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We are driven by
purpose and passion

to create a personalized and complete
experience that caters to every person’s
well-being. Achieving this is our challenge, | \ 4
and one we willingly accept. ; e = Ny, N | g

s
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that inspire us to set the course for the
well-being of all. Innovations like our
unique technology let participants pivot
effortlessly with their needs. And our
holistic approach leads to happier, more
engaged, and culturally aware individuals.
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Helping
people liv
a more
fulfillin

is the foundation for what makes
WellRight the most engaging
and innovative partner to each
individual’s well-being journey.
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Welcome

come
yur brand.

What we do as a company is as unique as the
customers we serve. Simply put, we tailor our
holistic wellness offerings to help everyone
live their best lives.

So, we set out to create a visualization of our
brand that was as unique as the offerings

we provide. The following pages provide
direction on how WellRight should be
experienced. This applies internally as well as
externally. Communication consistency is key
to developing loyalty and trust for our brand.

We can’t wait to see how you bring us to life.
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AsS unique as our customers,
we tailor offerings that help
everyone live their best lives.
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PRI The value we offer

The brand
pillars

are foundational brand attributes that How it feels to work with us

define our approach. Every aspect of ( .

I
Industry-leading technology allows W
effortless modification to clients’

and individuals’ program needs

our brand — messaging and visuals — Our passionate partners
genuinely care for the

people they work with

should reflect these pillars to ensure
we present a consistent experience at
every touchpoint.

Our lasting impact

I
Our leaders are evolving the W
well-being journey
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WellRight is driven to support each
individual’s holistic well-being with an
innovative and engaging approach,
leveraging proprietary technology that leads
to happier and healthier people. So, we want
our brand personality to reflect these words:

Knowledgeable
driven by inno
and purpose.

It is important that we consistently
live out this personality. Our unique
point of view and tone create and
sustain our brand equity and define
the WellRight difference within

the marketplace — a key factor of
successful marketing.
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Tone of voice

What we do and all we offer
comes from a genuine desire
to improve lives. So, we want
the way we communicate

these offerings to feel just
as genuine and authentic.

Our tone should feel
knowledgeable, guiding,
informed, and friendly.




Brand
visuals

The following pages give direction

on how elements of the brand should
be executed. Delivering a consistent
visual experience helps create brand
awareness and credibility.
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Primary logos Horizontal logo

The WellRight green logo is the primary logo and should Use this version only when vertical space does not
be used in all communications. The white and green logo allow for primary logo usage, such as on premium
is the preferred reverse logo, but if legibility is an issue, items, display ads, or email signatures.

the all-white version can be used.

Reverse

Reverse . W\
~ {/d

v wellrigh

7

WellRight \/ WellRight

WellRight

WellRight Brand Guidelines // September 2022 1



Small-sized applications Email signature Social identity
The smallest acceptable size for Paul Danao
the primary logo is 44 pixels high. Chief Marketing Officer
24 pixels is the smallest allowable 872.600.8739
height for the horizontal logo. pdanao@wellright.com
44 pixels

Likes

App icon and favicon

Building Equity Into
Workplace Wellness

Key thing
equitabl

24 pixels
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Do not re-typeset the WellRight
logo in a different font.

Do not contain the
WellRight logo in a shape.

7

WellRight

Do not stretch, skew or
rotate the WellRight logo.
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Do not modify the WellRight logo with
drop shadows or different effects.

Do not modify the color
of the WellRight logo.

Y 4

WellRight

Make sure to use the appropriate
WellRight logo so that it is readable
over a background image.

Do not outline the
WellRight logo.

Do not place the WellRight
logo within body text.

The corporate wellness
platform delivers a customizable
wellness program to support
employees in their wellness journey.

13
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Clear space

When using the WellRight logo in applications where it will
appear with other logos, the height and width of the large
leaf should determine the amount of clear space around the
logo. Providing clear space protects the logo’s legibility.
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Primary typeface
Gotham is a modern, clean, sans serif typeface. It appears
warm and friendly, authentic and straightforward.

GOTHAM LIGHT

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789

GOTHAM BOOK

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789

GOTHAM MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789

GOTHAM BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789

Alternate typeface
Montserrat should be used when Gotham is not available.

MONTSERRAT LIGHT

ABCDEFGHIIKLMNOPQRSTUVWXYZ 0123456789

MONTSERRAT MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789

MONTSERRAT BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ 0123456789
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Hello!

This is Gotham Bold. This is Gotham Book.

This is an example

of a headline with
kerning at -25.

This is an example of a sub headline.

This is a paragraph header

This is an example of body copy. Gotham Bold is the preferred font
for prominent messaging. It can also be used when differentiation
in style, such as weight, is needed to define and organize content.

Gotham Book is a secondary font within the typeface family

and plays an important role in setting information hierarchy

by categorizing content according to contrast and variation in
typographic style. The minimum size for body copy is 9 pt (10 pt
if reversed on a gradient).




Gradient versus solid color text
Gradients may be applied to the
text of main (H1) or prominent
headings in print and digital
pieces to add energy and
exuberance to their messaging.
In web content, gradients are
reserved for H1 headlines only.

Solid color text should be used for
any smaller headlines/subheads,

email text, and body copy. Solid
color can be used for headlines
when a gradient cannot be
achieved. In this case, purple pulse
is the recommended solid color
for headlines.
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This is an example of
a large headline with
a gradient applied.

