediatr. Prassntac a the TCT
with Stable Chest Pain in the SCOT-HEART Trial. Radiology: SorcLing Fovor: pest ol Y maghe
sPECT 2023:308(2):€221963. doi:10.1148/radiol.221963. "
66%" 64%" 0.68" AT 7. Mffmann e al, Prognostc Value of Noninvasive
Per patient performance BT X
Eetnts Claea Cardiovascular Testn i Paients Wit Stabte
y Increase Chest Pan: Inighs From the PROMISE Triat
Ghreslaion. 20T1135242320-2352. do 10161

CIRCULATIONAHA16.024360.

Months Since Randomization

In patients that were.
treated for CAD,
residual risk from
plaque remained

and contributed to
unfavorable outcomes.

For more information, visit heartflow.com

Heartflow Inc.
331 € Evelyn Ave, Mountain View, CA 94041
info@heartfiow.com | heartflow.com

Heartflow® and the Heartflow Logo® are registered trademarks
of Heartflow, Inc. All other trademarks are the property of their
respective owners. DOC-000398 V3

Coronary CTA is the only test
with a 1A recommendatic he
AHA/ACC Chest Pain Guidelines.

CCTA reliably predicts long-term
risk compared to traditional testing.

60% Black 30% White 10% Gradient

example: FFR . Patient Trifold

QO Heartflow .
If You’re Experiencing

Symptoms of Coronary
Artery Disease, You

May Be A Candidate for
Heartflow FFR_, Analysis

Ask Your Doctor if a Heartflow
FFR.; Analysis is Right for You

The safety and effectiveness of FFR_ Analysis has
not been evaluated for all patient populations and
conditions and may not be appropriate for certain
patients. The FFR_, Analysis process is dependent
on the quality of the imaging data provided by the
ordering physician, such that FFR_. Analysis may

Accurate,
non-invasive
insights.

Heartflow
FFR_, Analysis

FERs Analysis is a non-invasive test that

42

“Heartflow Analysis showed me
a visual of my heart’s blood
flow and blockages inside

my arteries. It was clear that
this was an issue | needed
to take care of. Without
Heartflow I’'m not sure I'd

be standing here today.”

— Heartflow Patient

not be available or effective for use with certain
CT images. If your physician suspects coronary
artery disease and orders a Coronary CT scan,
your doctor may decide that you are eligible for
an FFR_, Analysis. While no diagnostic test is
perfect, FFR_, has demonstrated better accuracy
compared to other non-invasive cardiac tests.?

Insurance Coverage of
Heartflow FFR.; Analysis

FFR., Analysis is covered by Medicare across
and most commercial insurers, for eligible
patients. Your insurance coverage, specific
plan benefits and the type of facility you visit
will determine if you owe anything for the
test. To verify coverage by your plan, ask your
doctor’s office or your insurance provider.

1. Heart Disease Facts. CDC. Accessed December 18, 2024. https://
www.cde.g index.html

2. Heart Attack. CDC. Accessed December 18, 2024. https://
www.cde.gov/heart-disease/about/heart-attack.html

3. Driessen, et al. J Am Coll Cardiol 2019;
Norgaard, et al, Euro J Radiol 2015,

4. Gulati M, et al. Circulation. 2021. doi: 10.1161/CIR.0000000000001029

Heartflow Inc.
331E Evelyn Ave, Mountain View, CA 94041
info@heartflow.com | heartflow.com

©Heartflow 2025. All rights reserved. Heartflow® and the Heartflow Logo®
are registered trademarks of Heartflow, Inc. All other trademarks are the
property of their respective owners. DOC-15597628 V6

Know Your
Heart

Get More Clarity with
Heartflow FFR_, Analysis

Coronary Artery Disease (CAD) is the most
common type of heart disease and the
leading cause of heart attacks.™? It occurs
when plaque builds up in the coronary
arteries, potentially restricting blood

flow to the heart. This can result in chest
pain or even lead to a heart attack.

The symptoms of CAD may vary in frequency
and in how they present between individuals.

Plaque

Artery
Wall

) Normal Artery

Narrowed Artery

Coronary Artery Disease
Most Commonly Presents with
the Following Symptoms

-+ Shortness
of breath

» Chest pain
or pressure

« Pain or discomfort
in one or both arms

« Lightheadedness,
nausea or a cold sweat

How It Works

o)

Scan

Detailed images of your
heart are taken with a
non-invasive Coronary CT
Angiogram (CCTA). If the
scan shows narrowings
in your coronary arteries,
your doctor may order

an FFR_, Analysis.

provides a personal

model o

, color-coded 3D
f your coronary arteries measuring

how plaque build up may be impacting
blood flow. This helps you and your doctor
understand the severity of your disease.

This test provides the most accurate

diagnosi

by cardiology

[

——}

Measure

The CCTA images undergo
advanced Al processing to
generate a personalized,

3D model of your arteries.

Your report will analyze any
blockages and how they
are impacting blood flow.

s of CAD and is recommended
ety guidelines.*

b

v

Act

With all the information
in hand, you and your
provider can make an
informed choice on

the best treatment
pathway for you.

