Building our brand:
Stronger together

OOOOOOOOOO

A, Southern Company



Welcome!

Our Southern Company brand conveys who we are and unites
us in our shared purpose of building the future of energy for
the customers and communities we serve. Presenting ourselves
consistently and distinctively underscores the strength of our
system, enhances our reputation for excellence, and maximizes
brand equity across our family of brands.

Our shared goal is to support the continued success of business

and brand. We developed these guidelines to help us accomplish
this goal. Refreshing our messaging and visual presence helps us
reinforce relevance and ensure new freshness and flexibility.

What you'll find inside is an overview of all elements of our
brand, and how they come together to create a cohesive
expression of who we are. With these specifications and design
examples, we hope to empower everyone with the capacity and
the passion to effectively communicate our brand to the world.
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What we
stand for
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Who we are

Our purpose

Why we do what we do

Building the future of energy

We bring customers the vital energy and solutions that drive growth and prosperity

Our commitments

What we deliver
Trusted solutions

We are bold and optimistic in our vision for
the future and thoughtful in how we get
there, empowering our expert employees
to proactively build what works for the
people and communities we serve—
delivering resilient operations, clean and
affordable energy mix, superior safety and
financial performance.

Our design principles

Community value

The people we serve are not only

our customers, our employees and

our shareholders, they are also our
neighbors. And we devote our time

and resources to making a positive,
meaningful impact on the communities
we serve. Whether it's energy progress,
social, economic, or environmental
progress, we consider what better looks
like and work collaboratively with our

operating companies to make it a reality.

Leadership through action

We own the responsibility of finding the
best path forward, working tirelessly

to advocate for renewable energy and
rigorously evaluating the innovative ideas
and solutions that will get us to our goal
of net-zero carbon operations. More than
that, we take action and implement, so
our communities and customers get the
best of what's next.

How we feel

Make it authentic
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Give it meaning
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' Y. .
Our design principles N Rl .

Make It
authentic K,

We demonstrate empathy and relatablhty to . w
the customers, communities and partners Who " ,
rely on us by presenting our brand through a
lens of "real-ness” and authenticity.

Why it works:
Presents as more relevant, relatable and appropriate for the tlm
Communicates “real” rather than “over-polished” T
Reflects our diverse communities through imagery that feels in thé’.
Humanizes our impact by featuring the people and communities )y
front and center et IS -

How to execute:
Choose authentic, less ‘perfect’ imagery : :
Highlight the people and communities we serve, (generally) placmg Iess«- ]
emphasis on us and our brand elements e /
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Our design principles

Show
momentum

We're motivated to improve the daily
of our customers and the future of o
communities, and we convey our optin
and commitment to progress through't
vibrant and dynamic expression of our

Why it works:
Creates a more energized, active expression, built for the dlglt
through bold scale and cropping and dynamic perspectives
Conveys our impact, progress and innovation through storytellir
tangibly demonstrate industry leadership

b
.

How to execute:
Choose active and energizing imagery and language to show. m
represent progress in the modern world i
Use bold scale and cropping, and dynamic perspectives to reflec,
leading position
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Our design principles

Give It

meaning

Our ultimate focus is on meeting and
exceeding the needs of the people we
serve every day, and we honor that
focus and those we serve by applyin' '
elements with simplicity and intention.

kY

Why it works: ‘
- Highlights our vision through use of singular, si nple Visua ,
W% all subj

- Provides more ability to flex the toolkit to speak
matter in a considered, personalized way

How to execute: \
- Apply elements with intention and purpose

- Focus on one main visual element at a time

- Use generous white space

SR

&
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How we ook

Leading with focus
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Our design tenets are key to consistency and creating focus

v

Authentic customer-
centric photos with a
strong focal point

- Photos that elevate and
focus on the people and
communities we serve

- Photos that frame subjects
and impact through strong
depth of field with simple
surroundings and bold

cropping

- Photos that naturally show
our energetic brand colors,
if possible

Building the
future of energy

v

A single color spectrum,
elevating one color family
atatime

Flexible single color family
approach that aligns with
message/information or
surroundings of the design
(but not by business, as
that approach was deemed
restrictive, limiting and likely
to stifle creativity)

Intention is to collectively
show a vibrant, prismatic
approach to color, applied in
a focused, coordinated way
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Dynamic patterns that
direct the eye forward

Intended for use sparingly
as a background

- Aims to spotlight our
forward-looking purpose
of building the future of
energy

v

Clean, modern typography
reflecting our leadership

- Large-scale, lightweight

headlines and bold subheads
to express confidence and
leadership

- Serif typeface used sparingly

to differentiate quotes and
key data

- Text in black to show

strength, commitment,
determination

<

[C—

185,000

L

v

Crisp linear illustrations
with vibrant highlights

Linear style illustration
highlights key subjects with
monochromatic color and
one accent for pop

Breadth of skin tones
represented to show
diversity
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Visual identity system at a glance

@|
||
Performance [
and resilience &)
< < Posts
(&) southerncompany> - (&) southerncompany > Building the future of energy

Katrina Visitor 185,000 30% ) S—— e
$2.50 pershare Mitchell Smith acres conserved Solar power Q

by 2023
Title goes here 30 Allen Plaza Event name
— 77

©a

Stay up to date on the latest company news

Southern Company News

[\ 2

a Q ® Clean Energy

$50 million
pledged

- 03 e ”
== )

Community Spotlight: Buildi
abrighter future

g
Building the Building the
future of energy if

A Souther Compony A souranCame \

"It is an exciting time to be at Southern
Company. The projected historic growth
across our electric service territory presents
incredible opportunities for both our
company and the communities we serve”

Section divider

Adiverse generation fleet s good for everyone

Desaption

Section divider —

1
-~
A
v
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Brand elements

We use our brand elements, illustrated below, know who we are and what we stand for—and
across all of our communications regardless we will continue to build equity and recognition
of the business, region or channel. Through for our brand and differentiate ourselves from

consistent application, our audiences will always our competitors.
Logo Typography Color

Patterns

4. Southern Company [IBEIANERERE
Light for headline

Bernina Sans Bold
A for sub headline ‘ .
Southern Bitter family . '
Com pany for facts, figures and quotes

Imagery lconography Infographics

Southern Company enterprise brand guidelines. October 2026.
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Logo

Our logo is the most prominent
and recognizable symbol of
who we are. Through its colors,
dynamic forms and typography,
we express our brand purpose:
to build the future of energy:.

Southern Company enterprise brand. guidelines. October 2026.
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Logo

Our symbol features Southern Company's iconic
red triangle atop new components in a fresh
color palette, signifying the increasing breadth
of our capabilities and our commitment to
better delivering clean, safe, reliable and afford-
able energy. The prominent position of the

red triangle suggests both leadership and our
drive for growth and prosperity.

The bright light-green and light-blue colors
convey vitality and a spirit of optimism; their
overlap creates a sophisticated dark blue to
signal our expertise and dependability. This
dynamic and open symbol speaks to our
future of possibility and innovation, while the
transparent, layered shapes speak to our
culture of working together.

We compose our wordmark in a well-crafted
typography, with angled edges to represent
our warm personality while hinting at our
visionary outlook. The sentence-case type style
in a neutral gray adds a modern, human touch.

The symbol and wordmark appear together. Never
manipulate the symbol or use with other text.

~a Southern Company

Our symbol

Southern Company enterprise brand guidelines. October 2026.
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Horizontal logo and portfolio of brands

The Southern Company logo is the cornerstone
of our visual identity and the basis for all
other logos in our portfolio. Most of our logos
share the same symbol and type style to
create a strong, unified visual expression of
our brand*

*Gas retail is the exception, per legal and regulatory
requirements. Other exceptions may be established
in the future.

A, Southern Company

A Alabama Power

A Southern Power

A, Southern Company Gas

A Nicor Gas AVirginia Natural Gas

A Southern Linc

Southern Company enterprise brand guidelines. October 2026.

A Georgia Power

A Atlanta Gas Light

A Southern Telecom

A Southern Nuclear

A Mississippi Power

Chattanooga Gas

A PowerSecure
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Vertical logo and portfolio of brands

ad

Southern
Company

A

Our symbol

Our wordmark

A

="\

Alabama
Power

A

=\

Southern Company
Gas

A

Ll

Georgia
Power

A

=\

Atlanta
Gas Light

A

=~ \

Southern
Linc
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Gas
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A

=\

Southern
Power

A
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Nicor Gas

A

="\
PowerSecure

A

="\

Southern

Nuclear

A
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How we use our logo

To build equity and recognition for our brand,
we prefer to use our full-color logo with our
company name whenever possible, unless strong
functional or aesthetic design reasons require
alternate versions.

Note: Please refer to our Logo artwork page for more
details on logo variations.

Maximize presence and impact

We use our vertical logo when there
is limited horizontal space. Be sure to
fully represent our company name
along with our symbol.

Building the
future of energy

Southern B
TWEETS  FOLLOWNG  FOLLOWERS  LiCe .
Company 3591 926 BK 2915 oo,
Tweets  Tweets &repies  Media New to Twitter?
Lokl = Sign up now to get your own
@ Souther Company personalized timeline!
e future of energy A Southor Power weCo - Aug 10
333333 GoeTs sahe #BehindTheScenes: #SouthernPower's Roserock #solar facility w/ m
" @Recurrentenergy, will generate 150+MW.
9 usa = -
& southemcompany.com o o ~ .
i K N You may aiso like - Refres

@ Bomin 1912

63 420 Photos and videos. e
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®)

Focus on the customer ............ >

For most applications, we
place the emphasis on the
image—focusing on the
people we serve.

