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[Logo



These Logo Guidelines provide a roadmap of '['he Bicester Collection’s visual
identity, with designers (and those commissioning design work) front of mind.

1'hey provide clarity for partners who need to swiftly understand
our brand architecture and logo application.

[f you have any questions about the application of these Guidelines,
please email BrandGuidelines@ValueRetail.com
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Collection Family

Unifying the family whilst
maintaining individuality
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Our Logo:
'['he visual

shortcut to our
DNA

Our logo is the visual representation of our brand and
everything we stand for. It is the symbol of belonging that all
members of our global family can draw on.

It is our collective mission to enrich the lives of our guests,
our brand partners, our communities and our people. Our
logo is a symbol of connection.

THE BICESTER
COLLECTION"



I'he Bicester
Collection Logo

Colour icon

New in 2022, The Bicester Collection logo is the
primary mark for The Bicester Collection brand.
Its distinctive round silhouette unites our
family of Villages around the world.

THE BICESTER
COLLECTION"

The Colour logo should be used in all instances, .
other than where the background colour / Linear
image clashes or renders the logo illegible.

Stacked

THE BICESTER
COLLECTION"



Colour

The colour used in the Collection Colour logo is Bicester ColOuI‘ Values

Blue, created as a Pantone colour especially for The Bicester

Collection.

RGB 3 60 109
CMYK C 100 70 10 40
CMYK U 100 60 0 25




I'he Bicester
Collection Logo

Mono-positive and con
Mono-negative [Logos 4 :

These logos should only be used where the
Colour logo is not applicable.

chcts om the fit, O The IOTES o THE BICESTER THE BICESTER
The colour can be changed to complement COLLECT[ONTM COLLECT[ONTM
the creative layout.

See examples on the next page.

Stacked THE BICESTER THE BICESTER
COLLECTION" COLLECTION"

Mono-positive Mono-negative
Use on light backgrounds where Use on dark backgrounds where

constraints dictate constraints dictate
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'The ‘B’ [con

The Bicester Collection takes its name from our
founding Village and unifies the global collection of
11 Villages.

The ‘B" icon is the embodiment of the powerful
connection between the Collection and each Village.

Graphically, it is inspired by the natural and organic
flowing lines seen in our Village icons. The round
calligraphic strokes echo the visual DNA of our family
as it has grown across the globe; from Europe to China
and soon North America.

The circular roundel creates an elegant embrace
around the centre signifying the relationships that the
brand is built on: between guests, partners, people,
communities and the Villages themselves.
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Size of the
Irademark

Symbol (TM)

'I'he Bicester Collection

The Bicester Collection logo is available with three

izes of the trademark symbol (TM).

THE BICESTER
COLLECTION

THE BICESTER
COLLECTION

Medium (M)

THE BICESTER
COLLECTION"

Small (S)

At 100%, the size of each logo version has a
orrectly scaled trademark.
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Fxclusion Zones

'|'he Bicester Collection

There is a required exclusion zone around the logo for a safety/
clear space. This is the equivalent to two stacked 'B's taken
from 'Bicester' in the logo as shown opposite.

The above principles should be applied after the logo has been
resized to suit the layout.

THE BICESTER
COLLECTION

©

THE BICESTER
COLLECTION



[Logo and Partner
Usage

'|'he Bicester Collection

Use the exclusion zone to define the relationship between
The Bicester Collection and any other partner logo. Always
include a thin dividing line to distinguish our logo from a
partner’s.

Partner logos should always be of equal weighting to the
Collection logo and should never appear to be of greater
importance. Where literal size matching is not appropriate,
try to balance the overall weight of both logos harmoniously.

There is a required exclusion zone around the logo for a safety/
clear space. This is the equivalent to two stacked 'B's taken
from 'Bicester' in the logo as shown opposite.

The above principles should be applied after the logo has been
resized to suit the layout.

THE BICESTER
COLLECTION

THE BICESTER
COLLECTION
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1o Avoid

Altering The Bicester Collection logo dilutes
the brand message.

Ensure that you use the most up-to-date

artwork files to avoid older implementations
of the brand.

Never alter the files supplied, recreate the
artwork or substitute the fonts.

