fitbit

Brand Book




Welcome to the Fitbit brand book—a 60-

page adventure that introduces you to our
brand, highlights what makes it so special and
empowers you with the information you need to
bring it life.

Along the way, we'll take you through our story,
our voice, our look and our community. And, in

true Fitbit fashion, we'll have a little fun along
the way.

Buckle up! It's going to be a journey.
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Our

story
®O

Let’s start with some
company history and
the story of how Fitbit
went from startup to
household name.




fitbit

In 2007, Fitbit founders James Park

and Eric Friedman were playing with
the first Nintendo Wii when they
realized that technology could create
incredible fithess and health outcomes.
So, they embarked on a path to build

a wearable product that would change

the way we move.
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What started with a small step is now @
pretty big deal. You might even say it's
a movement. With millions of products
sold, countless success stories told,
experiences that change behaviors
and an amazing global brand, it's clear
that their idea didn't just change the
way people move—it changed lives.

And now, you're part of it.




@ <Our story) Milestones

Every step
has made a
big impact

Here are a few of our favorite milestones.

2007

MAR. '07
James Park and Eric
Friedman start Fitbit

SEPT. '08

Fitbit enters TechCrunch50
startup competition & gets
2,000 preorders on Fitbit
Classic

SEPT. '09

Shipped the Fitbit Tracker,
the first mainstream
wireless activity tracker,
measuring steps, distance,
calories and sleep

DEC. '09
Global headcount =3

JUN. "10
Fitbit Premium launches
with virtual training and
analytics

OCT. '10
First Corporate Wellness
order

FEB. '"11
Fitbit opens its API to third-
party developers

OCT. '11
Launched Ultra with floors
climbed & a new iPhone app

JAN. 12
We scale up the offering
with Aria

MAR. "12
Fitbit app goes live on
Android

APR. '"12
First patent granted. Now
that’s impressive.

SEPT. "12

One & Zip announced—both

sync wirelessly via Bluetooth

MAY ‘13
Flex launches as first wrist-
based tracker

DEC. '"13
Global headcount = 233

FEB. ‘14
First drop for designer
collections with Tory Burch

OCT. '"14

Charge, Charge HR and
Surge are announced &
Challenges go live

FEB. ‘15

FitForFood campaign
donates 1.5 million meals to
struggling Americans

MAR. 15
Obama is spotted wearing
Fitbit Surge

JAN. '16
First smartwatch, Blaze,
launches

AUG. '16
Say hello to a swimproof
tracker: Flex 2

NOV. '16

Fitbit sponsors the NYC
Marathon & is one of
Oprah’s Favorite Things

JAN. '"17
Integration with

UnitedHealthcare
announced

MAR. '18

Fitbit announces Fitbit lonic,
Fitbit Versa & first kids’
tracker, Ace

MAR. ‘19

Fitbit & Solera Health
partner to reduce risk of
type 2 diabetes

MAY ‘19
We take transit to Fitbit Pay

AUG. '19

Fitbit partners in a national
public health program
with Singapore’s Health
Promotion Board

NOV. '19
Our next big step: an
acquisition by Google

2020



Fun fact: Fithess

our company @
was almost
named Avocado

l

Fitcado
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Our mission is to help people
lead healthier, more active lives
by empowering them with dataq,

Inspiration and guidance to
reach their goals.
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@ <Our story) Archetype

What guides
us

Three things define the north star for the Fitbit
brand: our mission, our archetype and our
attributes. They influence everything from new
product features to marketing campaigns, and
help people understand who we are as a brand,

what our purpose is and how we make decisions.
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Fitbit's
archetype is

¥ ( the catalyst

Which means we help you transform
your life in an awe-inspiring way.

As catalysts, we believe anything is
possible. By combining the power of
technology with perseverance and
positivity, we help others improve their
health and create meaningful change in
the world.

Sound magical? It is.

12
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Our attributes

o ==
our brand to the world. They're the Insightful Delightful a
principles that inspire everything we

Attributes clearly explain how we bring
the catalyst to life and communicate
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I I .
Q (Embroce & empower everybody)

Whatever your age, ethnicity,

body type, lifestyle, gender identity
or beliefs, we believe everyone
deserves better health. Forget
fitting into a mold—we're about
making progress in your own way.




a Attributes

Motivating
a (P"Opel people through positivity)

No matter where you're at on the
journey, a little support goes a long
way. We choose empathy over ego
and use encouragement to get you
inspired and give you confidence
while you work toward your goals.
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Insightful
6 (Drive transformation with doto)

We turn millions of data points into
useful insights that help you know
yourself better. Because evoking
curiosity can ignite self-improvement
and revealing something new can be
revolutionary for your mindset.
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Delightful
Q (Moke the awe-inspiring awesome>

We got in the business to make
health and fithess exciting and
enjoyable. It's why we encourage
big dreams, celebrate small wins
and find fresh ways to keep people
engaged. Basically, boring just isn’t
our brand.