Be practical

We may use our symbol without
our name for select applications,
such as an app icon or the front

of a hard hat.

0000 ATRT LTE 2:43 PM

DO ®

Nicor Gas Settings Calendar

Weather

Play Witk

a purpese

Why are we the Official Energy:Company
of the PGA Tour and Proud Partner of 1ot
Championship? Because building the
future of energy starts here, in Our own
backyard. Over the years, we'vehelped
raise more than $32 million for education;
health and wellness programs, and

neighborhood revitalization.

~= Southern Company

Ensure logo visability

The logo can appear on a
color pattern as long as the
symbol remains clear with
sufficient contrast.

1
-~
A
v
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Clear space and minimum size

Clear space Clear space

The gray dotted lines in the illustration at right
represent the clear space that we leave around
the logo to ensure its visibility and presence.

The minimum clear space on all sides of the 6% 1 : :

logo equals 65% of the height of the symbol. T S

The clear space within the symbol should always H ‘

show as negative space and not be filled in with A Ou e rn OI I I pa ny

white. s ST UPUPUUTORREST Ut DU A SR
65% H

Minimum size

Minimum size is the smallest size to
safely reproduce the logo for either print
or digital applications.

To ensure quality reproduction, do not reproduce
the logo with the height of the symbol smaller

. o Minimum size
than 0.2 inches or 5 millimeters.

Note: To present a clean graphical treatment of the logo,

we prefer using our logo without a ™ symbol. B N ) R
H=02inorsmm 4a SouthernCompany. . Lo A
Southern
A Company
Our logo should never
appear smaller than this.
Southern Company enterprise brand guidelines. October 2026. = 7?2 <> 18



Clear space and minimum size ..

Follow the approved clear space and
minimum size specifications when using
any of the logo variations.

Southern Company enterprise brand guidelines. October 2026.

Clear-space examples

- A o A
%Southern§ ............... ~.Nicor Gas .

Minimum-size examples

........... A
Georgia Southern Atlanta
Power Nuclear Gas Light
A, Alabama Power 4 SouthernlLinc A, NicorGas._.
= ?2 <>
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Logo artwork — Horizontal

Full-color Full-color reversed One-color or special usage, black* One-color or special usage, white*

A, Southern Company ~= Southern Company A Southern Company Z= Southern Company

A

Note: To present a clean graphical treatment
of the logo, we prefer using our logo without
a ™ symbol.

*One-color or special usage logo variations
are for use on applications for aesthetic
design reasons or when special techniques
such as etching, embossing or one-color
embroidery are required.

il
~J
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Logo artwork — Vertical

Full-color Full-color reversed One-color or special usage, black* One-color or special usage, white*

s A A

=\ e sal\ PN\

Southern Southern Southern Southern
Company Company Company Company

Note: To present a clean graphical treatment
of the logo, we prefer using our logo without
a ™ symbol.

*One-color or special usage logo variations
are for use on applications for aesthetic
design reasons or when special techniques
such as etching, embossing or one-color
embroidery are required.

il
~J
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Helpful tips for using our logo

Respect the integrity of our logo at all times. Any modification of the logo confuses its meaning
and diminishes its impact. Apply these same principles when using any of our logo variations.

A Southern Company

A
Georgia
Power

A Southern Company

Better energy fory
Brighter futures for

Let's build together

In the news

A Southern Company

Do use only the approved logo artwork.

Do use our stacked logo variation only
where horizontal space is limited.

Do respect the minimum clear space
around the logo (65% of the height of
the symbol).

A

Electric
Living

A, Southern Power
A Southern Company

A Alabama Power
Newsletter

Do ensure the legibility and visibility of the
logo on any background.

A\ Southern Company

Do not create unapproved logos.

Southern Company enterprise brand guidelines.

Do not add any unapproved text or
elements to the logo.

October 2026.

Do not violate the minimum clear space
requirements by placing any unapproved
text or graphics too close to the logo.

Do not rotate the symbol.

il
~J
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Helpful tips for using our 1080 e

A
A SouthemCompany 2 Souther Company Atlanta za A, Nicor Gas

Gas Light
Do not distort, condense, stretch or modify Do not recreate the logo in another typeface Do not alter the size and relationship or Do not add a drop shadow to the logo.
our logo in any way. or alter the color of the logo. rearrange any elements within the logo.

& BRraran B
N

A
ﬁ V“WSNVYNVY
2 4 A

4 » 4 » future of energy

Alabama
Power

II/

I/lll Iﬁllllll\\\\\
/] LAY

Do not use our logo on a background that Do not use our logo as a holding shape for Do not create unapproved patterns. Do not use our logo as a graphic pointer
may compromise the legibility of our logo. imagery or graphics. for messaging.

il
~J
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Colors

Our unique color palette expresses
our personality and helps our
customers recognize us among our
peers. Southern Company red is bold
and energetic, an important link to
our heritage. The light green and light
blue, along with our other bright
colors, infuse our brand expression
with a sense of liveliness, while the
darker colors convey dependability
and sophistication.

Southern Company enterprise brand. guidelines. October 2026.
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How we use our colors

Building the ™

To build equity and recognition for our brand, future of energy ¢
we use our color palette exclusively. Add vibrance ..............5 John it Jana 202

A single color spectrum,
Applying color in a focused way helps present elevating one color
purposeful and sophisticated content. We family at a time. "It is an exciting time to be at Southern
prefer to use a flexible single color family Company. The projected historic growth
approach that aligns with the message or across our electric service territory presents

surroundings of the design, creating depth in an
engaging and coordinated way. This collectively
shows a vibrant, prismatic approach to color. .

Additional colors, outside of a specific color Section divider
family, can be used to help differentiate various
data points in complex charts and graphics. Adiverse generation fleet is good for everyone

What we've used (GWHs of energy) 100%

We are one of the only US. utilities pursuing
an "l of the above" net zero energy strategy. 80%

reducing emi ile also m:
reliability and affordability for our cu

QTP Build brand equity ox

We use the red from our
logo in this high-visibility
application to stand out
among our competitors.

Others  ® Renewables M Naturalgas M Nuclear M Coal

: 1 A

Mississippi
Power

USDOT 000000

My usage

Total kWh used
Koveeenn Be purposeful

9 07 1,097 We use color to zoom in

on important information.

Average daily cost

This month
Last month

One year ago

Days in billing period

il
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Choosing a color family for your communications

We recommend selecting one family of focus for each document or project. This delivers intention
and focus at the project level—a sense of depth. Our customers and key audiences will also
experience the full breadth of our palette over time and through further interaction with various
brand elements. The extended range of colors within each family provides greater flexibility in
designing your communication. Choose colors based on the tone of your messages and consider
full-bleed color for visual pacing and impact.

Resources and g % | The steps'

We use brighter tones to ««----3 oo -
& > responsibil we take

make the communication

i Conserving the future == S _‘ The future of energy
feel energEtlc' of e 3 § SN across the board

X
2

“I'm confident that we are preparek

and well-positioned to meet the < """ We choose a neutral or
needs of our customers, employees, - dark pal ette to create a
communities and investors well sop histicated feel.

into the future and will succeed in

/ our transition to a net Zy

Getting it right Al of the above o S sy The steps we've taken

We use full-bleed color ««:.--- >
to add interest and
provide visual pacing.

We select a color pair that
complements our imagery
and helps add variety

to our communications.

il
~J

< > 26

Southern Company enterprise brand guidelines. October 2026.



Color specifications — Logo palette

Use CMYK specifications for print applications;
use RGB specifications for digital applications.
When Pantone® spot colors are necessary, match
the spot color to Pantone solid-coated swatches.

For additional color information, refer to the color

formulas below and on the following pages.

Primary palette Pantone CMYK RGB HTML*
‘ Southern Company Red PMS 485 C CO M100 Y100 KO R236 G28 B36 EB161E
Southern Company Light Green PMS 2299 C C35 MO0 Y100 KO R178 G210 B53 B2D235
. Southern Company Light Blue PMS 306 C C75 MO YO KO RO G188 B241 00OBDF2
. Southern Company Blue PMS 7461 C C100 M25 YO K15 RO G125 B185 007DB9
. Southern Company Gray PMS Cool Gray 10 C CO MO YO K75 R98 G98 B98 626262
Q Southern Company White n/a CO MO YO KO R255 G255 B255 FFFFFF

*Accessibility-friendly color codes.

Southern Company enterprise brand guidelines. October 2026.
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Color specifications — Logo palette, embroidery and signage

Thread specifications Paint specifications Vinyl specifications
Refer to the Madeira thread specifications Refer to the AkzoNobel formulas listed below. Refer to the 3M™ commercial graphic film
listed below. When using threads from other We prefer a satin finish for all colors. specifications listed below.

manufacturers, match the color to Pantone
solid-coated swatches.

