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Confidential

The following document contains confidential and
proprietary information, please do not share
outside the present audience.
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Who is Verily Health?

Verily Health is a data
platform and technology
company built to power
Al-enabled precision health
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Brand attributes

People-first, human

data-driven Kind

The Verily Health brand relies on data and
evidence to inform, but never forgets that

healthcare is all about real people and that what C O u rO g e O u S

we are doing is both important and hard.

objective
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Uniquely positioned at the intersection of technology,
data science, and healthcare, Verily Health transforms
Multimodal health data into Iinsights, models, anad
actions that make healthcare more personalized,

predictive, and precise.

Our solutions are designed to make healthcare data Al-ready and fit for purpose across care, research, and public health.




Verily mark logic

Precision
through Gestait

The Verily Health mark uses the Gestalt (German for
“unified whole") principles of organization and perception
to create a unified brand expression that is comprehensible
and accessible to our users. The mark brings together
opposing elements, which combined create something
greater and more refined.

At its core, our identity should telegraph that Verily is the
health tech company unifying research and care with
mutually reinforcing solutions that deliver value greater
than the sum of the parts to bring the promise of
precision health to everyone, every day.
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Verily mark logic

——————————

Hard edges of the square represent the precise
nature of the data/evidence married in unified

self to the rounded/softened corners of the
triangle which represents the humanity.
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OMmRrRoON

A kind & warm
optimism




Logos & lockups | primary identity

o
Primary logo
This is the primary logo for the Verily Health brand.

The components of the logo, for reference throughout this
document, are shown on the right:

e |[CcoOn
e Wordmark

Whenever possible, use the “preferred lockup” of the logo
for both digital and print applications.
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Primary logo components

m4 verily health

m4 verily health
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Logos & lockups | primary identity

Plain text usage

In plain text, the name “Verily Health” should always be capitalized.

The full “Verily Health” name should be used upon first utterance in all communications, with subsequent references simplified to “Verily".

The “Verily Health” name should never be used with a product or sub-brand name (e.g., Verily Health Lightpath = N ; Verily Lightpath = [4

Verily Health

In cases where the full legal name is required, it should be “Verily Health Inc.”

Verily Health Inc.

B4 5sandcuidelines | Version1.5 | 2026
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Logos & lockups | primary identity

Preferred usage

The icon & wordmark (shown below) is always the preferred version of the logo. However, in cases where the
layout is narrow, the icon-only logo can be used and adjusted for scale. The full logo must be used somewhere

in the layout as an additional element for brand recognition when possible.

m4 verily health _V

Preferred in most context. Can be used in small execution where full size logo isn't
possible or necessary, i.e in-product, in-app, footers and
product lockups where scale and legibility is an issue.

B4 5sandcuidelines | Version1.5 | 2026
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Logos & lockups | primary identity

Exclusion zones & scale

The area around a logo that must remain empty in all layouts and applications ~

is known as an exclusion zone. For Verily logo, this area (shown below) is l h lt h
equivalent to the height of lowercase letter “r" in the wordmark and surrounds u verl y ea

the mark on all four sides. No typography, logos, or any other content

elements should be placed any closer to the logo than this.

m4 verily health B 4

The triangle shape (shown right) ascends beyond the
topline of the square. This is for optical alignment. Please
do not crop or adjust.

B4 5randGuidelines | Version1.5 | 2026
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Logos & lockups | partner lockups

Partnership lockups

When using the Verily icon & wordmark with a
partner, the preferred lock up should be in color. If

additional restrictions of color apply, then a black or

white logo may be used.

Logos should be separated by a vertical bar or an

empty space. Never use “&" or “+" as a connector.

Space between the logos and the connecting
element (or between each other if there is no
connector) should be ample.

The scale of the Verily logo should always be
visually equivalent to the partner logo.

Logo order is determined by the use case and relationship with the
partner but when possible, the Verily logo should lead.
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m4 verily health

Verily + partner brand - Preferred lock-ups with
appropriate space padding between lockups

m4 verily health

Verily as the partner - Preferred lock-ups with
appropriate space padding between lockups

16



Logos & lockups | do not do this

ealth m4 verily health

i4Ve

DO NOT Apply colors to the logos, other than DO NOT Scale the logos horizontally or vertically DO NOT Skew the logos or distort the shape in
those shown in the approved logo colorways. so that it loses its original proportions. any way.

