Beyond the logo and colors, Youlify’s brand guideline defines its user persona, tone, and art direction. Since
the product serves medical professionals who value clarity and trust, the communication style is designed to

feel intelligent, human, and consistent across every touchpoint.
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Introduction Mission Vision Brand Purpose Brand Tagline
Behind every claim is a physician trying to make sense of messy systems, searching for Our messaging
This brand guideline is the foundation for how Youlify shows up in the tlme,‘clarlty., and fair payment. Behlnd.every disconnected process, whether it’s billing,
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I consistency, trust, and professionalism in every touchpoint. t t t t t t h " f t t support, and data they need right at their fingertips.
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Audionee Howtoss atient ca re of h ea Ith ca re give i the clarity and fi ial control they deserve.
s ; e prodict chadti sometiog HatTepresente Voull p = " At the heart of it, we're here to empower the people who care for others, so they can focus Esconcaty Mossees

ulify Brand Guidelines

10.2025

managers, agency partners.
Align your work with our visual, verbal, and
strategic identity.
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on what truly matters: their patients.
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Dr. David Thompson, Physician Practice Owner Rachel Miller, Practice Manager Jamie Reynolds, Head of Revenue Cycle Management ICP &Filter Criteria Tone of Voice
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Color Palette Font Icons Meaning Behind the Name Primary Logo Secondary Lc
The name Youlify puts the user, "you", at the center of everything we do. Whether you're a
Main Brand Color Additional Blue Secondary Colors E| za Med|ca| B| || | ng Bold + > v < ~ s @ o % Q <+ v of F $ o) o IS ] $ physician, biller, or admin, Youlify is built to empower you with tools that simplify
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Logo Don’ts Logo Variation Favicon Photo Direction - Human-Centered Imagery Photo Direction - Environmental Imagery Photo Directi
InMotion ‘Static, Grounded, Magnificent o= 2D Surface in 3D Enviro!
Our photography captures people in action, Environment shots set the context without ‘Showcase moments whe
such as physicians reviewing records, staff distraction. Clean, well-lit settings help naturally blends into the:
interacting with patients, teams solving ‘communicate order, profes alism, and + Transparent or solid ¢
problems. We aim to reflect real-world care trust. suchas Ul, screens, o
. . environments with clarity and intention. « Emphasize symmetry, light, and space. eembedded in the phy
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The human presence s aiways the focal ighting, - Technology shouldst
point, not the device, not the background. i force our story, not take attent
Include a shade of biue close to our brand identity. If not blue, the image should Include a touch of bra
blue, o ensure the image pairs wellwith visually complement black for brand orinambient lighting
black for a cohesive, corporate feel. alignment. not, ensure the image
fora clean, corporate
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General

Motion Graphics

Use consistent motion language across
bra t demo, and campaign videos.
alidentity should feel acth i et}
+ Professional and corporate

+ Tech-forward, grounded inindigo tones,
+ Sincere and trustworthy —never overly

promotional
+ Conceptual, using shapes to represent

complex workflows piean - Get Paid For
- Clean, with simple type treatments and H s s )
‘minimal distractions Every Patient
MIT ¥ Youlify >~ “Voufy getsonlaim, You Help.
Type Motion Dois the start, PS__indaraadine Jovascript Ty Technology Y rorems “odtyecovredmors  darse dappeds
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Shape Motion

- Mation should be clean and cohesive

« Avoidflashy or chaotic effects

+ Let shapes support the narrative —
abstract, but never confusing

Application
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physicians;
For Physicians:

jent you help.
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Al Medical Billing.
By Physicians,
For Physicians.

Let us help you get paid for every
patient you help.

Youlify.ai
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Al Medical Billing
By Physicians, For Physicians john@youlify.ai Youlify.ai

John Smith

Business Development Representative

Ajino, .

Get Paid For
Every Patient
You Help.

Al medical billing solution, built by
physicians for physicians.

Palo Alto, CA
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