Primary palette Pantone Madeira thread AkzoNobel paint 3M commercial graphic films
‘ Southern Company Red PMS 485 C 1878 035-409C5 Scotchcal Poppy Red 3630-143
Southern Company Light Green PMS 2299 C 1649 251-443A6 Scotchcal Custom Green V120028

. Southern Company Light Blue PMS 306 C 1895 389-467A6 Scotchcal Custom Blue V120014
. Southern Company Blue PMS 7461 C 1797 434-478A5 Scotchcal Intense Blue 3630-127
. Southern Company Gray PMS Cool Gray 10 C 1614 465-469F4* Scotchcal Slate Gray 3630-61*

565-496F4* Day/Night Smoke Gray 3635-91*
() Southern Company White n/a 1801 555-508E6 Scotchcal White 3630-20

*Be sure to match the paint color to the
film color you select.

il
~J
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Color specifications — Color families

Palette Pantone CMYK RGB HTML
Red family . Southern Company Red PMS 485 C CO M100 Y100 KO R236 G28 B36 EBI61E
. Southern Company Medium Red PMS 7621 C CO M98 Y91K30 R177 G24 B30 B181E
‘ Southern Company Dark Red PMS 7624 C CO M100 Y87 K68 R107 GO BO 6B0000
Green family Southern Company Light Green PMS 2299 C C35 MO0 Y100 KO R178 G210 B53 B2D235
. Southern Company Medium Green PMS 370 C €62 MO Y100 K25 R82 G151 B54 48842F
. Southern Company Dark Green PMS 2280 C C75 MO Y100 Ke4 RO G89 B29 00591D
Blue family . Southern Company Light Blue PMS 306 C C75 M0 YO KO RO G188 B241 00BCF2
‘ Southern Company Blue PMS 7461 C C100 M25 YO K15 RO G125 B185 007DB9
. Southern Company Dark Blue PMS 302 C C100 M48 Y12 K58 RO G58 B93 003A5D
Orange family Southern Company Yellow PMS 7409 C CO M31Y100 KO R253 G183 B20 FDB714
‘ Southern Company Orange PMS 166 C CO M76 Y100 KO R242 G99 B34 F26322
‘ Southern Company Brown PMS 483 C C18 M79 Y78 K62 R101 G37 B23 652517
Teal family ‘ Southern Company Teal PMS 326 C C81 MO0 Y39 KO RO G181 B175 O0OB5SAF
. Southern Company Medium Teal PMS 7718 C C100 MO Y48 K40 RO G116 B109 00746D
. Southern Company Dark Teal PMS 7722 C C89 MO0 Y45 K72 RO G75 B69 004B45
Gray family Southern Company Light Gray PMS Cool Gray 1C CO MO YO K10 R232 G232 B232 ESE8E8
. Southern Company Medium Gray PMS Cool Gray 7 C CO MO YO K50 R149 G149 B149 959595
. Southern Company Gray PMS Cool Gray 10 C CO MO YO K75 R98 G98 B98 626262
. Southern Company Dark Gray PMS Cool Gray 11 C CO MO YO K85 R77 G77 B77 4D4D4D
. Southern Company Black PMS Black C CO MO YO K100 RO GO BO 000000
*Accessibility-friendly color codes.
Southern Company enterprise brand guidelines. October 2026. = <> 29



Helpful tips for using our colors

Here are examples of what to do and what not to do to help us maintain
consistency across all of our communications.

A, Southern Company

We're answering

your call for
energy innovation

g

$2B spent in cutting-e

$481

$546

$322

$591

Do use harmonious colors for a visually
compelling look and feel.

Do use colors strategically when highlighting
key information.

Do use color families whenever possible.

A, Southern Company

We're answering
your call for
energy innovation

$481

$546

$322

$591

Throughout the history
of Southern Company,
our longstanding practice

has been to keep customers
at the center of every
decision we make.

Do choose colors from our dark color
palette for a more sophisticated look.

Do not arbitrarily apply or overuse color in
a way that may diminish its effectiveness.

Do not use multiple colors when it is not
necessary to use colors for differentiation.

Southern Company enterprise brand guidelines. October 2026.

Do not use colors that are jarring or that
appear too dark when combined.

Throughout the history

of Southern Company,

our longstanding practice
has been to keep customers
at the center of every

decision we make.

Do not use colors that are not part of our
color palette.

il
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Typography

A particularly important element for us
due to our volume of communications
and our emphasis on dialogue. To
embody our tone, we use Bernina
Sans as our primary font and Bitter
as our secondary font. Both of these
font families are modern, clean,
sophisticated and readily legible.

Southern Company enterprise brand. guidelines. October 2026.
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Typography

Hil |'m
Bernina Sans

and this is Bitter

Southern Company enterprise brand guidelines. October 2026.

Bernina Sans Light

Bernina Sans Light [talic

Bernina Sans Regular

Bernina Sans Italic

Bernina Sans Semibold
Bernina Sans Semibold Italic
Bernina Sans Bold

Bernina Sans Bold Italic
Bernina Sans Extrabold
Bernina Sans Extrabold Italic

Bitter Extralight
Bitter Extralight Italic
Bitter Thin

Bitter Thin Italic
Bitter Light

Bitter Light Italic
Bitter Regular

Bitter Italic

Bitter Medium

Bitter Medium Italic
Bitter SemiBold
Bitter SemiBold Italic
Bitter Bold

Bitter Bold Italic
Bitter ExtraBold
Bitter ExtraBold Italic
Bitter Black

Bitter Black Italic

il
~J
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Limited-use typography

Bernina Sans Narrow and Condensed are now
approved as primary font styles, providing
expanded typographic flexibility within our
brand system.

Note: New font style options added January 2026.

Southern Company enterprise brand guidelines. October 2026.

Bernina Sans Narrow Light

Bernina Sans Narrow Light Italic

Bernina Sans Narrow Regular

Bernina Sans Narrow Regular Italic
Bernina Sans Narrow Semibold

Bernina Sans Narrow Semibold Italic
Bernina Sans Narrow Bold

Bernina Sans Narrow Bold Italic
Bernina Sans Narrow Extrabold
Bernina Sans Narrow Extrabold Italic

Bernina Sans Condensed Light

Bernina Sans Condensed Light Italic

Bernina Sans Condensed Regular

Bernina Sans Condensed Regular Italic
Bernina Sans Condensed Semibold

Bernina Sans Condensed Semibold Italic
Bernina Sans Condensed Bold

Bernina Sans Condensed Bold Italic
Bernina Sans Condensed Extrabold
Bernina Sans Condensed Extrabold Italic

<

>
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How we use our typeface

For all professional designs, keep it simple by
using only a couple key type styles and weights
on each communication. We use Bernina Sans
for headlines and Bernina Sans Light for heavy
body copy. We use Bernina Sans Semibold for
sub-headlines and Bitter for quotes or large
callouts. In situations where legibility might

be a concern (such as for outdoor billboards

or directional signage), other weights (such as
Semibold, Bold or Extra Bold) may be used. Use
Southern Company Black (100% black) for body
text to ensure legibility and show determination.

For PC users, use Calibri, a standard system font
available on all Windows computers.

Note: Refer to Contacts and resources for information
on how to obtain Bernina Sans font. The Bitter font is a
free Google font that can be downloaded online. Go to
https://fonts.google.com/specimen/Bitter.

Keep it interesting .................»
We use Bitter, our serif

font, sparingly to add

variation on quotes,

callouts or numbers.

Southern Company enterprise brand guidelines. October 2026.

Supporting education

Keepitlight .......ccccciiiiny BU||d|n
Headlines use large scale . %
Bernina Sans to convey d brlgh ’
distinction and confidence. fUtU re

We prefer to use our fonts
in a light weight for most We proudly support the 2020
communications. Heavier TAG Education Collaborative
WelghtS may be -Used and its missionito strengthen
to enhance design and providing STEM opportunities
messag]ng of the piece‘ to students. Your energy is a

source of inspiration to us all.

Georgia's future workforce by

Keepitclear .........ceeeeeiieinnnny

We use scale and color to
help create a clear hierarchy
of information.

A Southern Company ©2021 Southern Company

e ¢ eitine b S .
It is an exciting tn.ne to bg at guthel n Dear shareholders, )

Company. The projected historic growth Koveene Keep it approachable
acr our electric service territory 2024 was another outstanding year for Southern Company.

presents incredible opportunities for both
our company and the communities we
serve. We continue to challenge our team
to approach these opportunities with a
vision of innovation and collaboration,

We use sentence case
to convey a warm,
conversational tone.

Power and Atlanta Gas
Light,with s Natural Gas

Use italics sparingly
and only if necessary
(e.g., when referencing
titles of works, such as
newspapers).

always keeping our customers at the center
of allwe do.”

ick-Chairman, Pre:
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Helpful tips for using our font

Here are examples of what to avoid in order to help us maintain consistency across all of our
communications. These principles apply to both print and digital applications.

Our customers depend on Maximizing We have several other landfll Southern Company has been a
reliable natural gas to fuel | iactsi devel t Proud Partner of the TOUR
re newab ES gaS prOJEE Sinouraeve Opmen Championship since 2015, which

their way of life. They want to
. \ We've committed $20B to
know that their house will be ) )

o developing a full portfolio of net
warm, the stove will light and zero carbon emission energy
their water will be hot. Our
core mission is and

pipeline and look forward to
reporting on those in the future.

celebrated its 20th year at East
Lake Golf Club in Atlanta in 2020.
The TOUR Championship has
resources. We have more than 40 become the “Super Bowl” of golf,

solar energy projects, and the where the top 30 players in the

nation'’s largest voluntary world compete for the ultimate

Do not use a bold type weight for large
amounts of body copy. Use type weight
strategically to highlight key information.