DO NOT Flip or rotate the logos. DO NOT Outline the logos. DO NOT Apply drop shadows to the logo.

B4 5randGuidelines | Version1.5 | 2026 17



Logos & lockups | do not do this

M - //

DO NOT Use other typefaces to spell out DO NOT Place the color logo and dark type DO NOT Place the color/light logo and light
“Verily” with the symbol. logo on dark backgrounds or colors outside type logo on light backgrounds.
the brand color system

DO NOT Place any verdant green color DO NOT Place the logo on complex patterned DO NOT Place the logo on complex
versions of the logo on colors other than backgrounds. photographic backgrounds. A flat color
white/light grey or brand canvas colors. overlay must be applied to mute the photos.

Bld 5andcuidelines | Version1.5 | 2026 18
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Al-accelerated research
m4 verily viewpoint

Seeing more evidence with greater
depth and generalizability over-time to
enable Al-powered research

- Evidence
- Cohorts/Custom Cohorts/BYOC

- Study Ops
- Site CTMS
- Digital Protocols
- Protocol Insights
- System Orchestration

Precision Health Platform
V L4 o
208“€ vy verily

The Al-native platform
purpose-built for precision
health

le exchange

o refinery

vy workbench
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Personalized Health Management
m4 verilyssze
The one app that unlocks your health

- Preventive Health
Recommendations

- Consolidated Health Records

- Al-Powered Meal Logging

- Personal, Private Al Companion

- Lifelong Health Study

Verily Datasets

m4 verily lifelong

Verily broad registry of longitudinal,
patient generated data

m4 verily baseline

Verily 4+ year longitudinal study including
curation of a robust multimodal dataset

m4 verily lightpath

llluminating better decisions at the
moments that matter with
personalized, Al-powered care

- Metabolic
- Weight Loss

Public Health

m4 verily sightline
Empowering communities to detect
and mitigate population-level disease

- Testing
- Sightline Dataset

20



Portfolio Naming | b2b

In copy content

Suite name

In plain text, our suites (Verily Viewpoint and Verily Numetric) must
always include the name Verily. They may not be shortened to
"Viewpoint” or “Numetric”.

First mention vs. throughout content

Per content deliverable, when referring to a product for the first time,
always use the full suite and product name together (ie. Verily
Viewpoint Site CTMS). After the first mention, you may shorten to the
product name on it's own (ie. Site CTMS). Both suite names and
product names, should always be capitalized.

Bld 5andcuidelines | Version1.5 | 2026

©® Verily Viewpoint
® Viewpoint

Suite name in plain text

Verily Viewpoint Site CTMS s changing the game for CTMS
solutions because it's been designed by researchers, for
researchers. By removing the burden of juggling multiple files
and systems, Site CTMS optimizes research site operations
with visibility and tracking, enabling high-quality data
collection that can power more precise research analyses.

First mention in content vs. throughout content

2]



Portfolio Naming | b2b

B2B

Clinical Research

- m4 verily viewpoint

Seeing more evidence with
greater depth and
generalizability over-time to
enable Al-powered research

verily viewpoint
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Logos & lockups | b2b

B2B

Care Management verily lightpath

o

llluminating better decisions at the
moments that matter with
personalized, Al-powered care
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Logos & lockups | b2b

B2B

Public health verily sightline

.l ° I | |o
Empowering communities to detect and
mitigate population-level disease
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Logos & lockups | consumer brands

Naming & usage

When locking up the Verily me logo lockup, exclusion
zones apply. Separation between name and lockup should
be equal to the space of half letter ‘r'.

Lockup
For brand recognition, the Verily logo in full (icon &

wordmark) should always be used together with the name.
In instances where scale and size are an issue (in-product,

etc.) an alternative 3 story lockup is available.
Color

Preferred logo is in color but a knocked out white and
black version is available.

B4 5sandcuidelines | Version1.5 | 2026
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:/‘erlly

:/‘erlly
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Color
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vibrance
Color system g rOWth
attributes health
awakening
safety
compassion
calm
hope
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comfort

Color

The Verily color system exudes energy & symbolizes
renewal—standing in stark contrast to the traditional
players in healthcare. It's roots originate in the verdant
color space which is synonymic for concepts like: renewal,
growth and forward movement. These are all signals of a
new change for the Verily brand.