Please see a few examples on the right of

some of the more commonly made mistakes.

‘@

THE BICESTER
COLLECTION

DON'T distort the logo

x 0

THE BICESTER
COLLECTION

DON'T scale or change the colour
of individual elements

X ©

THE BICESTER
COLLECTION

DON'T change the colour of the font
when using the Colour logo

X @

1'he Bicester
Collection

DON'T change the font
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1he Village
[LOgos

Colour LLogo - Stacked

The Village logos are available in two variants -
stacked and linear. Use the variant that best suits
your application.

The Colour logo should be used in all instances,
other than where the background colour /
image clashes or renders the logo illegible.

&

S 2

BICESTER
VILLAGE

MAASMECHELEN

VILLAGE

KILDARE
VILLAGE

LA ROCA
VILLAGE

FIDENZA
VILLAGE

LAS ROZAS
VILLAGE

WERTHEIM
VILLAGE

LA VALLEE
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INGOLSTADT

VILLAGE

SUZHOU SHANGHAI

VILLAGE

VILLAGE
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1he Village
[LOgos

Colour LLogo — Linear

The Village logos are available in two variants -
stacked and linear. Use the variant that best suits
your application.

The Colour logo should be used in all instances,
other than where the background colour /
image clashes or renders the logo illegible.

BICESTER
VILLAGE

LA VALLEE
VILLAGE

O

WERTHEIM
VILLAGE

o

SUZHOU
VILLAGE

LA ROCA
VILLAGE

MAASMECHELEN
VILLAGE

INGOLSTADT
VILLAGE

SHANGHAI
VILLAGE

LAS ROZAS
VILLAGE

FIDENZA
VILLAGE

KILDARE
VILLAGE
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1he Village
[LOgos

Colour LLogo - Icon

The Village icons are used for key parts of our brand
communication (e.g. social media and architectural features).

Don't use the Village icons in isolation unless referring to the
corresponding Village in the same communication.




1he Village
[LOgos

& @

Mono-negative LLogo - :
BICESTER LA ROCA LAS ROZAS LA VALLEE
Stacked VILLAGE VILLAGE VILLAGE VILLAGE

This logo should only be used where the
Colour logo is not applicable.

The Village icon and halo are always the lightest
objects on the page. @ ég

Use on dark backgrounds where constraints dictate.

e I | h | MAASMECHELEN FIDENZA WERTHEIM INGOLSTADT
€ COolour can be change to compementt e creative VlLLAGE VlLLAGE VlLLAGE VILLAGE

)

KILDARE SUZHOU SHANGHAI
VILLAGE VILLAGE VILLAGE




1he Village
[LOgos

Mono-negative LLogo -
[.near

This logo should only be used where the
Colour logo is not applicable.

The Village icon and halo are always the lightest
objects on the page.

Use on dark backgrounds where constraints dictate.

The colour can be changed to complement the
creative layout.

@ BICESTER

=/ VILLAGE

@ LA VALLEE
VILLAGE
WERTHEIM
VILLAGE
SUZHOU
VILLAGE

® @ B ®

LA ROCA
VILLAGE

MAASMECHELEN
VILLAGE

INGOLSTADT
VILLAGE

SHANGHAI
VILLAGE

@

LAS ROZAS
VILLAGE

FIDENZA
VILLAGE

KILDARE
VILLAGE




1he Village
[LOgos

Mono-negative LLogo -
[con

This icon should only be used where the
Colour icon is not applicable.

The Village icon and halo are always the lightest
objects on the page.

Use on dark backgrounds where constraints
dictate.

The colour can be changed to complement the
creative layout.
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1he Village
[LOgOos

Mono-positive LLogo -
Stacked

These logos should only be used where the Colour
logo is not applicable.

The Village icon and halo are always the lightest
objects on the page.

Use on light backgrounds where constraints dictate.

The colour can be changed to complement the
creative layout.

&

S

BICESTER
VILLAGE

VILLAGE

LA ROCA
VILLAGE

MAASMECHELEN FIDENZA

VILLAGE

KILDARE
VILLAGE

LAS ROZAS LA VALLEE
VILLAGE VILLAGE

WERTHEIM INGOLSTADT
VILLAGE VILLAGE

SUZHOU SHANGHAI
VILLAGE VILLAGE
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1he Village
[LOgOos

Mono-positive LLogo -
[.near

These logos should only be used where the Colour
logo is not applicable.