Do not use justified text alignment Do not use unapproved type styles.

unnecessarily to avoid creating rivers
and poor readability.

We will provide reliable,
safe and affordable

Do not use unapproved typefaces.

SOUTHERN POWE A brighter future

natural gas services in
an environmentally

OWNS OVER 1,50C

Southern Company is leading ou
nation to provide real solutions
grow personal incomes and mak

MWT OF SOLAR
GENERATING
CAPACITY AT 23

Do not use all uppercase in large blocks
of copy. Use it sparingly when needed for
strong type hierarchy.

friendly manner.

Do not overuse type size, weight and color
in a way that makes it difficult for readers
to understand a clear information hierarchy.

Do not use a type size or color that does
not provide sufficient contrast and legibility.

Do not arbitrarily mix two typefaces in
one sentence.
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Patterns

We use the dynamic energy of our prism
and linear patterns to guide our look and
feel, echoing the angles that live within
the triangle of our logo. The dimensionality
of these patterns signals our momentum
and ongoing commitment to deliver vital
energy to our customers and communities.

Southern Company enterprise brand. guidelines. October 2026.
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Patterns

The new patterns take inspiration from our
symbol. The patterns expand on the dynamic
angles that live within the triangle, creating a
connective, active, 3D perspective with gradient
color. We have two patterns for added flexibility
in our communications with each serving a
different purpose.

Prism

Our primary pattern inviting our audiences to
take notice. The prism represents the energy
and forward motion inherent in our brand.

Southern Company enterprise brand guidelines. October 2026.

Linear

Also inspired by our brand mark, this
simplified pattern is a secondary option.

<
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How we use our patterns

Our dynamic patterns direct your eye forward creating
energy. We prefer to place the prism pattern in larger
applications that showcase its depth and dimension.
The prism pattern appears on the primary surface of an
application, such as websites or presentation covers. It
is also effective when used as the hero element in an
application to help build equity and recognition for our
brand, such as in ads and social posts.

Our linear pattern is a simplified, secondary pattern
that can be used on large and small applications.

The minimalistic linework and open solid color space
provides a nice backdrop to highlight key messages and
add flexibility to our communications. Never use the
patterns side by side and in general, avoid using more
than one pattern on a page, except in certain instances
like long-form web pages.

rollment for 2021 Health & Welfare Benefits

hern Company

sources

healthy, stay well

[Hin benefits for 2021

ollment for 2021 Health & Welfare Benefits
th, 2020 through November 16th, 2020 at 11:59pm ET

al Enrollment information sessions for US Health and
nefits will be held on the dates listed below. These

Il highlight the changes to 2021 benefit plans as well as
rief overview of coverage options. Please see the link

e Annual Enrollment Microsite, which provides resources
'make informed decisions about your benefits.

h and Benefits Enrollment guide

This year is different!

Employees are required to
choose 2021Health plans

Session One

Wed, November 7th

2pm-3pm ET

Dial In Number: (866) 296-4240
Conference Code: 5594931

Add to calendar

(. ..................

d like to attend an Annual Enrollment Information session,
b ; " L
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A Southern Company

Brand

The guidelines outline all of the elements of our brand, and how they come together to create a cohesive

Home  Who we are

How we look

ion. This guide will help
ctive, and our go zation.

Our purpose

Templates & Download  Resources

Safety first

Catch the eye

We use a linear pattern to
organize content and lead
the eye to messages that we
want to highlight.

Use it purpogefu”y .............. )

We use our linear pattern
as a bold and dynamic
backdrop to add energy
and create visual impact.

11:35

Keep it dynamic

We place the prism pattern to
draw the eye to key messages.
Use scale and placement to help
create a dynamic composition.

< Inbox

info@southerncompany.com
To:

Southern Company

Wellbeing

- Week

Discover. Connect. Thrive.

To: All Southern Company employees
Wellbeing Week: Discover. Connect. Thrive.

Today marks the start of Wellbeing Week, a
chance to focus on your wellbeing and
discover the benefits offered through
Southern Company.

To kick things off, hear from Southern

il
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Prism pattern colors

Each of our core color families are available in
the prism pattern. When using these patterns,
only use one color on an application.

Red color family Green color family Gray color family

. Southern Company Red . Southern Company Medium Green Southern Company Light Green O Southern Company White

. Southern Company Medium Red . Southern Company Dark Green . Southern Company Medium Green Southern Company Light Gray
‘ Southern Company Dark Red ' Southern Company Medium Gray
Blue color family Orange color family Teal color family

. Southern Company Light Blue . Southern Company Blue . Southern Company Orange ‘ Southern Company Teal

. Southern Company Blue ’ Southern Company Dark Blue ' Southern Company Brown . Southern Company Medium Teal
‘ Southern Company Dark Blue . Southern Company Dark Teal

11
-~
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How to crop the prism pattern

When scaling the prism pattern, always crop in
to showcase the angles inside the prism. Never
show the full image, hard edges or solid blocks
of color found in the corners.

When applying the prism pattern, use in large
applications or backgrounds. Do not use the
prism in small boxes where the full depth of the
angles are obstructed, instead you should use
the linear pattern or solid color blocks.

On an image

When applying a prism pattern on imagery,
refer to the step-by-step guide at below.

Layer 1: Imagery background

Select an area to place the prism pattern. Consider
how the pattern will interact with the focal subject
of the image.

Layer 2: Light gray prism pattern

Place the light gray prism pattern, apply a screen
effect and set transparency to 70% to use it as a base
layer. This helps ensure that the colors of the prism
pattern placed on top remains vivid and true to the
original colors. The transparency level may be adjusted,
depending on the tone of the image.

Layer 3: Color prism pattern

Place the color prism pattern over the light gray prism
pattern, then apply a multiply effect.

Note: Once the prism pattern is placed in a frame, crop
the bounding box to create complimentary angles within
the pattern over your photo for a dynamic layout.

Southern Company enterprise brand guidelines. October 2026.

Core art

->

zoomed in

Crop into corners

Various crops at common ratios

zoomed out

On an image
With a multiply effect (preferred)

Layer 1

Layer 2

Layer 3

<
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Linear pattern colors

Red color family Green color family

. Southern Company Medium Red . Southern Company Dark Red . Southern Company Green . Southern Company Dark Green
. Southern Company Red . Southern Company Medium Red Southern Company Light Green . Southern Company Green
Blue color family Orange color family

‘ Southern Company Blue . Southern Company Dark Blue . Southern Company Orange . Southern Company Brown
. Southern Company Light Blue . Southern Company Blue Southern Company Yellow . Southern Company Orange
Teal color family Gray color family

. Southern Company Medium Teal . Southern Company Dark Teal Southern Company White Southern Company Light Gray
. Southern Company Teal . Southern Company Medium Teal Southern Company Light Gray Southern Company White

il
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Scaling and cropping the patterns

Below are examples of how to effectively scale and crop the prism and linear
patterns. Be careful not to show the dark corners of the prism pattern.

“Southern Company
believes having a
diversified energy
portfolio is crucial to
reducing emissions while
maintaining reliability
and affordability for our
customers.”

tion,
the center

We purposefully use scale «eeeeeees >
and cropping to allow for

quiet space to ensure our key
messaging is clearly legible.

Chris Womack
Chairman of the Board,
President & CEOQ

A

Keep the composition of the
background pattern simple
to ensure that key messaging
is clearly legible.

1:35 il LTE -

< Inbox A v

info@southerncompany.com
To:

A southern Company

From Gooorer Use cropping and placement When used as an overlay
Chris's desk that best complement the over an image, we balance Supporting communities
I tar 3, 2025 image composition and does the two elements by Play with
not interfere with the focal showcasing the prism 2 DUrDoSe
To: All Southern Company employees subject matter of the image. pattern on no more than purp
50% of the surface area. T et e P o

Itis clear that our safety culture is
world-class, and that is in large part because
of your dedication to doing things safely and
the right way, but we should always strive to
geta little better every day. That's why |
tasked the Southern Company Safety Council
with finding wavs to imnrove even further

Proud Partner of Tour Championship? Because buiding the future
of energy starts here,in our own backyard. Over the years, we've
helped raise more than §32 millon for health and
wellness programs, and neighborhood revitalization.

A, Southern Company
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Imagery

A powerful tool that brings our
messaging to life and helps
communicate the compelli
stories that create emotion
connections between ours
and our audiences. We als
imagery that elevates and
on the people and comm
we serve.

~\"'\
{.‘.'-.
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y [

J

e

\

v. -. .o‘b "w

»

Southern Company enterprise brand guidelines. October 2026.

‘ h-



Imagery

Al-generated
graphic content use

Al is a powerful tool we are embracing in all
parts of our business. At this time, we are

not using Al-generated graphics externally
unless explicitly approved by system

brand experts, in part because Al-generated
graphics generally do not qualify for copyright
protection. Employees and vendors are required
to follow established brand guidelines to ensure
consistency and integrity of our brand.