Color | Primary

Accent Chartreuse
#DA4E585

Primary color palette

. ] ] Light Green
Our Verdant color palette is Kind, Warm and Welcoming. #3B996D

The visual scale of usage is represented on the right with
appropriate scaling.

Verdant Green
#087A6A

Dark Green
Natural Tan #074D43

HF2EFES8

White
#FFFFF

Black
H#2A2A2A
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Color | Primary

Scale of color

Canvas.background

H#2A2A2A H#FFFFFF H#HF2EFES

@
D

Tertiary.highlight O

#DAES585

Secondary.supporting

#3B996D #074D43

Primary.brand

#087A6A




Measuring

Color | Socondary health more
completely
and precisely

Secondary color palette

We refer to our to our underlying data and
technologies as ‘Verily Violet'. Itis the
connecting thread to our core tools, solutions
and products. Some creative executions can
have a certain amount of violet/purple tone to
help land the metaphor of the Al and ML
foundation.

Data management Our cloud-first approach,advanced analytics and Al expertise

enable us to collect, organize, enrich, and activate petabytes of

DI'iVing Speed With ClOUd — data aligned with our customers' unique needs, and delivered at
based analytics and
Alphabet DNA

just the right time.

The secondary color palette (verily violet) can
only be used as a thematic and photographic

element for B2B executions where science or
technology is the focus.

Humanity or consumer first creative should
never reflect this secondary thematic of
infused violet/purple.
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Color for logo usage

Color logos are always preferred on lighter backgrounds with black and white as secondary executions when on darker backgrounds.

m4 verily health m4 verily health m4 verily health

m4 verily health m4 verily health

m4 verily health

B4 5randGuidelines | Version1.5 | 2026
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Color

General usage

Verdant green should only be used
on light backgrounds such as tan or
white with reserved scale. Large
washes and canvas colors are
reserved for Natural Tan and for
specific marketing executions only
guided by the creative studio

B4 5randGuidelines | Version1.5 | 2026

Shades of the Verdant green primary
green are provided in order to help
create complimentary color palettes.

#DA4E585 Accent Chartreuse should only be
used for highlights, or pop of color.

32




color | do not do this

DO NOT Create new colors unless otherwise
noted in specific secondary and tertiary
palettes.

Bld 5andcuidelines | Version1.5 | 2026

DO NOT Mix Core brand colors to create
gradients unless otherwise noted in specific
secondary and tertiary palettes.

33
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Typography

Poppins

Headlines

Inter
Body copy, buttons, eyebrows

Brand Guidelines | Version15 | 2026

The promise of
precision health.

Precision health leverages data from a wide
variety of clinical and non-clinical sources
to arrive at the best intervention for a

person or Community.
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Typography

Poppins is our headline

and display font.

A geometric sans serif typeface with
rounded & pleasant letterforms.

designer note

T
Headline.

Whenever possible an alt version of the lowercase a
must be used to help with legibility & accessibility for
smaller use-cases and digital executions.

B4 5sandcuidelines | Version1.5 | 2026

Poppins matches well with our new
logotype and is a powerful yet friendly
headline option with accessibility built
into character variants for both
marketing and products for when we
really need to tell that up-front
message.

36



Typography

Inter |S O U 1 g O _tO Chosen for the most detail and focus on

accessibility and affordance of

WOrKh Orse typefa ce. awareness. Editorial long form reading

and other accessibility requirements.
Inter is the preferred choice when

Selected to support Poppins in more meeting string UX/UI guidelines across
functional moments from everything like a variety of digital, web, print and
body copy to small eyebrows. product applications.
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Typography

Arial

G System safe alternative font

NOPQRSTUVWXYZ

edefaniiimnon for the rest of us.

grstuvwxyz0123&#

Arial Arial may ONLY be used in cases where the Primary
Typeface Poppins is not available for such cases. Examples may
be: main body copy of a letter, email where a default system font
or browser font is rendered, etc.
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Type accessibility

Body copy For readability and accessibility of type,

12pt, 130% the minimum type size and spacing for
core content should be 12pt, 130%.

Disclaimer & secondary

8pt, 110% For sources, disclaimers and other
secondary labeling, minimum type size
and spacing should be 8pt, 110%.

_Amm
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Tone of voice

Guidelines for achieving @
brand voice that is human,
kind, courageous and
objective.

Hello all.
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Tone of voice

Human

A brand that never loses
sight of the fact that we
are working to help real
people facing real health
challenges.