I
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a Attributes

Innovative
@ (P"O"e anything is possib|e>

From products and features to
app experiences and beyond,

we push our limits to help you
transform your life. To us, it's only
the next best thing if it's the next
best thing for your health.
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Feeling inspired?

Good. We're just
getting started.

Take a deep breath and flip the page to get familiar with the Fitbit voice.



Our

voice
OO

It's our personality, it's
how we communicate
and it's how we form
relationships. Time to
engage the right side of

your brain.
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Y ’ One warm welcome can start a person on their journey.
O u Ve g O One helpful nudge can keep them on track.

One key insight can spark a whole new mindset.

And one well-earned celebration can lead to new motivation.

th .
e Vo I c e, Even that one person would make what we do worthwhile,

but the Fitbit community is 27+ million strong.

y0 u ’ve g Ot So all those words add up to make a big impact.

That's where you come in.

t h e Owe r Once you nail the brand voice, take it and set your exercise
® mode to run.
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Remember the brand
attributes from earlier?

They power what we say

because they're part of
our DNA.

22

Inclusive

Our words don't alienate anybody—everyone should be able to understand

and relate.

Motivating
The glass is half full here, and we prove it with thoughtful encouragement

and a can-do attitude.

Insightful
Drop knowledge in a way that'’s credible and trustworthy, always with an

approachable edge.

Delightful

Keep it conversational and heartfelt. Along the way, a friendly wink goes,

well, a long way.

Innovative

Be original. Transform that cliche into something worth underlining.
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an expert
who's always

Insightful

AIM FOR RIGHT AROUND HERE

an energizer
that makes
things delightful
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@ <Our voice) Tone

tone matters

Our brand voice never changes, but switching up
our tone helps us pack the biggest punch.

Think of it like this: our personality is the same day
In and day out, but the way we talk evolves and
changes based on what we're doing and who we're

with at a given moment.

24
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The direction of our tone
generally depends on

three main things.
Remember them to set
vourself up for success.

25

Tone should match the topic

Depending on the content, you might need to dial up the science references
or add more playfulness to strike a chord that makes the most sense for

your subject matter.

Consider who you're talking to
You wouldn't chat with your BFF the same way you'd present at a
conference, so ask yourself who you're trying to reach and shift gears to

get to the best place.

Keep catalyst in mind

No matter what we're saying, our archetype should ring true. Invoke it

by leaning into health, highlighting how we help people transform their lives,
and doing it in a way that’s clever and charming rather than cheeky

or brazen.
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e Our voice ersonalit

Aspirational (eeonoseetzeie ) ()
Empowering
Confident

®
Witty
Smart

BBBBBBBBB




early bedtime -» morning person @ -

Sl s A (—> ( abslater

As catalysts, our voice (onoomptrereits
helps our community

° . SPF 60 blissful skin
transform their lives. -@-

this Is your moment

solid stretch Q happy calves

guided breathing - chill vibes healthy snack - pat on the back

% hi, hydration afternoon stroll > mood booster go go go

Every phrase has a chance to make a difference.




Our

look
oo

Logos and icons and
imagery, oh my! These
bits and pieces help us
put our best foot forward
in everything we make.
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Let’s start with
a look back

Like our company itself, the Fitbit
I logo has evolved over the years.

It just keeps getting better.

 fitbit
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You've got to love this logo. It's our single
most valuable asset. Using it correctly is

the most important rule. The dots in our
diamond reflect movement, momentum and
progression. The custom wordmark is as
bold as our ideas. And using the logo
correctly is your responsibility. No pressure.
Okay, some pressure.

The full logo exists in two colors: white or
black, with white being primary. If using the
diamond alone, it can be featured in Fitbit
Teal. But we dont combine the teal diamond

with the wordmark.

toit
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How many dots does it take to make the Fitbit
diamond? We'll let you count them. Just know
they grow in size and convey the momentum and
transformation we're known for.

The wordmark is the actual text that says Fitbit—it's a
custom type that’s unique and bold enough to stand
out across our assets.