We are continuously evaluating our use of
Al-generated graphics, understanding that
the tools, copyright protections and consumer
acceptance will evolve.

Southern Company enterprise brand guidelines. October 2026.
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How we use our imagery Buildir

We use people-focused, documentary-style John Smith | Ja
photography as our primary imagery to ‘
underscore that we put the needs and well-
being of our customers, employees and
communities at the center of all that we do.
Our imagery provides a strong focal point with
depth of field, and should always have a simple
background and natural light. Our imagery
projects authenticity and optimism, and often

~= Southern Compani

shows action. A
Dynamic and optimistic

When we select or shoot still imagery or video, We choose photos that convey

we apply the same principles for both style and energy and use brand colors in

Simple surroundings our imagery when possible.

content as outlined in these guidelines. A A _
We use imagery with a simple

composition and background to

provide space for our full-color

logo and messaging.

Corporate responsibility report 2021

Our .
Uncompromijsin

commitment Play wit

a purpese

< ,,,,,,,,,, Bold cropping and Why are we the Official Energy COmpany s
stron de th Of fleld of the PGA Tour and Proud Parther uf"
g p Championship? Because building the =%

future of energy starts here, in‘our own

We select documentary-

backyard. Over the years, we'vehelpel
Style phOtOS and frame raise more than $32 million for education;,
SUbjeCtS for impact. health and wellness programs, and

neighborhood revitalization. f

~= Southern Company

~= Southern Company
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Primary imagery style

Our people-focused imagery should always
look authentic and relatable, capturing everyday
activities in real environments.

Consider these principles when selecting
an image:

- The image should have a strong focal subject.

Consider a focal subject with a sense of
movement and vivid colors to add energy
and optimism.

- The surrounding environment should be
simple to provide quiet space for other visual
elements (such as our logo and messaging) to
reside with clear legibility.

Consider how the focal subject interacts
with the overlay graphics to create a visually
compelling composition.

For situations where the image is used
independently (without overlay graphics),
use scale, cropping and placement to
create a dynamic composition.

Important note: For any images or video footage used
in our communications, it is the user’s responsibility to
secure the necessary usage rights and ensure adherence
to any restrictions or requirements for use.

Southern Company enterprise brand guidelines. October 2026.
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Supporting imagery style

We use supporting imagery to more explicitly Fuel sources Residential/commercial/industrial
speak to specific subject matters, such as fuel
sources, our products and services, the industries
and regions in which we serve, our communities
and our employees. Our supporting imagery
should follow the same basic style principles
used for our primary imagery, including
colora-tion, lighting, cropping and composition.

For portraits, consider these
additional principles:

- The subject should dress in simple,
yet realistic, clothing. When featuring
our employee(s), the clothing should
be neutral and professional.

Posture should appear comfortable
and approachable.

- The surrounding environment should
be simple.

Use a strong depth of field to highlight
the subject against the background.

- When a color backdrop is preferred,
choose a color from our color palette.
The prism or linear pattern may be used. Community and employee activities Portraits

Important note: For any images or video footage used
in our communications, it is the user’s responsibility to
secure the necessary usage rights and ensure adherence
to any restrictions or requirements for use.

= ?
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Helpful tips for selecting the right image

Here are examples of what to avoid in order to help us maintain consistency across all of
our communications. These principles apply to both still photography and video footage.

Do not use imagery with hard hats in colors Do not use imagery with a busy background Do not use imagery that looks posed Do not use imagery that doesn't convey
that are not used within the company. or complex composition. or staged. a forward-looking and optimistic quality.

Do not use imagery with Do not use imagery that depicts Do not use imagery that looks Do not use imagery that looks flat or has
a blurry composition. a clichéd concept or that literally manufactured or that has been no clear subject.
illustrates an idea. excessively manipulated.

1l
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A
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lconography

We use iconography as a shorthand or repre-

sentation of simple objects, actions or ideas. Our

icons use only one color, but the color choice is

flexible, depending on the color theme selected

for the specific application.

Consider using featured icons in one color family

to highlight key subjects or ideas or to help
create engaging presentations. Consider using
simplified icons for functional purposes or as
call-to-action buttons.

Creating new icons

When creating new icons, follow the design
principles below:

For featured icons, use linear forms without
any holding shapes.

For simplified icons, choose solid forms
whenever possible, as these icons will mostly
be used at a small size. Use a square holding
shape for all simplified icons.

Keep the icon simple and minimalistic.
Use only geometric forms.
- Add details only when necessary.

Do not add decorative elements
(such as patterns).

Do not use unapproved effects
(such as drop shadows, 3D).

Note: For more information about creating new icons,
please contact your brand expert.
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Featured icons

Example

A Southern Company

We're answering
your call for
energy innovation

Maximizing renewables
weve

208

nnnnnnnnnnn

$2B spent in cutting-edge R&D

that willd

hange how America

produces and consumes energy.

Simplified icons

d B

£

Example

A

Good afternoon,
Sarah

Quick actions

N Check my balance
Fw
ind an office

Stay up to date

Report outage Contact us

>
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https://soco365.sharepoint.com/sites/intra_branding/SitePages/Resources.aspx

lcons for PowerPoint

We provide an extensive icon library for use in
PowerPoint presentations. You can customize
the color of the icon by selecting and changing
the fill to one of our branded colors within the
template. Use of these icons keep presentations
consistent across all our departments and
companies.

You can download these icons on our branding
website under Brand Resources.
branding.southernco.com

Southern Company enterprise brand guidelines. October 2026.
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0

Research/Innovation Solar/Renewables Nuclear/Science Wind/Renewables
@ I
T
Natural gas Biofuel/Renewables Appliances Electric car
(o)

hal

I

Plant/Industrial Business/Commercial Home/Residential Person
Q p— N
A ~ -
A - ~
Net Zero Charitable giving Network/Wifi Light bulb
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https://branding.southernco.com/

Infographics

Keep in mind the principles below when using
our infographics.

Theme-emphasis infographics

Use theme-emphasis infographics where strong
visual interest and audience engagement are

needed (e.g., promotional materials, social media,
website landing pages). This approach also works

well when presenting complex or abstract ideas
and when professional design support and
time are available.

Effective ways to create engaging and visually
compelling infographics include, but are not
limited to, incorporating featured iconography,
using a single color family for a cohesive visual
or using a multiply/layered effect for key charts
and graphs.

Data-emphasis infographics

We use data-emphasis infographics to present
both figures and easy-to-understand content,
where simplicity is powerful. This approach is
also useful for answering a specific question or
when professional design support and time
may not be available.

Southern Company enterprise brand guidelines. October 2026.

Theme-emphasis infographics

$591
()
U 9 out of 10 $546
. . $322
A think th
inigfl;ltcrzln:eet;z to i::;ve;tgey. $481
We agree. Read on to see
what we're doing.
Data-emphasis infographics
2.46
The number of customers 5 6 17 "8 19
we serve across America
Dividends paid (in dollars)
= 7?7 <> 51



Illustrations

We define our custom style using crisp linear
illustrations with vibrant highlights that focus
on key subjects. The linear style illustration
utilizes monochromatic color and one accent
for pop. We add skin tones to visually represent
the diversity of our customers, employees and
communities we serve.

Note: To obtain our illustration style guide and vector
library, or for more information about creating new
illustrations, please contact your brand expert.

Touch of accent colorto.........cccevvvvvvvnnnnn.n.

create a focal point

Airy and open white/bright space ---------ooo.oo.

to help focus on the subject matter
A

Thoughtfully filled ....................5 g

with one color family
to highlight the key subject

............ >

Y CITTTTTIS Organic black lines

Goovorrrrrrnnnnnnnnnnnnnnnneenes Natural skin tone
to show diversity

Southern Company enterprise brand guidelines. October 2026.
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How we speak

Southern Company enterprise brand guidelines. October 2026.
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Our voice is the unigue expression of our
brand personality. Messaging is what we say;
our voice is how we say it.

how we want what we need

people to feel people to know

Voice and visuals Messaging

Southern Company enterprise brand guidelines. October 2026.
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When we speak in our voice, we are a...

Go-to Pro

Strongly held beliefs, warmly spoken guidance.

The go-to pro captivates with expertise, but never forgets to
bring you along. They're invested in what they know and
unafraid to tell you what they don't. Adeptly balancing solving
and listening, they lead you with years of first-hand expertise,
but where they lead you will always be in service of your needs.

The energy industry is one of often conflicting ideals, but your
go-to pro reminds us the "how" is just as important as the "why!
To speak to customers and regulators, they employ equal parts
mindfulness and decisive action, exploring every angle until it's
the right time to act.

The voice quidelines in the following pages include six tactics for writing in our distinct voice and
provide real examples of how these tactics can come to life in our communications.

Note: AP style is our preferred writing standard across
the enterprise. For questions or additional information,
please refer to the most current AP Stylebook.

Southern Company enterprise brand guidelines. October 2026.

Shonda
Rhimes

Williams
Sonoma

Leadership: finds what works
Warmth: optimism and enthusiasm

Shifts the narrative: transitions from
expertise to passion to innovation
without feeling disconnected

Sets us apart: seeks to captivate as
much as inform and lead; surprises
people with honesty and transparency
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So how does the go-to pro write?

Be human first

The energy industry is filled to the brim
with companies telling you what they know.
We recognize our audience’s reality and
infuse our copy with transparency to signal
something different to audiences.