Center connection, dialogue
and community — show the
people behind the tech — lead
with real-life stories —
understand customer pain
points

B4 5sandcuidelines | Version1.5 | 2026

Kind

An ethos that respects
and honors the individual
life journey of everyone.

Be ethical + transparent — be
humble don't over promise —
we are not a savior, we are an
enabler — educate, empower,
add value — understand lived
experience of living with
chronic conditions

Courageous

A spirit that embraces
focused disruption to
innovate new, better
health solutions.

Share possibilities vs.
limitations — don't shy away
from hard problems — use
simple, focused language

Objective

A point of view rooted
in evidence & data
that reflects truth.

Lead with data not
subjective opinion —
editorialize + be
provocative only with
supportive data — don't
politicize

42



Audience

Providers &
Payers

Who need better evidence
and tools to tailor care to
individuals and better data
on which to base care and
coverage.

B4 5randGuidelines | Version1.5 | 2026

Researchers
& innovators

Who are seeking better tools
to generate evidence,
develop products and speed
their time to market.

Participants
& Patients

Who can trust Verily with their
data to learn more about their
health and have an impact on

accelerating better treatments
for everyone.

Our
employees

Our extraordinary mission
requires extraordinary people.
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Brand expression

Framing is
everything

Retinal services

s

Integrate routine dia‘bet/e_,,s‘"

When cropping images, please only ~ screening into existing workflows - i %
round one corner of the image and leave 7 :

the others hard edged to represent the

hard edges of our technology and ) ) )
solution tools; while paying attention to |nS|de Slg htllne
the soft round edges of the humanity

aspect of our brand.

Round edges are mostly reserved for
hero images and full bleed applications.

worem ipsum dolor sit amet
consectetur.
Learn more 2>

—

Lorem ipsum dolor sit amet
consectetur.
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Brand expression

Abstractions of the
mark

Outlines of the mark can be used to
visualize the intersection of humanity and
technology.

Lines and outlined segments of the mark
can be used to draw a literal connection
between two elements or to add visual
interest to a layout.

B4 5randGuidelines | Version1.5 | 2026

n4 Vcﬁl'(  oa- erpmrw Nowwiewo

Closing the gap
between research
and care

A pracigicn haalth tach campany

We help pharma and consumer
health companies develop safe,
effective treatments faster and
enable patients, providers and payors
to make better care decisions

verily viewpoint

Measuring
health more
precisely.

m4 verily

Closing
the gap
between
research
and care




Brand expression

Abstractions of the
mark

The ‘point’ or negative “v" segment
of the mark can be used to draw
focus or indicate something in a
layout.

The point can also be used to
denote conversation or
communication, similar to the point
in a speech bubble.

B4 5randGuidelines | Version1.5 | 2026

Better
health for
exactly
every
body.

A Verily feature story

Reshaping healthcare:
A conversation with Stephen Gillett
and Amy Abernethy

Read article A

m4 verily

m4 verily HEN

Closingthe
gap between
research and o

care meet us
at hith.
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Brand expression

Abstractions of the
mark

The Verily mark can be used to create
patterns, textures or clipping masks.

When exploring these uses of the mark,
approach with caution. Ensure that the
mark is still recognizable when cropped.
Soft edges and round shapes should
remain, so as to preserve the creative
outputs approachability.

B4 5randGuidelines | Version1.5 | 2026

Respect Individuals

We treat each other with
kind and candid
transparency, honor the life
journeys of others and
create inclusive products
that solve our customer’s
needs

Stephen
Gillett

48



Brand expression

Texture & Patterns

Combining the Verily mark in a set of
patterned textures can often provide a
subtle yet sophisticated canvas. This can
be leveraged for brand elements such as
packaging, large scale banners or digital
displays.

Dot grid patterns in small, medium and
large scales can also tell the right story.

Always refer to the provided vector files for
scale and style of patterns.