Where you find a Fitbit logo in the wild, an ® won't be
far away. It's used in the first instance and it lines up
nice and tidy with the bottom of the “t.”

The diamond and wordmark are kind of like PB&J.
Perfect together, but still stand out on their own.
It's okay to use them separately and consider
one secondary.

fitbit

MINIMUM CLEAR SPACE
COMFORTABLE CLEAR SPACE

32
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Don’t use colors on the full logo. Don’t change the weight of the logotype. Don't distort or rotate the logo.

Don't apply any effects to the logo. Don’t use older versions of the logo. Don’t place our logo on any busy background areas.

[ ]
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The diamond

While the full logo lockup is
available in black or white only,
we dial things up when the

diamond is used alone.

The main color duo combines a
classic Fitbit Teal diamond with a
Trail Run background, but there
may be instances where you

opt for one of the other options

shown on this page.

PRIMARY

SECONDARY

34
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Main font family

Meet Matter: your go-to Fitbit font
It’s less serious than a serif

And as approachable as we are
Different weights keep you on your toes
While the shapes keep things familiar and fun

Basically the opposite of burpees.

BBBBBBBBB
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Font details

While Matter is our primary PRIMARY: MATTER
font, we technically have two

e dbcdefghijklmnopqgrstuvwxyz

serif fonts that provide a solid

range of weights and utilize ' ? O

letterforms that are legible and @ /0 # & O 1 2 3 4 5 6 78 9
easy on the eyes. e o

For Matter, our go-to weights

are Regular, Medium, Semi Bold SECONDARY: PROXIMA NOVA
and Bold, but you may see Light

abcdefghijklmnopqgrstuvwxyz

rare instances.

oroxima Nova s a popuar ?7@%#& 0123456739

geometric font that we use
across our website, presentation

decks and some digital assets.

'E‘i' BRAND BOOK
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Thisis a
palette

made to
motivate.

38

The Fitbit color palette is bold, bright and
energetic—giving you plenty of options to play with
as you create designs and other work.

If you're struggling to put together the right color
combination, leaning into one color family is a solid
place to start—and remember that white space is
your friend.
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Neutrals

Lights

Mediums

Darks

YOGA PANTS BLACK
PM BLACK

CMYK O|OIlO0I1100

RGB 000 | 000 | 000

HEX 000000

TRAIL RUN

PMS 627 C

CMYK 87 153173]|
RGB 006104910
HEX 063128

GREEN FAMILY

65
40

COCONUT

CMYK 0101010
RGB 2551255 | 255
HEX  FFFFFF

SKY

PMS 291 C

CMYK 36191010
RGB 150 | 206 | 255
HEX 96CEFF

281 C
1001911361 30
0191 0411 089
1532959

BLUE FAMILY

ALMOND

PMS 9225 C

CMYK 511011310
RGB 238 | 225 | 214
HEX EEE1D6

PINK SMOOTHIE

PMS 2337 C
CMYK 013212010
RGB 2511188 | 182
HEX FBBCB6

BEET JUICE

PMS 7421 C

CMYK 36193 |74153
RGB 096 | 024 | 034
HEX 601822

ORANGE FAMILY

40
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Company colors

To distinguish our internal brand
from our external brand, we pare
down the full palette to four core
colors: Fitbit Teal, Coconut, Trail
Run and Almond. In rare cases
you may choose to kick up the
energy by adding a dash

of Papaya.

So, the next time you create
company commuhnications—
whether you're designing a
presentation or a piece of swag
for your department—remember
that these hues are the ones

you'll use.

41
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HOW'S THIS FOR A PALETTE CLEANSER?

Color is like sweat:
¢ > alittle bit goes a long way.
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Glyphs

What they are:
Shapes that act as guides and

make connections between data.

Each symbol accents a feature

or provides some extra direction.

Why we use them:

They work like punctuation
and add emphasis to different
layouts. Plus, they're eye-
catching and more fun than a

free foam roller.

How we use them:

Sparingly. Less is more because
we never want to take away from
the content, products or CTA.
Those always take priority—the

glyph is just the cherry on top.

©
<
-

43
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Photography
makes things

ol

From lifestyle photography to CG
rendering, photography tells the story of
our products and our features, and the
people who love using them.

We use it to highlight the sleek design

of products, to offer education about
features, and to showcase the diversity of
our community and why they love Fitbit.

44
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These guidelines help
us photograph healthy
lifestyles, represent real

people and do it in an
approachable way.