Start with the takeaway

Southern Company is a leader for a reason.
We see things differently. Instead of building
up to our unique point of view—the so
what—start with what matters and back

it up with the details.

Define what's possible

We don't innovate because we want
recognition, we do it to open more
doors. But whenever we talk about
accomplishments or what's to come, make
the implications tangible for our audience.

Show breadth

It's not uncommon for our communications
to cover a lot at once—our industry is an
interconnected network of topics. Go into
this detail when you need to, but break it
up with short, definitive statements.

Share what you know

If we want our audience to move with us,
we need them to feel as up to speed as we
are. Demystify complex topics by breaking
them down to their most basic ideas.

Things to consider when writing in the go-to pro voice:

- Is it actionable?

- Can it help us shift the narrative?

- Can it apply to all audiences?

- Does it feel active and energizing?

- (Can it express motion and progress?

- Does it seem relevant to business goals?
- Does it inspire other ideas?

Southern Company enterprise brand guidelines. October 2026.

Rename the topic

Net zero. Climate change. Carbon-free
energy. Terms like these establish our
know-how and expertise. But to expand
the stories we tell, use headlines that
reposition our work in new context.
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So how does the go-to pro write?

Be human first

Trying it on:

Vogtle 3 and 4

Southern Company's electric operating company Georgia Power
is currently building the first new nuclear units in the U.S. in the
last three decades.

Carbon-free nuclear plants look daunting. But because of
Vogtle 3 and 4, Georgia can imagine its greenest future yet.

Start with the takeaway

Trying it on:

Through our commitment to innovation and a net-zero carbon , . .
emissions future, we are leaders in providing clean and resilient The more diverse oy portfolio, the more options you have.
energy solutions that will sustain future generations. Through our commitment to...

Southern Company enterprise brand guidelines. October 2026.
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So how does the go-to pro write?

Define what's possible

Trying it on:

Southern Company has been named one of America's Best
Large Employers for 2021 by Forbes magazine. Of the 500
larger employers ranked, Southern Company was No. 1
among industry peers.

Show breadth

Trying it on:

We support 9 million customers and businesses nationwide
with electric utilities in three states and natural gas distribution
utilities in four, and provide wholesale energy, customized
distributed energy solutions and fiber optics and wireless
communications across the country.

Southern Company enterprise brand guidelines. October 2026.

It moves us to say Forbes magazine named Southern
Company one of America's Best Large Employers for
2021—number one among our peers. But this isn't
about us. It's about making a difference for the over
28,000 who trust us with their career.

9 million people depend on us to keep the lights on.
Our business is nationwide with electric utilities in
three states and natural gas distribution in four. But
those 9 million need more, so we provide wholesale
energy, tailored distribution, and fiber optics and
wireless communications across the country.
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So how does the go-to pro write?

Share what you know

Trying it on:

- Using natural gas to enable transition to lower emmitting
generating fleet

- Enhancing energy efficiency programs

- Expanding zero-carbon resources, including renewables and
nuclear, and negative carbon strategies

Rename the topic

Trying it on:

Our Community

Our mission to provide clean, safe, reliable and affordable
energy is about more than our bottom line. We're committed to
supporting and improving our communities and environment...

Southern Company enterprise brand guidelines. October 2026.

Make better use of existing technology

Where We Call Home
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How does the go-to pro sound?

When casting voice-over talent, let these simple

principles be your guide.

Keep in mind the voice
of a go-to pro

Avoid commercial-sounding, overly polished
voices. Listen for authenticity.

Ask: Would | trust the advice of this person?

Cast for honesty and believability

Avoid exaggerated types such as folksy,
homespun, rugged, etc. Listen for modern,
plainspoken voices.

Cast for a big footprint

Avoid strong regional accents, keeping in
mind that, while the company'’s roots are

in the Southeast, we operate in regions
with various spoken accents (e.g.,, Texas and
California). Listen for voices that reflect
modern mobility and a neutral American
spoken quality.

Cast for innovation and
forward thinking

Listen for vitality and optimism;

think youthful, though not young, voices.
Balance the confidence of experience
with the energy of youth.

Southern Company enterprise brand guidelines. October 2026.

Cast for inclusion

Incorporate female, male, African American,
Hispanic, Asian and other culturally varied voices
throughout the year or individual campaign.
Listen for voices that reflect the confidence of
our character and the energy of our business.

Cast for the audience

When creating a video, keep the audience

in mind. A voiceover for an investor
audience requires a more authoritative tone
than a voiceover celebrating an achievement
for an internal company-wide audience.
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Messaging tools

1 1. A brand narrative: a long-form, external inspirational
Along Wlth. story that can be used to anchor an 'about us' and
tone Of voice, pulled from as needed
there are tWO 2. Core messages: consistent foundational language for

. describing who you are, what you deliver and what

messaging tools makes you different
defining what
we say
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Brand narrative

Who we are

Energy is possibility. It helps people live more comfortable and connected
lives. It fuels businesses that are shaping industries. It generates vital
growth and opportunity for future generations. Driven to realize what's
possible, Southern Company continues to build the future of energy for the
advancement of our customers and communities.

Across our family of companies, we'll always deliver what's important to who we
serve — clean, safe, reliable and affordable energy delivered with superior service for
our customers. But the future of energy doesn't just mean being a modern, proactive
energy company today. It means transforming energy into more social, economic,
financial, and environmental progress for tomorrow. This is no small task—that's why
we work together.

Our employees, customers, and communities are our biggest partners and motivators.

For them, we're committed to a net zero future—a future with more options and
less burdens on people and the environment. Through determination, collaboration
and industry-changing research and development, we will make a positive impact for
generations to come.
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Core messages in the go-to pro voice

Who we are

Southern Company (NYSE: SO) is a family of changemakers* focused on building the future of energy
for the customers and communities we serve and the industry we lead.

*Alt. Family of companies

What we provide

Together with our subsidiaries, we deliver clean, safe,
reliable and affordable energy anchored in remarkable
service, safety and reliability to our 9 million
customers. We're leaders who take action to meet our
customers’ and communities’ needs while advancing
our commitment to net zero emissions by 2050.

We create community value through energy, social,
economic, and environmental progress.

We do this through electric operating companies in
three states and natural gas distribution companies

in four. Our family of companies draw on diverse
energy sources to create the best mix for our service
areas, including electric, natural gas, solar, carbon-free
nuclear, and other sustainable technologies. We also
own a competitive, national generation company
serving wholesale customers, a leading distributed
energy infrastructure company, a fiber optics network,
and telecommunications services.

Southern Company enterprise brand guidelines. October 2026.

How we're different

At Southern Company, we keep our customers and
communities at the center of everything we do. We
understand their needs and go out of our way to
prepare them for what's ahead. This industry-leading
reliability earned us recognition as Fortune Magazine's
World's Most Admired Electric and Gas Utilities—and
people see it, too. Our companies continue to be
among the most highly rated utilities for customer
satisfaction by J.D. Power.

Our history of performance and the partnerships we've
fostered with business, government, and community
leaders make our progressive energy solutions a reality.
Together, we're developing carbon capture, battery
storage, and distributed generation for the millions of

residential and commercial customers who rely on us.

We continually facilitate a “just transition” to the future
of energy. That means we promote energy solutions
that balance the need to preserve resources for future
generations with the economic value and equity
demands of customers today.

With a deep commitment to our service areas and
employees, we're measured and mindful about the
way we work. This unique combination of thoughtful,
yet decisive action and industry-leading research

and development create the engine behind our safe,
reliable, resilient and affordable solutions for the future.

Where we're going

Our mission to provide clean, safe, reliable and
affordable energy is about more than our bottom line.
We're committed to supporting and improving our
communities and environment at the local level and
beyond, while conducting business with honesty,
integrity and fairness.

The potential of our mission is vast and exciting. This
common goal drives our family of companies: provide
energy for today and create the right solutions for
tomorrow while improving lives, environments, and
communities.

Action paves the road to a sustainable future. From

innovations to engagements, we turn possibilities into
realities. Join us as we create the change that supports
customers and communities for generations to come.
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How it all
comes together
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Enterprise-wide
standards
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Stationery

Stationery is a highly visible reflection of our
brand in everyday correspondence. Displayed

at right is our stationery design. The layouts are
clean and open, featuring our horizontal, 1-line
logo, along with our color palette and typefaces.

Refer to the templates for default type size,
styles and logo size.

Respect and maintain template margins
and structure.

Use Bernina Sans Light at 775/10.5pt,

-10 tracking, in Southern Company Gray
color (PMS Cool Gray 10 C) for all preprinted
addresses and personalized information,
except for employee names which use
Bernina Sans Semibold.

For the copy-heavy business-card

template, use Bernina Sans Light at 7/9.5pt,
-10 tracking, in Southern Company Gray
color (PMS Cool Gray 10 C) for all preprinted
addresses and personalized information—
except for employee names, which use
Bernina Sans Semibold.

For letterhead body copy, use Calibri Light
11/14pt in black only.

When permitted, personal signatures may
be applied to letterheads.

Do not add unapproved photography or
graphics to any of the stationery templates.