This Is an example
of a large headline
In a solid color.

This is an example of a subhead in a solid color.

This is an example of a paragraph header in a solid color

This is an example of body copy in a solid color. Gotham Bold is the preferred font
for prominent messaging. It can also be used when differentiation in style, such

as weight, is needed to define and organize content.



The WellRight color palette has been curated
to feel distinct within the wellness industry. The
three differentiating blue tones, paired with
our green and purple, feel fresh, energetic, and
high-tech. When combined, the colors feel
vibrant, friendly, accessible, and innovative.

Primary colors

Spark blue, radiant navy,
and leaf green are the
dominant colors of the
palette. They should be
used most prominently
in elements such as
headlines, subheads,
and large fields of color.

Radiant navy or black
should be used for large
bodies of text.

White is included in the
palette as a reminder
of the importance to
utilize white space
within designs.
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Secondary colors
Turquoise water and
purple pulse are accent
colors to be used to
highlight information
or draw attention.

Gradient

A unigue blend of purple
pulse, turquoise water,

and leaf green is used to
create the “Alive” gradient,
which can be used for
backgrounds or headlines.
Care should be taken to
apply gradients consistently
and at the same angle in
each communication piece.

C100 M97 Y33 K35

WellRI

spark blue turquoise water
PMS 2728 PMS 2266

HEX #O0alafc HEX #00ccd1
RGB 10, 26, 252 RGB 0, 204, 209
C89 M70 YO KO C67 MO Y24 KO

white

HEX #ffffff

RGB 255, 255, 255
C37 MO Y96 KO
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ICONOGRAPHY STYLE

VIGNETTE
ILLUSTRATION STYLE

Graphic elements should consist 4 .

of simple lines and shapes, ( Ezz @ @ &

giving them a modern and tech- (4?

oriented feel. Simplicity of style SLEEP HEARTBEAT WEIGHT STRENGTH

presents information in the most =

straightforward and authentic way. VIENTAL HEAETH

Ilcons can be shown in any of the @ @ % - .

color palette options, with or o i et
. . HYDRATION FRESH AIR MEDITATION STEPS

without a circular background, as Y

long as legibility is not an issue. (\)

lllustration vignettes are used @ % C {'lj

to convey concepts with more D HEALTH CHECKUP

detall than an ICon Can represent GOALS MOVEMENT SUPPLEMENTS CONSISTENCY

They should appear almost

monochromatic, using different % T

tones of blue and accentuated in @II % ""'\/"

a subtle way by thoughtful pops ~ PATA VISUALIZATION

MEASUREMENTS MENTAL HEALTH NUTRITION TRACKER

of color to highlight information or
help visually balance the elements.

57%

GO0
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WellRight photography should
capture the energy and radiance of
people living their best lives. Selecting
photography that pulls in the bright
brand colors creates a unique, curated
set, which conveys the vibrancy of
maintaining good health while also
drawing on the high-tech aspects

of healthcare.

Natural lighting should be used to
convey warmth, healing and overall
well-being. Facial expression and body
language should convey achievement,
satisfaction and happiness.

The photos should have a range

of interesting crops, close-ups and
angles to convey different individual
perspectives and captured moments
during each person’s individual
wellness journey.
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WORDS TO INFORM PHOTO SELECTION
individuality/creating better habits/
holistic approach/engagement/
passionate/vibrancy/sunlight/emotion/
balanced life/living your best life/
connections/innovation/technology

Click here to view our curated library
of Getty images and icons.
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A WellRight

DISPLAY AD
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Nem evellendios volut eseque officia inil
excest, utatias porem rae voluptinus, con res derior arum in ea
venis animus ducid molorum faccus quoditatatur mos ad.

Tatati cuptae peruptas ute pratauo
voluptur? Minuly ptatiore, ommod
est, officae. Nemauosa quam.

Tatati cuptae peruptas ute pratauo
voluptur? Minullu ptatiore.

Hil estiis cone od et labo. Ur solore,
officip samusci atissita dolendae
non repelici aperi odicit quatur?
Tatati cuptae peruptas ute pratauo
voluptur? Minulu ptatiore.

Latum experum quatinciatio inis
des enem Gia doloribus, quid
molupta plia.

Impos reperes ditius magnist volum,
cus officip samusci atissita dolendae
non repelici aperi od.

* Cito beatinis dolentus susciliqui
numaue molorum llibus intorum
eatem quiatib usandel is adia
dolora nihillupta volore

+ Cito beatinis dolentus susciliqui
numaue molorum llibus intorum
eatem quiatib usandel is adia
dolora nihillupta volore:

* Cito beatinis dolentus susciliqui
numaue molorum llibus intorum
eatem quiatib usandel is adia
dolora nihillupta volore

os molupti alis min

NEXT STEPS

] Lorem ipsum numaue
libus intorum eatem
quiatib usandel is adia

[ Lorem ipsum numaue
molorum llibus intorum
eatem quiatib usandel
is adia

O Lorem ipsum numaue
molorum libus intorum.
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Tweets & replies

WellRight @gotweliight - Jul 6

“Peaple dan't start from the same place.. Organizations need o build theic

s on equity, not equality.™ Dr. LouAnne

Giangreco talks bout squity I six areas of wellness in Employes

Benefits & Wellness Excellence. Read more: hubs. ly

Building Equity Into
Workplace Wellness

to consider while building an
rorkplace wellness program
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