The Village icon and halo are always the lightest
objects on the page.

Use on light backgrounds where constraints dictate.

The colour can be changed to complement the
creative layout.

BICESTER
VILLAGE

LA VALLEE
VILLAGE

O

WERTHEIM
VILLAGE

o

SUZHOU
VILLAGE

O

LA ROCA
VILLAGE

@ MAASMECHELEN
VILLAGE

INGOLSTADT
VILLAGE

SHANGHAI
VILLAGE

LAS ROZAS
VILLAGE

FIDENZA
VILLAGE

KILDARE
VILLAGE
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1he Village
[LOgOos

Mono-positive Icon

This icon should only be used where the
Colour icon is not applicable.

The Village icon and halo are always the lightest
objects on the page.

Use on light backgrounds where constraints dictate.

The colour can be changed to complement the
creative layout.
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Fxclusion Zones

Village [Logos

There is a required exclusion zone around the logo for a safety/
clear space. This is the equivalent to two stacked 'V's taken
from 'Village' in the logo as shown opposite.

The above principles should be applied after the logo has been
resized to suit the layout.

LA ROCA
VILLAGE

MAASMECHELEN
VILLAGE



[Logo and Partner
Usage

Village LLogos

Use the exclusion zone to define the relationship between
The Village and any other partner logo. Always include a thin
dividing line to distinguish our logo from a partner's.

Partner logos should always be of equal weighting to the
Village logo and should never appear to be of greater
importance. Where literal size matching is not appropriate, try
to balance the overall weight of both logos harmoniously.

There is a required exclusion zone around the logo for a safety/
clear space. This is the equivalent to two stacked 'V's taken
from 'Village' in the logo as shown opposite.

The above principles should be applied after the logo has been
resized to suit the layout.

Partner Logo

LA VALLEE
VILLAGE

LA VALLEE
VILLAGE

Partner Logo
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1o Avoid

Altering the Village logos dilutes the brand
message.

Ensure that you use the most up to date artwork
files to avoid older implementations of the brand.

Never alter the files supplied, recreate the artwork
or substitute the fonts.

X X%

WERTHEIM W 3THE_IM
VILLAGE VI AGFE

DON'T distort the logo DON'T change the font

X X
WERTHEIM VILLAGE  WERTHEIM

VILLAGE

DON'T re-arrange the elements DON'T change the colour of the
in the logo font when using the Colour logo

3
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Dual Village

[Logos for Spain,
Germany, China

When two or more Village logos are used together, please
adhere to the exclusion zone principles as referred to earlier

in these guidelines.

SUZHOU
VILLAGE

SHANGHAI
VILLAGE

SUZHOU
VILLAGE

SHANGHAI
VILLAGE

WERTHEIM
VILLAGE

INGOLSTADT
VILLAGE

WERTHEIM INGOLSTADT
VILLAGE VILLAGE

LA ROCA
VILLAGE

LA ROCA
VILLAGE

LAS ROZAS
VILLAGE

LAS ROZAS
VILLAGE



lypography
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[Latin 'lypefaces

Primary typeface

SangBleu Kingdom

SangBleu Kingdom is a sans-serif typeface designed by

Swiss Typefaces. The design is classified as a sans-serif

but features many serif-like qualities such as the teardrop
terminals on the g, c and s, along with a strong contrast
between thick and thin strokes. SangBleu Kingdom is available
in five weights with matching italics as well as a companion
serif version.

SangBleu Kingdom
Light

ABCDEFGHIJK
LMNOPORSTU
VWXYZ

abcdefghyklmn
OPrstuvwxyz

1234567890
PEEI&%
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[Latin 'lypefaces

Secondary typeface

BrownStd

BrownStd is a minimal geometric sans-serif typeface designed
by Aurele Sack and released through Lineto.

A key benefit is that BrownStd includes several stylistic
variants. BrownStd is available in four weights - thin, light,
regular and bold - each with matching italics.