B4 5randGuidelines | Version1.5 | 2026

Verily Numetric

Generating deeper, clearer insights into
human health

o
©
. B
"
o
-
o ".;.
-
2
o = ]
2 "
.-l. " o% :
w's -
L | .‘
oy =
a™
Digital Biomarkers Generating and translating patient-centered digital measures of

health into meaningful, real-world evidence for accelerating

Leading, real-world data
capture and translation

research and development through an end-to-end solution of
hardware, software and machine learning,

Treatment 1

05-Feb-2023
12:00 PM

Treatmentl Edit decision y' " Add event

BN > 05-Feb-2023at12:00pm

Target day Visit window
Location Investigator Research coordinator
Activities
Activity Status Date Physician
75%
(]

v/
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Brand expression

Closing gaps in
research and care

3D Environments

™
D)
il

+ - + + 1

For carefully crafted marketing executions
of our product in full color 3D
environments, a set of spatial
environments can be used to help bring the
digital into the tangible world.

Round edges of the Verily mark and 'V’
notch, stacked with more angular hard
edges can form a fun and whimsical
landscape to help inject full color of the
system.

ece™
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Brand expression

Ul elements

When showing our product Uls in
marketing executions, condensing the
content into features of the product are
preferred where the design system can be
expanded and focused. The ‘V' notch and
stroke line can be used in combination with
these Ul elements to connect the broader
design system. Photographic elements
help tell the user story without
overcomplicating the visual landscape.

For detailed UX component libraries within
the product itself, we've dedicated figma
libraries to help utilize the system in the
correct way.

B4 5randGuidelines | Version1.5 | 2026

< May 2023 >

@ #AMC-20-146

Version 3

I have verified the accuracy of the protocol as
configured by SignalPath. All necessary corrections

have been made, or none are required. | have provided
all necessary instructions required for the trial.

Marking the protocol Approved will make the protocol
live in my organization.

Full name

Margret Nguyen

User login

mdnguyen@amrghealth.com



Brand expression

Collage visuals

For editorial visuals that tell a multi-layer
story or complex concepts, a collage visual
esthetic can be leveraged to create depth
and intrigue with a modern approach. Our
editorial stories on our Perspectives blog
are a great place to expand upon this visual
language.

Grid systems in varying sizes can be used

in composition with photographic elements
to help tell the broader story.

B4 5randGuidelines | Version1.5 | 2026
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Brand expression

Photographic
textures

Verily products and services can be
visually represented with 3 photographic
thematics:

Human textures. Macro human skin tones
and elements of the human body such as
retinal textures tell the human story.

Micro technology. Fiber Optic cables,
stacks of servers and microchip
components translate the top tier
technological capabilities.

Biological textures. Microscoping organic
textures such as traditional h&e stains,
connect us to the rigorous scientific
pursuit.

B4 5randGuidelines | Version1.5 | 2026
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Photography

ENnd users & consumers

When capturing people in photography, show a
diverse set of users—diversity of age,
skintones, health status, and beyond. Partners
and patients alike should be shown interacting
with our products in the context of everyday life
experiences. Image styling should be candid,
suggesting they may have been
user-generated. Subject and environment
should be relatable. We want to give viewers a
sense that they are seeing directly into the lives
of our users.

Verily people photography should reflect these

fundamental attributes:
Authentic, ownable, accessible & inclusive

B4 5sandcuidelines | Version1.5 | 2026




Photography

People behind the tools

Capturing the essence of our Verily employees
through a lifestyle/editorial approach that
focuses on everyday life of Verily employees
People collaborating on work, socializing
highlights of our fun campus features and
capturing the many details of campus life and
architecture.

Verily people photography should reflect these
fundamental attributes:

Editorial, warm, inviting, hyperfocal, patterns,

rich in color, educational in tone, wondrous in
reveal, exhibiting excellence in industry

B4 5randGuidelines | Version1.5 | 2026



Photography

Technology & science

When photographing the science and
technology behind our products, we give a nhod
to the focus on precision healthcare by using a
deep focus approach. The Labs and R&D
development - The people behind the tools.

Capturing the essence of our Verily employees
through a lifestyle/editorial approach that
focuses on everyday life at ur South San
Francisco campus. People collaborating on
work, socializing highlights of our fun campus
features and capturing the many details of
campus life and architecture.

0020

, U/M“M-L,//f///

an,m”
gy

- -

q iy e

AR
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Photography

Product in photography

Whenever possible Verily products should be
photographed with neutral backgrounds like
greys or our canvas natural tan. Subtle
verdant green from the brand palette may be
incorporated as a tertiary background
element. Again, always strive to show diverse
users interacting with the products.

Verily product photography should reflect

these fundamental attributes:
Clean, calm & kind

B4 5sandcuidelines | Version1.5 | 2026 58
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Business system

Business cards &

letterhead

For traditional execution, trade shows
and events, there's still an opportunity
to cement an expression of our brand.