Note: Please order stationary through your OpCo print
shop via ePrint.
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Southern Company
Southern Company

Southern Company

Back (optional)

Southern Company

A

Za Southern Company Employee Name

Month Date, Year

Addressee’s name
Business address
Street address
City, State Zip code

Dear Addressee,
This is a sample of the Southern Company U.S. standard letterhead. The clean, organized structure of

the flush-left format gives our business communications a highly professional profile. Type all body copy in
11-point Calibri Regular, upper-and-lowercase, on 14 points of leading.

Set the left margin of the body copy at 1.125" and the right margin at 0.75". Type the date 2.25" from the
top of the page. Skip one line before typing the Addressee’s name and address flush left with the date line.
Skip one line between the last address line and the salutation. Then skip one line between the salutation
and the body of the letter.

Do not indent at the beginning of paragraphs, and always skip one line between paragraphs. When

your letter is complete, skip two lines before the closing. Then skip four lines between the closing and the
Sender’s typed name to allow space for the Sender’s signature.

Sincerely,

Employee Name

Standard and executive
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Embroidery

Refer to the illustrations at right when
selecting a logo version for your applications.

In order to build equity in our brand, use the
full-color logo whenever possible. A tone-
on-tone or white logo treatment is available,
but it's preferred to use the full-color logo for
brand recognition.

Thread specifications

Refer to the Madeira thread specifications
listed below. When using threads from other
manufacturers, match the color to Pantone
solid-coated swatches.

Pantone Madeira thread
@ rvsassc 1878
PMS 2299 C 1649
@ rms306¢ 1895
@ rvssic 1797
@ rvscooiGraytoc 1614
() na 1801

Southern Company enterprise brand guidelines. October 2026.

Full-color reversed (optional)

Use for dark-color or black fabrics
(saturation equivalent to 75% black or darker)

Full-color (preferred)

Use for white or very light-color fabrics
(saturation equivalent to 10% black or lighter)

A

P N »~
Southern Southern
Company Company

Examples v
‘\\ . —

\l I €
1 .

N
Southern
Company

F—Y 1
Souther, ﬁ\
OMpany,
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Embroidery — Clear space and minimum size

Clear space for embroidery

Be sure to follow the standard minimum clear
space, which equals 65% of the height of the
symbol on all sides of the logo.

The clear space within the symbol should
always show as negative space and not be
filled in with white.

Minimum size for embroidery

To ensure quality reproduction, do not embroider
the logo with the height of the symbol smaller
than the size illustrated at right.
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Clear space for embroidery

Minimum size for embroidery

Horizontal lockup

H =04 inor10mm ‘

Vertical lockup

Southern
Company

Symbol only
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Uniforms

Our logo is the most prominent and
recogni-zable symbol of our company.

When featured appropriately on our uniforms,
our logo differentiates our employees among
contractors, visitors and business partners and
helps our customers identify who we are.

Light khaki

The uniform consists of a light khaki shirt with
a matching light khaki ball cap or white safety
hard hat. Employees may choose to wear dark
blue pants or jeans.

Refer to the illustration at right for recommended
size and placement of our logo.

Safety apparel

If production cost is a concern, use the symbol
in all black, on the back of the vest and rain suit.
Do not use other logos or text on the front.

For the safety golf shirt, use the vertical logo

in all black on the front left pocket area. Please
use the same size specifications as the standard
uniform shirt.

Standard uniform

Light khaki

Southern Company enterprise brand guidelines. October 2026.

All name lengths

7" (0.875 in)

A
Equal M Equal

Georgia
Power

Pocket width = 4.5 in

<
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Uniforms — Specifications

White safety hard hat

Use only the full-color symbol on the front

of the hard hat. Use the full-color, vertical logo
on both sides of the hard hat. A sticker with

an employee's name, the American flag and the
IBEW logo may be placed on the back of the
hard hat, as needed.

Light khaki ball cap

Use the full-color, vertical logo with a company
name on the front of the cap. Do not use other
logos or text on the sides and the back of the cap.

Refer to the illustrations at right for

recommended sizes and placements of
all elements.
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White safety hard hat

Front
, A
Equal ‘A‘ Equal
2in
Side
11in
Equal sjﬂhem Equal
Company.
15in
Back

Tin [ Igm

IBEW logo Flag

Employee name sticker

Light khaki ball cap

Front

Back

1%" (1125 in)

Equal Equal
A 7\

Georgia
Power
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Fleet

Displayed at right is our fleet design, featuring
our logo in a clear and consistent manner to help
build recognition and equity for our brand.

Bucket truck
Use a vertical logo on the doors, along with the

Southern Company Red elbow accent.
Light pickup truck

Use a vertical logo on the doors.

Note: Refer to the Fleet — Specifications
page for more information.
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Bucket truck

Light pickup truck

il
~J

<

>

7



Fleet — Specifications

Logo

- Visually center the logo on the
available surface.

- To maximize the visibility of our logo, use
a vertical/stacked logo on the doors.

- Be sure to follow the established logo
minimum clear-space requirements.

- For electric utility vehicles, the logo may be
printed on white reflective film, as required.

USDOT number

Font: Arial Regular

Height: 2 inches (200 pt)

Minimum clear space: 1in on all sides
Color: PMS Cool Gray 10 or 75% black

Placement: Place the USDOT number on the
door, center-aligned under the logo. Be sure
to follow the established logo minimum clear-
space requirements.
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Logo

b

A

PN .
Mississippi

Power

USDOT number

STACKED LOGO SIZE FOR DOORS
14.25"w x 13.5"h

r

"\

14.25 inches

13.5 inches

Tin
2in
Tin

USDOT 000000

STACKED LOGO SIZE FOR DOORS

14.5"w x 11"h

14.5 inches

1inches

<
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Signage — Specifications

Unified color, metallic silver base

Note: Contact your brand expert for detailed specifications.

A Southern Power

Western Operations Center
3456 Utilities Parkway

A Georgia Power

241 Ralph McGill Boulevard

A Mississippi Power
Plant Daniel
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Contractor Buildings
Boral Industries
7-Wide Trailer

Emergency Shelter
Control Room Building

AN Highway 95S

<

>
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https://soco365.sharepoint.com/sites/intra_branding/SitePages/Resources.aspx

Application
examples
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Website homepage

We use authentic, relatable,
everyday images to connect
to our audiences.

\
‘ |
Accounts payable  Concerns  Cool compliance  Enterprise solutions xpenses IT services  Southernlinc  Tom.com Travel | Sitemap (%
We place the logo ----:-- >
in the upper-left A\ Southern Company
corner for clear
and |m med iate Brand Home Who we are How we look Templates & Download Resources Safety first

identification.

¢ We highlight our key
"""" message with a short,
meaningful headline.

®
ooveees We use dynamic
Our purpose composition and
cropping of our
S : . prism pattern to
The guidelines outline all of the elements of our brand, and how they come together to create a cohesive
: : Feiged : create a sense of
expression of who we are. With these specifications and design examples, we hope to empower everyone
with the capacity and the passion to effectively communicate our brand to the world. movement and
\ | draw focus to our
\ | q
\ / messaging.
\_ _ ging
A

We use our icons to visually
represent key subjects found
on our website.
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Social media

For our profile avatar, we use our
vertical logo with our company
name for visibility and impact and
to build recognition for our brand.

............. >

\_
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We prefer to use people-focused
images that represent our employees,
customers or communities.

W Home " Moments

W,

4. =2
Southern
Company

Southern Company

@SouthernCompany

We're building the future of energy

across the country.

¥ UsA

& southerncompany.com
[¥] Joined August 2008
@ Bomin 1912

I3 420 Photos and videos

TWEETS ~ FOLLOWING  FOLLOWERS LIKES
3,501 926 35K 2,915

Tweets Tweets & replies Media

& Southern Company Retweeted
A Southern Power @ SouthermnPowerCo - Aug 13
southern  #BehindTheScenes: #SouthernPower's Roserock #solar facility w/
“*' " @RecurrentEnergy, will generate 150+MW.

tter Q Have an account? Log in-

Building the
future of energy

A+ Follow

New to Twitter?
Sign up now to get your own
personalized timeline!

You may also like - Refresh

. % Georgia Power

T GeorgiaPower

P Duke Energy
g DukeEnergy

£ Alabama Power

‘Q;JV;":;“ alabamapower
W AEP
AEPnews
EEI
Edison_Electric
Trends
#SmoreFun
= ?2 <D 76



Social posts

& twitter.com

- Tweet

\‘/“ @SouthernCompany

L 4
# ‘/‘\ Southern Company%
&

Our leadership in energy storage earned us a 92nd annual
@Edison_Electric Award.

Learn more.

Steve Baxle
R&D Manager

Energy Storage Innovation | Edison Award Recipient 2020

12:38 PM - Sep 10, 2020 - Sprinkir Publishing

We use bold color and
cropping in our photos
to add visual interest.
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Q  Search Twitter

New to Twitter?

Sign up now to get your own personalized
timeline!

Relevant people

‘ Southern ... @

e @SouthernCo...
America's premier energy
company building the future
of energy through its
subsidiaries.

< Follow )

We use our dynamic prism

pattern to draw the user in.

\ 4

«ll LTE (@)

e southerncompany 23h X

"Southern Company

believes having a
diversified energy
portfolio is crucial to
reducing emissions while
maintaining reliability
and affordability for our
customers.”