BrownStd
Thin

BrownStd
Light

BrownStd
Regular

BrownStd
Bold

ABCDEFGHIJKLMNOPQRSTUVWXY Z
abcdefghijklmnopgrstuvwxyz
125456/8901°5€ 5%

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890!1?2£€S&%

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890!1?£€S&%

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890!1?2£€5&%
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[Latin 'lypefaces

Formatting

This formatting should be used as a guide; it's scaled to
work across A4 marketing materials. Be mindful of the
leading when scaling up any of the font sizes.

Headline
SangBleu Kingdom Light

Sub-heading
SangBleu Kingdom Light

Quote
SangBleu Kingdom Light Italic

Body
BrownStd Light

Small Copy
BrownStd Light

Headline

T'his 1s a sub-heading

1his 1s a guote

We opened the first Village in Oxfordshire’s Bicester in 1995. There
are now 11 Villages in Europe and China, each with its own unique
collection of boutiques with savings of up to 60% and more in
Europe and up to 80% in China. The Villages are in diverse locations,
but our mission has always been the same: to create extraordinary
experiences for our guests.

This can be used for dates and additional information such as terms and conditions.



Chinese 'lypefaces

Primary typeface o et EC T 45 I P A 52 51) v 55 )M
R EHOK = E 25 A B {5 B A A AR
RIE TS E /L=

Secondary typefaces A ECERYS 43 2= 51 L s 73
CHERARK=CBETPRSETELHEMF
RERNEERE=NM

N e i LRSI 25 g N
CHEER=EET I SEEEIBMK
mEEMmER A= S

Coto e e b RS R BR 5 s N
CEHE K =P E T AL EEE A A
N EMEE /R EZ AR
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Chinese 'lypefaces

Formatting

This formatting should be used as a guide; it’s scaled
to work across A4 marketing materials. Be mindful of
the leading when scaling up any of the font sizes.

Headline
HYZhongXiuTiJ-Medium

Sub-heading
HYZhongXiuTiJ-Medium

Quote/Author
HYZhongXiuTiJ-Medium

Body
Noto Sans Light

Small Copy
Noto Sans Light

PN 1Yl

X2 Bl Pl
FEF S IR TR, FRERERNE. "

EBZERCR BT R T L BEFEERX, Bt LBt ERX, 1F
A CLEHTRIEYIN RS BV—05, XEERENRINWYIME. E5rFLER
5o Hil, EABI180EEm/E MmN, (LR T EIR AT 2w, 38507
mEFREE, AERIN 8K SE 22 EE]eISH—
PIEE LRI R =

EBZERR BRI T EBEROREREK, BB EEBtEERK. FN RN RI” —R, XERNEAIMRIUY
VIR 28 BIALERSS.
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Korean '[ypefaces

Primary typeface

Sccondary typeface

AppleMyungjo
Regular

Noto Sans CJK
KR Light

Fhicketnbibatol it s el ket
123456789017 £€5&%

LR O PAFORREXLZ E TS}
123456789017 £€5&%



Korean '[ypefaces

D

Formatting sppleMyungjo g L 7]

This formatting should be used as a guide; it's scaled
to work across A4 marketing materials. Be mindful of
the leading when scaling up any of the font sizes.

Sub-heading |= Xﬂ 'CH ‘]
AppleMyungjo Regular '
Quote/Author ”Ol <@ ] AFO|M
Noto Sans CJK KR Light L. O — | HdHd
Body 19959, Mol= SA X EMO| H|AHOM & Z2[X|e] 2= EUSGLICL A 78

Noto Sans CJK KR Light o} 2 Folof 11322 WalXS 2% F0|H, 2t Walx|o] 1Rt KE|T 22 Mo
N 7E LH %] H60%, &= Ul Z[CH 80%< %“&"é M=ot gLtk Ee[Xl= &
/| Ef% A0 @Ko AKX 02 2|2 S8t S AASI A} Sh= GAL
of AFEE f% STt

Small Copy 0|2 e Lmet 0|gotRt So| 7t HBE J|sts o AHEY 4 QLICh=

Noto Sans CJK KR Light
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Cyrilhic 'Typefraces