In these use cases, there are variations

available for business cards, letterhead
and one-pager documents.

Refer to the resources section of these guides for
links to specific templates.

B4 5sandcuidelines | Version1.5 | 2026

Stephen

Gillett
CEO

415.000.000

sqillett@verily.com
1234 Street, Dallas Texas

m4 verily

March 22 2023
Lorem ipsum dolor sit amet, consectetur adipiscing elit.

Sed tincidunt molestie suscipit sed justo, id integer. Arcu aliquam nulla porta tincidunt vitae
leo auctor.

Tristique sit odio amet commodo vulputate eget quis turpis. Elementum augue aliquam
neque vestibulum arcu blandit lorem sed a. Mauris curabitur elit non duis sit erat.

Augue potenti mauris, aliquet sit sit vitae ut. Pretium proin eu elit sed. Neque aenean morbi
augue neque, bibendum. Amet rutrum gravida sed massa nisi. Nulla venenatis turpis quis in
proin. Et, consectetur elit viverra ultrices odio semper at diam nec. Sed egestas volutpat
quam morbi orci magna sit.

Sed at magna nec risus, tincidunt facilisis lacus. Vulputate odio interdum dui aliquam viver-
ra orci. Interdum lectus vitae quis massa. Aliquam ullamcorper enim elementum risus
pulvinar habitasse. Tristique sed lectus dui mauris. Neque etiam nascetur tellus amet
pretium. Mattis pellentesque sed enim nisi. Lacus velit arcu mi porttitor posuere id tellus
semper eu. Blandit bibendum elit eget donec.

Sincerely,

Y

Name
Title
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Accessibility

The prc
porecisio

Join the team =

Color & type
Still & Moving image & audio
Content & structure

We want to deliver products and services that
help the most people possible. That includes
people with disabilities. As a healthcare
company, we are required to comply with
Section 508 for our government-partnered
services. Section 508 requires a strict level of
accessibility features.

As communication trends and platforms
continue to evolve, we must be mindful of

accessibility across the entire range of media.

The choices we make, such as colors and
fonts, are not simply aesthetic decisions; they
are important to usability.

Accessibility affects everyone.
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Accessibility | Color & typography

Color & typography are the
background and foreground of
visuadl media. Whether you are
creating a PDF, designing a
webpage or creating a deck, it’s
important to make choices with
readability in mind.
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Color Contrast

Web Content Accessibility Guidelines (WCAG) requires a
contrast ratio of at least 4.5:1 for normal text and 3:1 for large
text to achieve a level of AA compliance.

To achieve Level AAA compliance requires a contrast ratio of
at least 7:1 for normal text and 4.5:1 for large test. Large text is
defined as 14 point and bold or larger, or 18 point or larger.

Use a color contrast checker to assure that your work meets
minimum WCAG AA compliance.

Type Consideration

Typefaces are the foundation of accessible visual reading
experiences. When choosing Poppins and Inter, Verily took
into consideration typeface that enhances legibility and
readability for people with poor vision, learning disabilities,
visual discomfort (migraines), aphasia, dyslexia or low adult
literacy.
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https://webaim.org/resources/contrastchecker/

Accessibility | Image & audio

Still & moving images should be
made accessible. Follow effective
photography & Video guidelines
and be example of inclusivity.
Feature people with disabilities, of
various age group and cultural
backgrounds.

B4 5sandcuidelines | Version1.5 | 2026

Digital images

Every non-decorative image must be accompanied by a
written description known as alternative text. Alt text is a
description in the HTML that is read aloud to users who are
using assistive technology. Visit go/verily-accessibility to learn
about ALT text best practices.

Audio & Video

The content of our audio and video media, such as social
posts, bust be made accessible to individuals with disabilities.
This includes providing captions, transcripts and audio
descriptions.

To meet ADA guidelines, videos are required to have
captioning available for viewers.

Visit go/verily-accessibility to learn more.
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Accessibility | Content & structure

Well structured content is not only
essential for people with
disabilities, it ensures that
information is easy to process and
navigate for every user.
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Structure your design and copy with semantic HTML in mind.
For more defined information on a diverse and equitable
content approach, revisit the Tone of Voice section of this

guideline.

Visit go/verily-accessibility to learn more.
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