60
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Negative Space & Padding

Generous padding between sections and a thoughtful use of negative space hel p maintain clarity

while margins should stay tight and narrow to keep the design feeling contained a nd deliberate.
<AgEYY¥E<BGOQg°O0Z° " EG°EG%gEA<OZ°EDd % a°ye%°ydEQg°eéyage BeE &9 gBXX¥gi<EE®° EYag g°

from appearing overly segmented or resembling a black-and-white ¢ heckered pattern.

g <®Y¥giEOg<adn® EUgWeZdg

g <®Y¥QgiE ©° EqQEOQg<adn® E a°X%yag
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Round Corners

Round corners are a key element of our visual expression. They allow us to soften sq uare and rectangular
shapes by giving them curved edges, which create a cohesive connection to the de sign of our logo.
The corner radius should be proportionate to the size of the shape—smaller squa res, for instance, should have smaller

X°3°gaEa< ZZiEU%Z¥QE®0%ZeE&ga geE<@E<E«g°ga<¥E 3% 7§ E0% YEN%aGEg E€AgEQYYXYZTYREEH&Z° e

A general rule of thumb would be to set the corner radius to 1:20 of the shortest side of the r ectangle.

r =w/20 r

\d
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Headline Treatment

YyAaE< <0<AE€g<06YageEW° ¥ TE<°ey¥<aE+gedyageiESgYgNGXEE®YmG&eFEyYEgEX<egiE gEag

characteristics with an asymmetrical headline treatment. The forward-m oving angle in
6% gE %og<_ ¥Z7Z°gE¥°XCYyYEE ®WO¥Z%geEOQg<adn® )eEC §E¥7ZE X EaYHE< E&KAYRPAOTEYye
Every design element ladders back to the brand’s simplest form visually and sy mbolically.

\ Declisive
Coronary

~ Care
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Large Graphic Element

U%Qg°EéZ+°ZmX<°0¥ EZ°Xag<ég EZ°EeZ%QgTE°YAEEEXE \HOYLBGE<EXNBLR)LEROE ggeZ-°E
element. Our avatar doesn’t include faded and tapered ends due to the smaller sc ale of its usage, however, Avat
they are included in this large graphic element to convey a greater sense of depth and d imension. / vatar

We should be mindful of and limit text that covers these curves.

Graphic Element

Avatar
Graphic Element
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Logo & Tagline Placement

The logo and tagline €% °y¥ EX°°@Zedg°d¥ E°XXyY EYa°®Z°g°dTEwWithingh ZohipositioN foeengire ° é
X¥g<aEWa<°®° EagX°e°ZBZ°°IEU%Z¥gEng ZWZ¥Z7Z0 EZEE<¥¥®°p RWZ e ETHGE ¥ 7 ER\DE<YYIERE agR®<Z°E
legible and properly locked up, adhering to the established spacing and paddi ng rules outlined in the logo section.

Whenever possible, position the logo and tagline in the top right or bottom left corn ers, creating a sense
CEEW<¥<°XgE<° En°® dEZ€E0% QgE¥°«°Eéga geE<EEOG% gE % ga°Eg¥g®@aag ENEFUraal ¥/ E0% gEY<egEZEEYage€
of placement, always prioritize clarity, prominence, and alignment w ith the brand’s visual structure.
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lllustrations

Use stylized images when introducing our products to convey
concepts or explain how they work at a high level.

Use actual product images when showcasing real features,
functionality, or performance details.
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lllustrations

Platform stylized images showing the arterial tree with
the heart in all three product models, FFR
Roadmap, on both dark and light backgrounds.

-p Plague and
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Data Visualization

When visualizing data, it’'s important to choose colors carefully. The co lors used
here, whether solid or gradient, come from our logo. These accent colors no t only
%ol *%o¥Z*%OE Zjgag°dE <O<EY°Z°O0ETEWYBE%Qg¥YE </ oW 9O omad 6<° EO0%gEZ°€°a®

Invasive Coronary - -

Antiography
with PCI ©

0.8

n =100 n =100
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Photography Direction

The concept of “See CAD” and the revealing of unseen information is a fundament al
aspect of our brand. This theme should be visually represented in our photogr aphy
through carefully crafted compositions and atmospheric elements.
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lconography

In an identity system, the strategic use of symbols, images, and visual elements p lays a crucial role in representing a brand’s
identity, values, and personality. These visual representations are d esigned to create a memorable and recognizable brand image.
For consistent color accuracy across mediums, always use IRFEZX°°EmY¥geE€CaEYAaZLhIE®<BgaZ<¥eE

¥G EZX°°Em¥geE€°aE 7.7 tcudhkas WebYemdik arnfiosteeen-based presentations.
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ASK US
anything'

We're here
to help.

»0g<adn® EtrtwiE ¥¥EaZ+-%0eéEagéga g iEOg<adén® %E
<° EB6%gEOg<adén® Eh°e°Y,E<agEag+Zédgag_E

6a<_g®<ateECEEO(Qg<adn® TET°XIE ¥¥E°0% gaEoda<_g®ridh®dtion or questions, please contact: ) Refumn to Contents
are the property of their respective owners. ®<at¢gdZ° - %g<adn® iX°® DOC-15992392 €V |