Primary typeface

Sccondary typeface

Arno Pro
Regular

Noto Sans CJK
KR Light

ABBIAEEXK3UMKAMHOIIPCTY
OXITYIIII BBIbAKOAI

a0BIrAEEX3UNKAMHOMPCTYPXIUIIIbbIbIIOSI

123456789012£€$& %

ABBIAEEX3VVIKAMHOMPCTY
OXUY LWL BbIbIHOA

ADBrAEEX3NNKAMHOMPCTYMXUY L bbIb3HOS
1234567890!7£€5&%
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Cyrilhic 'Typefraces

Formatting

This formatting should be used as a guide; it's scaled
to work across A4 marketing materials. Be mindful of
the leading when scaling up any of the font sizes.

Headline
Arno Pro Regular

Sub-heading
Arno Pro Regular

Quote/Author
Arno Pro Regular

Body
Noto Sans CJK KR Light

Small Copy
Noto Sans CJK KR Light

3aroAOBOK

Iloa3aroAOBOK

«IuTaTta>

Haw nepBbIv Oy TUK-FOPOAOK Dbl OTKPbIT B 1995 roay B bucTepe,
rpadpcTBO OKcopawmp. CerogHs B EBpone 1 Knutae HaCc4MTbIBaeTCH
11 6y TUK-rOPOAKOB, B KAXXA0OM 13 KOTOPbIX NPeACcTaBAeHa YHUKaNbHas
KonneKkuns byTUKOB 1 NpeanaratoTcs ckuakm go 60% B EBpone

00 80% B Kntae. By TUK-TOPOAKM pacnonoXeHbl B CaMbIX Pa3HbIX
MEeCTax, OfIHAKO VX LUeNb OCTaeTCs eAnHON: AapuTb He3abbiBaeMble
BMevyaT/ieHns HaWWM roCTSM.

B 3T0OM 061aCcTV MOXHO A06aBUTH AaTbl ¥ AOMOAHUTENBHYIO MHPOPMALIMIO, HAaNPUMep NpaBuaa 1 yCNoBKS.
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Arabic 'lypefaces

Primary typeface

Secondary typeface

Adobe Arabic
Regular

GE SS Two
Light

cic&cb c,b cub <uo ch cwcjgcs ) céctc&ckﬁ) (C:J ck:) c‘
§ 9 D cd c? cd cé) cé cLé
Z31AAVT0LYYY

LE. lg Lb Lb LL}Q. {UA LLJ.U (L Lj (] A A Lé Le le LL_J UJ U LT
\"5 Q9 o) LU (O Ld LLCJ L@ We
[STANVOEFT |
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Arabic 'Iypefraces

Formatting

This formatting should be used as a guide; it's scaled
to work across A4 marketing materials. Be mindful of
the leading when scaling up any of the font sizes.

Headline
Adobe Arabic Regular

Sub-heading
Adobe Arabic Regular

Quote/Author
Adobe Arabic Italic

Body
GE SS Two Light

Small Copy
GE SS Two Light

st ) Olgis

=9 Olsis i

’

TR T A V-

W) aunlg1995 role (o pubajgo i agldeinléol finy .o @Lo Jol elitol liod
6210) Laiol laio J5 Ao tnllg Lgjgl elail (oo 6 itiio @t dang 11 YU
ol Log Lol (0 11519 160 LJ] Uty j10gill Liagye 289 faliodl (o

Loga Al viliA Uioao Uh)Adeqgiio Uhlol o e\l Ulavng puiniii .l o 180
LoguAlale pe w)laldita) ude gl uyag

.olAanlig lhguill Jio drolnltilogleog &ujlaill JAa)l dalioll oda olaAiwl (1Ao)
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Japanese |ypefaces

Primary typeface

Secondary typeface

Kozuka Mincho
ProN EL

Noto Sans CJK
JP Light

DNIABNEITEUITHLTZED LI
BAADIFOSNEEATBDHERDIH D 5115

D h
1234567890 7 £E€T &%

HWDODAENTUTCTLIBEETEHEDTLARIC
BIADIETOINIEEATHHRPDRID SN

N7 A
1234567890! ? £€S &%
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Japanese |ypefaces

Formatting

This formatting should be used as a guide; it's scaled
to work across A4 marketing materials. Be mindful of
the leading when scaling up any of the font sizes.