45

Inclusive casting

We genuinely strive to celebrate the differences in our community—

showing them is purposeful, not performative.

Limited retouching

Reserve retouching for distractions, like a frayed string on someone’s shirt.

The crow's feet, folds and waistlines are perfect just as they are.

Strategic styling
Take cues from the product itself to inform the visuals. In the spirit of
authenticity, think less posing and more doing, enjoying and living.

Natural lighting
Directional sunlight flatters skin and our lineup alike. Avoid overly
commercial lighting and keep things cohesive between products.

BRAND BOOK
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Like the perfectly packed gym bag,

Exq I I I p I es to our colors, fonts, glyphs and photos

make up everything you need to make
magic happen.

INSpire you

Need proof? Here are a few ideas to
help you get started.

BRAND BOOK
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Fitbit employees bring their passions to work

D O =

0 & work for their passions
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With teams worldwide, three guiding behaviors
point all employees in the right direction. These
behaviors define how we work, who we are and

what we stand for.

That way, our developers in Bucharest are on
the same path as the team in Boston, and the
outlook in Singapore is as sunny as a Saturday

in California.
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% Our people

Champion the customer

Do what's right
Make things we're proud of
Focus on customer satisfaction

Company
o Rally together
behaviors reach out across teoms

Communicate frequently and foster transparency
‘ Respect each other’s input and assume good intent

Embrace the challenge

Take ownership with a bias for action
Take risks

Stay positive

[ ]
.::s. BRAND BOOK
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BEHIND THE BEHAVIORS

A culture that
(>) moves you

Fitbit is a place where your work matters and
Workout Wednesday is more than a hashtag.

Where our meeting rooms have just as much
personality as our themed happy hours.

And where our people find a balance between
activity tracking and actively solving problems to
help our users eat, sleep, move and breathe better.
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@ Our people Resources

When it comes to getting
iInvolved, what's on your
wrist is in your hands. You
can have a major impact on

our hardware, software and
work environment, and the
way the rest of the world
sees our brand.

54

Field testing
Volunteer for missions that help our teams determine how to improve never-

before-seen products and fine-tune our latest advancements.

Hackbit

Join quarterly events where employees dedicate themselves to projects of
their choosing that innovate or enhance the Fitbit experience in a new way.

BRAND BOOK




@ Our people Resources

We believe every bit makes
a difference when it comes
to diversity, inclusion

and belonging. Different
Ideas & perspectives are

welcome, and employees

are encouraged to celebrate
their cultures and identities in
Employee Resource Groups.

Meet Equalbit

If you want to get involved or have an idea for a new ERG, join our global

inclusion & diversity group Slack channel, #Equalbit.

(" Blackbit ) (outfit ) (" Fitbit Pasos )

( Porents) ( South Asian Employee Network)

( Veterons> (Women of Fitbit)

55
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At every All Hands, in weekly emails, on social
media—we make time to celebrate the
customers that make us who we are today.
Though we all have Fitbit in common, the
journey looks different for everyone. And we
wouldn’t have it any other way.

The new mom in Bristol. The next-door
neighbors in Perth. The teaching faculty in
San Antonio. They all share experiences that
remind us why we're here.

BBBBBBBBB
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| spend more
time on my Fitbi

program than on
social media.
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that my Fitbi
saved my life 5
years ago.
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twenty and have
way too much

“The best part??
ENERGY!!!”

| feel like | am




@ COur people

Now that you're here, you have a hand in
Infinite more success stories. Success for
our customers, success for our products and
SUCCESS ON your own journey as you grow
with us.

You've seen the north star for the brand, now
follow where it leads.

And remember—if your work is inclusive,
motivating, insightful, delightful and innovative?

You're headed in the right direction.

Be the catalyst. Let's make the world a
healthier place together.

58
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P 58 HIIT sessions
( @& 3x proofread

O Al the edits
i@ 32 burritos @
e ,% 108 miles run

Phew, you
m q d e It ! Constant

Stats are a part of life at Fitbit.
Even ones like these that went
iInto making this book.

positive

vibes K- 1strong team e
,* 26 creatives &) 48 |bs of coffee €z 2520 hrs of sleep a
=ulll (&l 53 virtual backgrounds @ ® 580 bigideas ) gma Cor

@, 62 hrs of yoga




Questions, concerns or compliments
' about the nitty-gritty of the Fitbit brand?
Than y0u. Say hello to to
connect with the team who breathes
It every day.



MADE IN SAN FRANCISCO,
DESIGNED TO INSPIRE THE WORLD.