Chris Womack
Chairman of the Board,
President & CEO

Send m

all LTE @)

<

.
@ southerncompany &

185,000

acres conserved

%%

(&) southerncompeny s

30% a
by 200 Q

G

\&

O Qv N

315 likes

southerncompany We have proudly been awarded the
92nd annual @Edison_Electric Edison Award, the
electric utility industry’s most prestigious honor for our
industry-leading initiative in research, development
and deployment of emerging energy storage
technologies.

N7

O Qv
315 likes

outher We have y transfor:
our electricity generation mix. Since 2010, we hav
invested $20 billion in developing low-carbon anc
carbon-free resources, and we have added more
5,000 megawatts (MW) of renewable generating
capacity through our subsidiaries. We expect to a
additional 3,000 MW of renewable generating car
by 2023.

View all 9 comments

View all 12 comments

A Q an QA ® 6

We use our custom,
vibrant illustrations
to enhance brand
recognition.
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Collateral

Environment report

Resources and,
responsibi

We use bold subheadsina = «ecceeeeees >
color that provides legibility
and compliments the image.

i

We use authentic photos
that naturally show our
energetic brand colors.

We modulate our messaging
and imagery to suit the content
and the audience but stay true
to our voice and imagery style.

Il
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A
v
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Advertising

Proactive energy. e~ A |
o A\ L X frv 55 Southern | &7 We use our vertical full color
Re Sl | e ﬂt ene rgy 258 d : O A Company logo for brand recognition.

A

L\

Southern
Company

Proactive energy:. amnoe |
oo Learn more
Resilient energy.

Nothing is gained
when a perspective
is missing from

the conversation.

We are stronger together, and diversity in our workforce makes
us who we are. Congratulations to our board memebers, Juanita
Powell Baranco, Veronica Hagen and Linda Hudson, for being
named to the 2018 Most Influential Corporate Board Directors
list. Their invaluable leadership and total commitment to
excellence permeates throughout out our organization. Your
energy is an inspiration to all 30,000 of us!

IS net zero @ @ &

Juanita Powell Veronica Ling
Baranco Hagen Hudson

We use imagery that
visually represents the
message of the ad.

A
- SOUthern Compa ny A Southern Company ©2021 Southern Company
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Customer newsletter

We place our logo in
the upper-left corner
for clear and immediate
identification.

A

..................) AGeorgia Power

April 2021

Community

updates

Stay cool in your home without
hiking up your energy bill

There are many easy tips you can follow to save money and energy
and help make your home more comfortable this summer.

We use clean page-layout — .ceoeeeeeee > 2
designs and color fields
to organize content into 3
digestible sections.
4
5

. Set your thermostat to 78 degrees in the summer and leave it

alone. You can expect a 3 to 4 percent increase in energy use for
every degree lower that you set the thermostat in the summer.

. Make sure furniture, curtains, rugs and other items do not block air

vents and registers.

. For your cooling system, be sure to clean or change the filters

every three months. A dirty filter makes your equipment work
harder — which can result in higher bills.

. Avoid using appliances that produce heat during the hottest times

of the day.

. Using a ceiling or area fan will make the air feel up to six degrees

cooler. However, use fans only if you are in the room.

For these and many other energy-saving tips, be sure to visit
georgiapower.com/save.

Southern Company enterprise brand guidelines. October 2026.

georgiapower.com

Connect with us

Kl @facebook.com/GeorgiaPower

W @GeorgiaPower

0is

today!

You can get $50 for recycling
your old fridge

You can earn money from the comfort
of your easy chair. If you have a working
secondary refrigerator or freezer that
you want to recycle, take advantage of
Georgia Power's Regrigerator Recycling
Program. Receive $50 when you recycle
your old refrigerator or freezer. Plus,
you'll save up to $150 a year in reduced
energy costs. Let us take it from there.

To schedule a free pickup, visit
georgiapower.com/refrigerator today.

Note: The refrigerator or freezer must be empty at
the time of pickup.

Did you know you can get
your bills online?

With paperless billing, your online bill

is an exact copy of your paper bill.

You no longer need to worry about
missing a payment, because we provide
a reminder email each month.

Enroll online at
georgiapower.com/paperless

( .........

We use prism pattern
for our masthead to
make an impact.

We use featured icons
to help present content
in an engaging way.

We use supportive colors
within the same family to
add vitality. Imagery may
also be used as appropriate.

i
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E-mail

We use silhouetted portraits
on prism patterns for our
executive email headers.

11:35

< Inbox

info@southerncompany.com
To:

A Southern Company

From
Chris's desk

September 3, 2025

To: All Southern Company employees

It is clear that our safety culture is
world-class, and that is in large part because
of your dedication to doing things safely and
the right way, but we should always strive to
get a little better every day. That’s why |
tasked the Southern Company Safety Council
with finding ways to improve even further.

The Southern Company Safety Council
reviewed the survey results and identified the
following common trends across all of our
companies:

* Employee Engagement: Through the
survey, we were able to measure

We use a neutral or dark palette
to achieve a sophisticated look,
as appropriate.
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11:35
< Inbox

info@southerncompany.com
To:

A Southern Company

Hi, team.

Operations Management Council members and
their direct reports, representing each area of
the organization, reviewed our recent safety and
wellness performance during the September
safety call.

Attendees provided updates on action items
identified during previous leadership safety calls,
reviewed recent incidents or near misses, and
celebrated safety successes.

The safety discussions are important in helping
identify and share learnings across the organiza-
tion that can improve safety and wellness for all
employees.

We use bright linear patterns
to increase engagement in
our communications.

We use short, to-the-point,
approachable headlines to

grab our audience’s attention.

1:35
< Inbox

info@southerncompany.com
To:

A Southern Company

Discover. Connect. Thrive.

To: All Southern Company employees
Wellbeing Week: Discover. Connect. Thrive.

Today marks the start of Wellbeing Week, a
chance to focus on your wellbeing and
discover the benefits offered through
Southern Company.

To kick things off, hear from Southern
Company Chairman, President, and CEO Chris
Womack as he shares the importance of
checking in with yourself and connecting with
resources that can help you be your best.

Throughout the week, you'll hear personal
stories from Wellbeing Champions, learn more

11:35
< Inbox

info@southerncompany.com
To:

A Southern Company

AFT Systems

Accounting shared services

Hi, team.

Enterprise Solutions (ES) Oracle EBS will h:
fresh look starting Sept. 24. The new, mor
intuitive interface will include improved
navigation and a Southern Company-bran
homepage with an announcement sectior
new icons. Key features are illustrated in t
video.

While there will be no impact to how user

process expense reports and check reque:

please be aware of the following:

¢ The web address is changing. Please rer
any existing shortcuts you may have anc
the Oracle launch page to access the
application moving forward.

* ES Oracle EBS will be unavailable from




PowerPoint presentation

For the cover, we use imagery that supports
the content of high-visibility presentations.

-

- ]
Building}ﬂ
future c.

I

—

"It is an exciting time to be at Southern
Company. The projected historic growth
across our electric service territory presents
incredible opportunities for both our

company and the communities we serve."

Christopher C. Womack
Chairman, President & CEO

A

We use the prism pattern
to bring the content of our
messaging to life.
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For everyday use, choose
a printer-friendly cover.

Building the
future of energy

John Smith | January, 2021

A Southern Company

[\

We use neutral colors, like grays,
for secondary information and
bright colors for key information.

We use color dividers to
clearly organize content.

Description

Section divider

A diverse generation fleet is good for everyone

What we've used (GWHs of energy) 100%

We are one of the only US. utilities pursuing
an “all of the above" net zero energy strategy. 80%
Developing and maintaining a diversified

energy portfolio i essential to successfully 0%
reducing emissions while also maintaining

reliability and affordability for our customers

A

We use a single color family to
add sophistication in our charts.
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Video and virtual backgrounds

Choose a prism pattern for ... >
your video in the color that
best aligns with the message.

Use the linear pattern as an animation at
events for a dynamic background, as the
lines move subtley behind the speaker.

Southern Company enterprise brand guidelines. October 2026.
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Helpful resources
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Contacts and resources

The most up-to-date information and downloads
are available on our branding website.

branding.southernco.com

%\ Brand Resources
Access PowerPoint and Word templates, logos, icons and additional
assets for use in both print and digital materials under Brand Resources.

— Digital Brand Guidelines

V) —
V —

v— For detailed guidance on applying brand standards in digital
environments, consult the Digital Brand Guidelines.

C‘E] Brand Experts

For questions related to these guidelines or broader branding inquiries,
contact your designated brand expert listed in the Brand Directory.

E:I] Company Print Shops
T ¥  Find contacts for printing promotional materials, flyers, signage and
other items in the Brand Directory.

777 Online Stores
) Recommended and approved vendors offering branded items can
also be found in the Brand Directory.

Southern Company enterprise brand. guidelines. October 2026.
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http://branding.southernco.com
https://soco365.sharepoint.com/sites/intra_branding/SitePages/Templates-Downloads.aspx
https://www.southerncompany.com/test-pages/digital-brand-guidelines.html
https://soco365.sharepoint.com/sites/intra_branding/SitePages/Resources.aspx
https://soco365.sharepoint.com/sites/intra_branding/SitePages/Resources.aspx
https://soco365.sharepoint.com/sites/intra_branding/SitePages/Resources.aspx
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