Headline
Kozuka Mincho PréN R

Sub-heading
Kozuka Mincho PréN R

Quote/Author
Kozuka Mincho PréN R

Body
Noto Sans CJK JP Light

Small Copy
Noto Sans CJK JP Light

2

CHUSRIE T
U IHTY

OTD T4 Ly IlE 1995FICA VIR TH— R v —DERZ—|CA—
Y LEL BEFEIFEMSEEN R T T v I EXoIID T Ly oA T—0O
WINEREICIAHD A—O /N TldEmA60%. FETIFEA80%DE!F [H
BELAWVTEITE T, T Ly DldZ2ek0T—>a | ELTVETHN
FTBEDZ Y gUNEEDLDFH A FNUIBERRICEBS LWVMEAERZSEIT
5T,

COAY =2l BYPHRIBRNREDEBMBRICERTEET,



Colour
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Bicester Blue

RGB
CMYK C
CMYK U
PANTONE
HEX

Dusk Pink

RGB
CMYK U
PANTONE
HEX

3 60 109
100 70 10 40
100 60 0 25

Bicester Blue
033c6d

234100 120
073430
198U/709C
eab4/8

Gold Foil

RGB
PANTONE
HEX

186 155 55

FOILCO 6629

ba%b37/

Burnt Orange

RGB
CMYK C
CMYK U
PANTONE
HEX

225110 6
0 69 100 2
057990
158U/158C
el6e06

Digi-leal

RGB

PANTONE

HEX

Lucky Red

RGB
CMYK C
CMYK U
PANTONE
HEX

17 190 193
319U/319C
NMbec?

212 0 50
2100 85 6
596820
186U/186C
d40032




Photography and Film
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F1lm and
Photography
Principles

We aspire to showcase the regional flavour of the
Villages in all their many unique colours and textures,
while remaining focused on maintaining the integrity
and visual identity of The Bicester Collection™. We
achieve this by following these guiding principles.

Observation and Authenticity

From the supple leather of a coveted designer
bag to the delicate sheen on a pastel rainbow
of dainty macarons, from the intricate
sculpting on a roof cornice to the startling
flash of a host’s red cape, our photography
and film should tell compelling visual stories
for each of our asset categories, all captured
in a genuine, heartfelt moment where the
image speaks for itself.

Approachable but Inspirational

Visually, our aim is to capture the essence,
variety and vitality of each Village with
relaxed, relatable and naturally lit film and
imagery that has a premium and aspirational
edge. Be it a guest, an influencer or an artist,
always tell the human story with energy,
warmth and emotion using detail and nuance
to complement the narrative.
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Film and Photography Principles (Continued)

[1ight and Colour

Imagery should be sensitively retouched
so that all photographs and films are
consistent and in keeping with our brand
visual identity

Natural, outdoor lighting is preferred, and
colours should feel rich, vibrant and ‘alive’.
Do not oversaturate or wash out colours
Grading of visual assets should be slightly
warm in tone, highlights should be clean
and bright, and shadows should display
depth but should not be overly contrasted
Use a considered approach to colour to
produce timeless images that convey the
enduring quality and sophistication of

our style offering. Complementary and
accent colours should add interest without
overwhelming a composition

Composition

When capturing general images or film,
shoot in landscape format but always
consider the frame for portrait application
When shooting for social media, portrait
format is preferred (86% of people view
their content on a phone)

Establish the focal point of your shot
and what you are aiming to convey.
Don't overcomplicate the visual with
props or unnecessary extras. Keep it
simple and sophisticated

Sound

When creating film, music adds powerful
emotional impact, uplifting the visual content
and further engaging the viewer.

e Defer to an uplifting, instrumental score.
Use lyrics with caution

e Include your proposal for music in your brief
and always check licencing and usage rights



48

[f you have any questions,
please email
BrandGuidelines@ValueRetail.com



THE BICESTER
COLLECTION"
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CHINA SHANGHAI VILLAGE SHANGHAI | SUZHOU VILLAGE SUZHOU
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